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THEORETICAL FOUNDATIONS OF
CORPORATE IMAGE FORMATION
IN E-COMMERCE

Summary. This article examines the theoretical foundations of
corporate image formation in e-commerce in the context of the digital
transformation of the economy. In today’s digital environment, corpo-
rate image is increasingly strategic. It shapes consumer trust, strength-
ens competitiveness, directs the behavioural responses of target audi-
ences, and supports a company’s market position. It is emphasised that,
unlike in the traditional marketplace, corporate image in e-commerce is
shaped by a broader range of factors, among which online reputation,
digital customer experience, user-generated content, reviews, ratings,
visual identity, and the algorithms of digital platforms play a particular-
ly significant role. Because of this, there is a growing need to reconsider
academic approaches to understanding and managing corporate im-
age by taking into account the unique features of e-commerce.

Purpose. The purpose of this study is to further develop the theo-
retical provisions of corporate image formation in e-commerce and to
substantiate the sequence of stages of its formation under contem-
porary digital conditions, taking into account consumer behavioural
characteristics, the role of digital platforms, and the need to integrate
marketing, reputational, technological, and communication tools into
a coherent system of corporate image management.

Materials and methods. The materials used in this study include:
(1) scholarly works by domestic and foreign authors focus on corporate
image, brand management, digital marketing, behavioural economics,
and online reputation management; and (2) analytical and statistical
sources reflecting current trends in the development of e-commerce,
patterns of consumers’ digital behaviour, and the role of online re-
views, ratings, and digital platforms in shaping brand perception.

The study used several scientific methods, each linked to specific
research tasks. Theoretical generalisation and systematisation clar-
ified the category of ‘corporate image”, summarised scholarly ap-
proaches, and organised models relevant to its formation. Compar-
ative analysis identified differences between traditional and digital
approaches. Structural and logical modelling distinguished the main
components of corporate image in e-commerce and made it possible
to structure the sequence of stages of its formation. Analysis and syn-
thesis substantiated the interrelationship between communication,
reputational, technological, and behavioural factors influencing cor-
porate image. Logical generalisation was then applied to formulate
the study’s final conclusions.

Results. The study found that corporate image in e-commerce
constitutes a complex, multi-level system shaped through the interac-
tion of communication, reputational, behavioural, technological, and
emotional factors. It was demonstrated that the digital environment
transforms the traditional mechanisms of corporate image formation
by reinforcing the role of interactivity, personalisation, the speed of
information dissemination, and the influence of external digital plat-
forms. The evolution of scholarly models of corporate image formation
was systematised, and it was established that, in the context of the
digital economy, the most relevant is an integrated model combining
marketing, behavioural, and technological approaches. The sequence
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of stages of corporate image formation in e-commerce was substantiated and structured, encompassing five interrelated stages:
diagnosis of the current image, identification of the target image and strategic positioning, development of an image formation
strategy, implementation of image-building measures, and monitoring, evaluation, and adjustment of the results. In addition,
the principal directions for strengthening corporate image were structured according to their external and internal dimensions.

Prospects for further research. Future scholarly research should focus on developing tools for the quantitative assessment
of corporate image in e-commerce, as well as on identifying a set of indicators to evaluate the effectiveness of image-building
measures in the digital environment. This would improve the methodological support for corporate image management and
enhance the validity of managerial decision-making in e-commerce.

Key words: corporate image, e-commerce, digital economy, digital marketing, brand, digital communications, consumer
behaviour, digital platforms.

Problem statement. In the contemporary economy, characterised by the digitalisation of business pro-
cesses, the expansion of e-commerce, and the transformation of consumer behaviour, approaches to en-
terprise management are undergoing significant change. Under conditions of information overload, corporate
image functions not merely as an element of marketing policy, but also as a key factor in differentiation and in
building consumer trust. According to international analytical platforms, the global e-commerce market has
exceeded USDG6.3 trillion [1]. At the same time, empirical studies indicate that around 70% of consumers take
online reviews and the level of trust in a brand into account when making purchasing decisions [2]. Thus, in
the digital environment, corporate image becomes a decisive factor in competitiveness.

A distinctive feature of e-commerce is that interaction between the enterprise and the consumer occurs
predominantly in the digital space, without physical contact. This, in turn, considerably enhances the role
of online reputation, brand visual identity, digital customer experience, and social proof, particularly in the
form of consumer reviews and ratings. However, the problem is that traditional approaches to corporate image
formation do not fully account for the specific characteristics of the digital environment.

Despite the substantial body of research on corporate image, branding, and digital marketing, most studies
focus on only certain aspects of this issue. By contrast, a comprehensive theoretical substantiation of corporate
image formation in e-commerce, taking into account digital platforms, algorithmic influences, and the need
for further development of quantitative evaluation tools, remains underdeveloped, underscoring the need for
further scholarly research.

Recent research and publications analysis. While recognising the contribution of scholars to the
development of the theory of corporate image and brand management, it should be noted that these concepts
were formed primarily within the context of the traditional economy. Accordingly, scholarly approaches to the
interpretation of image are largely based on the use of classical marketing communications and branding tools.
Among the most prominent scholars who contributed to the theoretical substantiation of the essence of image
and brand equity are D. Aaker [3], K. Keller [4], and Ph. Kotler [5], who regard image as a set of associations
and perceptions formed in the consumer’s mind.

The further development of scholarly approaches took place within the corporate perspective, in which image
is interpreted as the result of the interaction between corporate identity, organisational culture, and communi-
cation processes. A significant contribution to the advancement of these approaches was made by G. Dowling
[6] and J. Balmer [7], who regard image as a strategic intangible asset of the enterprise.

Contemporary research has developed in the context of the digital transformation of the economy. It incorpo-
rates a behavioural perspective, emphasizing cognitive and emotional mechanisms of perception (D. Kahneman
[8]; R. Thaler [9]). In digital marketing, corporate image is seen as the result of interactions between enterpris-
es and consumers. This occurs through digital platforms, social media, and user experience (D. Chaffey [10];
D. Ryan [11]; A. Kaplan [12]; M. Haenlein [12]). Among Ukrainian scholars who address these issues, V. Bok-
ovets [13], O. Harmatiuk [14], and S. Podzihun [14] focus on corporate image as a multi-component system.
They note it is shaped by marketing communications, digital tools, and factors of the competitive environment.

Both foreign and Ukrainian scholars have made substantial contributions. However, the issues surround-
ing corporate image formation in e-commerce remain insufficiently systematised. This process is inherently
interdisciplinary. It requires further theoretical substantiation, which underscores the relevance of this study.

The purpose of this article is to further develop the theoretical provisions of corporate image formation in
e-commerce and to substantiate the sequence of stages of its formation under contemporary digital conditions,
taking into account consumer behavioural characteristics, the role of digital platforms, and the need to in-
tegrate marketing, reputational, technological, and communication tools into a coherent system of corporate
image management.

Materials and methods. The materials used in this study include: (1) scholarly works by domestic and
foreign authors focus on corporate image, brand management, digital marketing, behavioural economics, and
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online reputation management; and (2) analytical and statistical sources reflecting current trends in the de-
velopment of e-commerce, patterns of consumers’ digital behaviour, and the role of online reviews, ratings, and
digital platforms in shaping brand perception.

The study used several scientific methods, each linked to specific research tasks. Theoretical generalisation
and systematisation clarified the category of “corporate image”, summarised scholarly approaches, and or-
ganised models relevant to its formation. Comparative analysis identified differences between traditional and
digital approaches. Structural and logical modelling distinguished the main components of corporate image in
e-commerce and made it possible to structure the sequence of stages of its formation. Analysis and synthesis
substantiated the interrelationship between communication, reputational, technological, and behavioural factors
influencing corporate image. Logical generalisation was then applied to formulate the study’s final conclusions.

Presentation of the main research findings. The term image is of Latin origin and is associated with
the words imago and imitari, which may be translated as “image”, “representation”, as well as “to imitate” or
“to reproduce”. In the context of Ancient Rome, particularly in the second and third centuries BC, the term imago
denoted posthumous masks made of wax or plaster, reproduced directly from the facial features of members
of the nobility. Such masks were kept within the family household and performed an important socio-cultural
function, particularly during funeral rites, where they served as a means of visualising lineage and the symbolic
continuity between generations [15]. The further evolution of the semantics of this concept occurred through
the Old French word image, which was integrated into the English lexicon in the thirteenth century. In its early
stages of use, the term was primarily associated with material and imagined forms of representation, including
statues, portraits, mirror reflections, and mental images. In medieval European tradition, the term’s meaning
was expanded to include interpretations such as “phantom”, “ghost”, or “abstract idea” [16].

The modern understanding of the category of image as a public image, a reputational construct, or a deliber-
ately shaped perception of an object emerged in the early twentieth century. Initially, its use was limited (from
the beginning of the twentieth century, approximately from 1908 onwards); however, during the 1930s-1950s, the
term became significantly more widespread in connection with the rapid development of advertising and public
relations [17]. At the same time, as early as 1806, Noah Webster’s dictionary recorded the concept of image as
an artificially created reproduction of the external appearance of a person or object [18]. Today, image is under-
stood not merely as “how one is perceived”, but as a deliberately constructed representation in the minds — and
even the subconscious — of people, composed of rational components (facts, achievements, appearance) as well
as emotional and irrational components (associations, stereotypes, and feelings of trust or sympathy).

Thus, corporate image constitutes one of the key categories of contemporary economic science, situated at
the intersection of marketing, communication management, behavioural economics, and strategic management.
In general terms, corporate image is interpreted as an integral set of perceptions, associations, and evaluations
formed in the minds of stakeholders under the influence of informational signals, interaction experience, and
the social context (Keller K. L. [4]; Aaker D.A. [3]).

In classical branding concepts [3; 4; 19], image is a set of associations. These include functional character-
istics (quality, price, reliability), symbolic attributes (status, style, identity), and emotional components (trust,
sympathy, loyalty).

Thus, an image performs not only an informational but also a behavioural function, influencing consumers’
decision-making. In this context, an image serves as an element of brand equity that ensures the enterprise’s
long-term competitiveness.

At the same time, within the corporate approach, image is viewed as the outcome of interactions among
internal and external factors, including corporate culture, values, communication strategies, and social respon-
sibility (Dowling G.R. [6]). This underscores its strategic nature and integrative character.

The development of digital technologies and the transformation of economic relations have significantly
changed the conditions under which enterprises operate. The active phase of the transition to the digital
economy occurred from 2010-2020, when digital solutions were adopted on a mass scale, e-commerce devel-
oped rapidly, and traditional business models were reconsidered. Subsequently, beginning in 2020, the digital
economy assumed a dominant role, leading to a transformation in approaches to corporate image formation
and the growing importance of digital channels for consumer interaction.

Contemporary research confirms that, within the digital economy, corporate image is increasingly shaped
by online reputation, user-generated content, and digital communications. For example, the likelihood of pur-
chasing products with at least 5 reviews increases by 270% compared with products with no reviews, while
companies with excellent ratings receive approximately 31% higher customer spending [20]. Another significant
feature of the digital environment is the high sensitivity of corporate image to negative information. Studies
show that up to 40% of potential buyers may refrain from purchasing a product or service because of negative
reviews, while more than 50% of users avoid brands with low ratings [21]. This indicates that corporate im-
age in e-commerce is highly vulnerable to reputational risks and therefore requires continuous management.
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Whereas under traditional market conditions, image was formed primarily through one-way communication
channels (advertising and public relations), in the digital environment, it acquires an interactive, dynamic,
and decentralised character. This means that an enterprise no longer retains full control over shaping its own
image, since a substantial part of the information environment is created by users and digital platforms.

It should be noted that digitalisation alters a number of the key parameters of corporate image.

1. Sources of corporate image formation. In the traditional economy, enterprises shaped their corporate im-
age mainly through controlled communications like advertising, public relations, and branding. By contrast, in
the digital environment, the decisive role is played by reviews and ratings (Amazon, Rozetka, Google Reviews),
social media platforms (Instagram, TikTok), and user-generated content, including video reviews, comments,
and recommendations. Products with many reviews see much higher conversion rates. This shows social proof
now dominates corporate image formation.

2. Speed of corporate image formation. In the traditional model, the corporate image formed gradually over
a relatively long period. In the digital environment, however, this process is virtually instantaneous: informa-
tion spreads in real time, and reputation may change within a matter of hours. For instance, viral social media
content can boost brand awareness, whereas a negative review or public scandal can immediately reduce trust.

3. Degree of personalisation. Digital technologies allow a high degree of personalised interaction. Algorithms
analyse user behaviour and generate individual offers. This process creates a multidimensional corporate im-
age. Personalised recommendations may boost companies’ revenues by 10—-15%, confirming the importance of
personalisation for a positive corporate image.

4. Control over corporate image. In the context of the digital economy, control over corporate image becomes
decentralised and multi-layered, as the process of its formation extends beyond the exclusive influence of the
business entity itself. Whereas under traditional conditions an enterprise could exercise relatively full control
over image-related communications through managed channels such as advertising, public relations, and brand
communications, in the digital environment, this control is distributed among several key actors. First, the
enterprise generates core image signals through official communications, such as its website, social media,
advertising, and content marketing. Second, consumers co-create the image by posting reviews, comments,
ratings, and recommendations, which often enjoy more trust than the company’s official statements. Third,
digital platforms, including marketplaces, search engines, and social media, use algorithms that set brand vis-
ibility through ranking, personalised recommendations, and content moderation. Accordingly, the algorithms
of digital platforms are important in determining consumers’ access to information about the enterprise. They
influence both the level of audience reach and how consumers perceive the enterprise. As a result, corporate
image is shaped as a dynamic system that emerges from interactions between corporate communications,
consumer-generated content, and digital platform mechanisms. This requires a comprehensive approach to
digital reputation management. It is also necessary to account for the operational characteristics of algorithms
in the formation of corporate image.

Thus, in the digital economy, corporate image is transformed from a relatively stable and controllable cat-
egory into a dynamic, interactive system shaped by a multiplicity of factors. Its key characteristics include
openness and transparency, dependence on consumer behaviour, integration of technological and communication
factors, and rapid change. This calls for reconsidering traditional approaches to corporate image management
and introducing new tools and approaches oriented towards the digital environment, taking into account user
experience, online reputation, and algorithmic mechanisms.

All of the above illustrates the evolutionary nature of the category of corporate image, transitioning from
classical marketing concepts to integrated models that consider the digital environment and consumer behaviour.
Each scholarly model thus reflects the specific features of its corresponding stage in economic development and
the dominant managerial approaches of the era. To bridge these scholarly approaches, the models of corporate
image formation have been systematised, as presented in Table 1.

Classical and brand-oriented models focus primarily on the communicative and symbolic aspects of image,
whereas corporate approaches emphasize the enterprise’s internal characteristics and identity. Behavioural
models, in turn, take into account the psychological mechanisms underlying consumer perception, thereby
allowing for a deeper explanation of the process of corporate image formation. Contemporary digital models
expand traditional approaches by incorporating factors such as user experience, online communication, and
digital platforms, indicating the transformation of the corporate image from a relatively static characteristic into
a dynamic system formed through continuous interaction between the enterprise and consumers. In this context,
the integrated model of corporate image formation appears to be the most relevant in the digital economy, as
it combines marketing, behavioural, and technological approaches. Its application enables consideration of the
multidimensional nature of corporate image and enhances the effectiveness of its management in e-commerce.

The development of an integrated approach to corporate image formation requires a more detailed exam-
ination of its structural components. In this regard, it is advisable to distinguish the principal components of
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(1950s—1980s)

tion

Table 1
Evolution of models of corporate image formation
Model Essence Key elements Advantages Limitations
Classical marketing | image as the result | advertising, public | ease of implementation; | low level of interactivity;
model of communications | relations, brand clear logic of construc- limited adaptability to

digitalisation

Brand-oriented model
(1980s—1990s)

image as part of
brand equity

brand associa-
tions, loyalty

strategic character; long-
term brand value

does not consider digital
platforms; adapts slowly
to environmental changes

Corporate model
(1990s)

image as a reflection
of corporate identity

corporate culture,
values, mission

comprehensive approach
to the perception of the
enterprise

complexity of manage-
ment; slow pace of change
in corporate perception

Behavioural model
(2000s—2010s)

image through the
consumer’s percep-
tion of the enter-
prise

emotions, cogni-
tive responses, loy-
alty, behavioural
intentions

enables an understand-
ing of consumer be-
haviour and the psy-
chological mechanisms
underlying attitudes
towards the brand

difficulty of measuring
emotional and cognitive
characteristics

Digital model image through on- user experience | oriented towards actual | dependence on technol-
(2010s—2020s) line interaction (UX), social media,| digital consumer be- ogies, platforms, and
content haviour algorithms
Integrated model synthesis of all brand + UX + analytical precision; complexity of practical
(2020 onwards) approaches reputation + algo- | combination of strategic | implementation; the need
rithms and operational image | for continuous updating of

management

the toolkit

Source: compiled by the author based on [4; 5-13; 19]

corporate image in e-commerce, each of which performs a specific function in shaping consumers’ perception

of the brand.

The functional component encompasses the objective characteristics of the enterprise’s offering. These
include product quality, pricing levels, and logistical efficiency. These parameters form the consumer’s basic
perception of the enterprise’s reliability. Delivery speed, in particular, serves as a key factor that directly in-
fluences customer satisfaction.

The communication component is associated with the formation of corporate image through content, ad-
vertising messages, and communication style. In the digital environment, the enterprise’s presence on social
media is particularly important, as it enables continuous interaction with consumers and shapes consumers’
emotional perceptions of the brand.

The reputational component reflects users’ evaluations of the enterprise and includes reviews, ratings,
and other forms of social proof. For example, a high rating (4.8 out of 5) may signal quality and significantly
influence the purchase decision.

The technological component encompasses the features of the enterprise’s digital infrastructure, including
the quality of its website and mobile application and its overall usability. A user-friendly interface and the
platform’s speed contribute to a positive user experience, which directly influences corporate image.

The emotional component characterises consumers’ subjective attitudes towards the enterprise and includes
such elements as trust, affinity, and loyalty. It is this component that underpins the development of long-term
customer relationships and contributes to the consolidation of a positive corporate image.

Corporate image in e-commerce has a multi-layered structure. A key role is played not only by product
quality, but also by the user’s digital interaction experience with the enterprise. The technological component
is of particular importance. It did not exert a decisive influence in the traditional economy.

Based on the above, there is a clear need to substantiate and structure the sequence of stages of corporate

image formation that takes into account the specific features of e-commerce, integrates contemporary digital
tools, and ensures the coherence of its communicative, behavioural, and technological components (Figure 1).
The absence of a systematic approach to corporate image management in the digital environment may lead
to fragmentation in image-building influences and a reduction in the effectiveness of consumer interaction.

The proposed sequence of stages is based on several fundamental principles.

The principle of systemicity states that corporate image comes from the coordinated work of all subsystems, includ-
ing marketing, service, logistics, customer support, SMM, content management, review management, and employer
branding. Corporate image is not created solely by advertising but is the result of overall enterprise perception.
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The principle of integrity means that all external and internal manifestations of the enterprise must corre-
spond to a unified corporate image concept. Website design, communication style, content quality, the tone of
responses in messengers, advertising positioning, and public reputation-related activities should all be logically
interconnected.

Stage 1. Diagnosis and analysis of the enterprise’s current image

Purpose H Actions / tools ‘
[
To assess the enterprise’s image in the : S;Ztoe;ft 2?12111yssliss;'
digital environment, identify the strengths | | o roview analgsis ’(sen timent analysis):
and weaknesses of brand perception, and e ratings monitoring: ’
detect key online reputation issues. o web analytics ’

L

Stage 2. Identification of the target image and strategic positioning

Purpose 1 Actions / tools
I [

To shape the desired brand image, e identification of the mission, vision, values,

define positioning, key values, the and USP;
unique selling proposition (USP),and || development of a target audience portrait;
the emotional associations intended for e development of the brand platform;

consumers. e positioning.
Sz

Stage 3. Development of the image formation strategy

Purpose — Actions / tools
[

To develop a coherent communication
strategy, visual identity, content plan,
channels, and tools for promoting the ||

image in e-commerce.

e development of a content strategy;
e formulation of the communication policy;
e management of online reputation.

L

Stage 4. Implementation of image-building measures

Purpose — Actions / tools
[

creation and dissemination of content;
interaction with the audience;
advertising management;
optimisation of user experience.

To implement the strategy through day-
to-day actions, ensuring a consistent style
and tone of voice across all digital
touchpoints.

L

Stage 5. Monitoring, evaluation, and adjustment

Purpose ] Actions / tools
[

measurement of customer satisfaction levels;
determination of trust levels;

monitoring of feedback;

measurement of conversion indicators.

Systematically assess the effectiveness
of branding initiatives against KPlIs,
analyse brand perception, and make

timely adjustments.

Fig. 1. The sequence of stages of corporate image formation in e-commerce
Source: compiled by the author
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The principle of customer orientation focuses not only on conveying a desired corporate image but also on
the actual expectations, needs, motives, and behavioural patterns of the target audience. In the digital environ-
ment, the corporate image is shaped by consumer perception rather than solely by the enterprise’s intentions.

The principle of adaptability requires the continuous adjustment of image policy in response to changes in
the market environment, trends in e-commerce, platform algorithms, competitors’ behaviour, and audience
reactions.

The principle of evidence-based management means that corporate image management should rely on analyt-
ical data, including indicators of reach, conversion, tone of mentions, loyalty levels, repeat purchases, reviews,
and users’ behaviour on the website.

The principle of continuity implies that corporate image formation is not a one-off campaign, but rather an
ongoing process of maintaining and improving the corporate image.

Thus, the above principles form the conceptual foundation of the proposed sequence of stages and determine
the logic of its further implementation. As shown in Figure 1, this structured process reflects not only the se-
quence of managerial actions but also a conceptually coherent, cyclical system consisting of five interrelated
stages that together form a closed loop of corporate image management, thereby ensuring its adaptability to
the dynamic changes of the digital environment.

The first stage serves as the analytical foundation for the system. It is based on brand orientation and the
initial levels of the brand perception model, focusing on brand awareness and presence in consumers’ minds.
During this stage, a comprehensive corporate image assessment is conducted. Internal analysis uses data from
the customer database and web analytics. External monitoring includes review sentiment analysis, tracking
social media mentions, and brand trust assessment. Contemporary digital analytics tools help collect objective
information about the enterprise’s perception. Key performance indicators include brand awareness, sentiment
index, share of information presence, and negative review dynamics.

The second stage is strategic and shapes the desired corporate image in consumers’ minds. Theoretically,
it matches the stage of brand meaning formation and covers both functional and symbolic traits. Here, the
brand’s value system is developed, the unique selling proposition is defined, and emotional associations are
created. Segmenting the target audience and constructing behavioural profiles ensures precise positioning.
Effectiveness is measured by the strength, favourability, and uniqueness of brand associations, as well as by
consumers’ emotional attachment to the brand.

The third stage involves transforming the target corporate image into a coherent system of managerial de-
cisions. Its theoretical foundation is the concept of integrated marketing communications, which ensures the
consistency of all consumer interaction channels. Within this stage, a communication strategy is formulated,
a content plan is developed, and the promotion channels and tools for audience engagement are identified.
Particular attention is paid to ensuring the unity of the enterprise’s visual and verbal identity. Effectiveness
is assessed through indicators such as audience reach, engagement level, and growth in brand awareness.

The fourth stage is the operational phase, during which the corporate image is formed in practice through
digital touchpoints with consumers. It corresponds to the level of forming evaluations and attitudes towards
the brand and involves the creation and dissemination of content, active interaction with the audience, review
management, and the optimisation of user experience. Ensuring consistency of communications across all
channels and responding promptly to feedback are of particular importance. The key indicators at this stage
include the conversion rate, average interaction duration, repeat purchase frequency, and the volume of us-
er-generated content.

The fifth stage completes the cycle and ensures continuity. It uses an iterative management approach, with
continuous measurement of results and strategy adjustment. In this stage, customer satisfaction, brand loyalty,
and the effectiveness of image-building actions are evaluated, along with an analysis of changes in corporate
image perception. These results guide managerial decisions in response to external changes.

Thus, the proposed sequence of stages is comprehensive, integrating the analytical, strategic, and opera-
tional components of corporate image management. Its application contributes to the formation of a coherent
corporate image, enhances consumer trust, and strengthens the enterprise’s competitive position in e-commerce.

The enterprise’s subsequent actions aim to strengthen its established corporate image. This is a continuous,
multifaceted, and strategically significant process. It focuses not only on maintaining a positive perception
but also on enhancing resilience, persuasiveness, and competitive value among key target audiences. Unlike
the initial formation of a corporate image, which involves creating the desired perception of the enterprise,
strengthening the image requires systematic efforts to consolidate positive associations, increase trust, reduce
reputational vulnerability, and ensure consistency between the projected image and the actual experience of
consumers, partners, employees, and stakeholders.

From a theoretical perspective, ways to strengthen corporate image should be seen as a combination of man-
agerial, marketing, communication, organisational, behavioural, and technological measures. These are aimed
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External directions for Internal directions for
strengthening corporate image strengthening corporate image
4 Product and service-related: ) 4 Customer-oriented: )

e product quality e UX/UI
e delivery speed e personalisation
\ service \ support
/' Communication-related: | @ Technological: h
e advertising e digital platforms
e SMM e automation
. ® content ) \® analytics y
( Reputational: ) 4 Social and ethical: A
® reviews e social responsibility
e ratings e transparency
\ online reputation ) \ ethics )
4 Branding-related: ) @ Organisational: A
e visual identity e internal communications, HR
e  positioning e corporate culture
g values \ employer image

Fig. 2. Structuring the directions for strengthening corporate image by external and internal dimensions
Source: compiled by the author based on [3-6; 13; 14; 20; 22-24]

at enhancing the enterprise’s positive perception, expanding trust, and reinforcing its competitive position in
both external and internal environments. The effectiveness of such measures relies on their comprehensive and
systemic application, not isolated efforts, and on their alignment with the enterprise’s strategic positioning.
Therefore, it is appropriate to consider the principal directions for strengthening corporate image (Figure 2).

The proposed logic of strengthening corporate image is based on the idea that corporate image is shaped not
only by external communications or internal resources. Instead, it emerges from the ongoing interaction between
how the enterprise presents itself externally and how its internal processes genuinely confirm that image.

Product and service-related direction of corporate image strengthening. A fundamental condition for strength-
ening corporate image is the provision of consistently high product or service quality. Even the most profes-
sionally organised communication measures cannot ensure the long-term maintenance of a positive corporate
image if the actual quality of the product, service, or customer experience falls short of consumer expectations.
It is quality that provides the rational foundation for trust in the enterprise and lays the groundwork for the
emergence of positive emotional associations.

In the context of corporate image strengthening, quality should be regarded not merely as a property of the
product, but as a broader category encompassing the reliability with which the brand’s promises are fulfilled,
the consistency of actual characteristics with those declared, the quality of service, the convenience of the pur-
chasing process, the speed of delivery, the effectiveness of after-sales support, and the enterprise’s willingness
to resolve problematic situations promptly. If consumers repeatedly have a positive experience interacting with
the enterprise, corporate image ceases to be merely an informational construct and becomes a stable conviction
reinforced by practice. Thus, one of the most important ways to strengthen corporate image is to confirm already
formed positive perceptions through a high-quality, real consumer experience. It is precisely this factor that
ensures the transition from a situational positive impression to enduring reputational value.

One of the key ways of strengthening corporate image is to ensure the consistency of all the enterprise’s
communications. Corporate image is weakened when different channels transmit contradictory signals or when
declared values are not supported by the brand’s actual messages and behaviour. By contrast, communication
consistency helps to consolidate clear associations, enhance recognisability, and make the corporate image more
stable in the minds of the audience. Such consistency should be maintained across several dimensions: sub-
stantive, stylistic, visual, and value-based. The substantive dimension requires the enterprise to communicate
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interconnected meanings across channels and to avoid radical changes in positioning without strategic justifi-
cation. Stylistic consistency implies a unified tone of communication aligned with the brand’s character. Visual
consistency concerns the stable use of colours, fonts, logos, graphic elements, and overall design aesthetics.
Value-based consistency means alignment between what the enterprise declares and how it acts in practice.
Accordingly, strengthening corporate image involves not simply increasing the volume of communication, but
building a coherent communication field in which all signals reinforce one another.

Under current conditions, the enterprise’s reputational space is shaped not only by the enterprise itself but
also by consumers, platforms, bloggers, aggregators, search engines, and recommendation algorithms. This
means that the enterprise must not merely disseminate positive information about itself, but must continuously
monitor and analyse the entire information environment in which the enterprise is mentioned.

Online reputation management encompasses several areas: monitoring mentions, analysing message senti-
ment, handling negative reviews, amplifying positive user-generated content, responding promptly to conflicts,
and maintaining an open dialogue with consumers. At the same time, it is essential that the enterprise’s
response to criticism should not be purely formal or defensive. On the contrary, constructive, courteous, and
professional engagement with negative feedback often contributes more to strengthening corporate image than
the complete absence of criticism, as it demonstrates responsibility, maturity, and a willingness to improve.
Strengthening corporate image through online reputation, therefore, involves a shift from passive observation
to active management of the reputational environment, in which every review, comment, or mention is treated
as a meaningful signal related to the corporate image.

An important means of strengthening corporate image is the development of branding and visual identity.
Visual elements significantly influence brand recognition, emotional perception, and the enterprise’s ability
to stand out from competitors. Strengthening corporate image through branding involves not only a logo or
corporate colours, but a coherent visual code that is recognisable, consistent, meaningful, and aligned with the
enterprise’s positioning. For instance, a company seeking to project an innovative and technologically advanced
corporate image should use a visual language that conveys dynamism, functionality, and digital aesthetics,
whereas a brand focused on reliability and stability may benefit from more restrained design solutions. Equally
important is the consistent application of visual identity across all points of contact, including the website,
mobile applications, social media, email campaigns, packaging, advertising materials, presentations, and cus-
tomer response templates. The more coherent this visual identity is, the more stable it becomes in the minds
of the target audience.

A significant means of strengthening corporate image is the adoption of a customer-oriented approach across
key business processes. The corporate image of a modern enterprise depends less on what it says about itself
and more on how it treats the customer in practice. Therefore, service quality, convenience of interaction,
accessibility of information, and readiness for dialogue are central to corporate image strengthening. This is
especially important in e-commerce, where even minor inconveniences or delays can quickly damage corporate
image, as consumers have many alternatives and easily compare experiences across brands.

For many enterprises, especially in e-commerce, an important way of strengthening corporate image is the
demonstration of innovativeness and technological maturity. Consumers often associate brand quality with
digital sophistication, convenience, speed of service, personalisation, and the overall modernity of interaction.
Corporate image can therefore be strengthened through improved website functionality, chatbots, personalised
recommendations, mobile solutions, omnichannel interaction, and automated order support. At the same time,
technology should not become an end in itself, but serve as a means of improving convenience, speed, and
service quality.

Implementation of social responsibility and ethical conduct is an effective way of strengthening corporate
image. Consumers evaluate enterprises not only by product quality, but also by their social stance, environmental
responsibility, ethical conduct, treatment of employees, and contribution to socially significant issues. Social
responsibility enhances corporate image when it is not merely declarative, but embedded in the enterprise’s
value system. It may be reflected in charitable initiatives, community support, environmental programmes,
honest communication, inclusiveness, and transparency. When integrated into communication policy, it rein-
forces the corporate image of the enterprise as a reliable and socially responsible market actor.

Development of corporate culture and internal image is an important means of strengthening corporate
image. Employees shape external perceptions of the enterprise, as they embody its values and often become
its first communicators. For this reason, internal image depends on a positive workplace climate, transparent
communication, strong corporate culture, professional development, fair motivation, and employees’ sense of
belonging to the enterprise’s mission. When staff share the company’s values and take pride in their affiliation,
this is reflected externally and strengthens corporate image. Under current conditions, the employer brand is
especially important, as an enterprise’s reputation as an employer is increasingly linked to its overall market
corporate image.
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The external and internal dimensions do not exist in isolation. They are in a constant cause-and-effect
relationship. The external dimensions shape consumer expectations, market perceptions, and the brand’s
informational context. The internal dimensions show the enterprise’s real ability to meet these expectations
and maintain its public corporate image. This systemic interaction creates a resilient, credible, and competitive
corporate image in the digital environment.

Conclusions and prospects for further research. The study has confirmed that corporate image in
e-commerce constitutes an important strategic factor in securing consumer trust, strengthening competitive
advantages, and maintaining the enterprise’s sustainable market position. It has been demonstrated that, un-
der conditions of digitalisation, corporate image is shaped not only by traditional marketing communications,
but also by a broader range of factors, including online reputation, digital customer experience, user-generated
content, brand visual identity, the technological convenience of the platform, and the specific features of inter-
action with consumers in the digital environment. The key components of corporate image have been identified,
and the sequence of stages of its formation has been substantiated and structured, based on the principles of
systemicity, integrity, adaptability, and continuity, and involving the consistent integration of analytical, stra-
tegic, and practical actions. It has been established that strengthening corporate image in e-commerce should
be carried out comprehensively by aligning its external and internal dimensions.

The practical value of the findings lies in their applicability to improve corporate image policy, enhance
consumer trust, and ensure more effective brand management in e-commerce.

Future research should focus on developing tools for the quantitative assessment of corporate image in e-com-
merce, as well as on identifying an indicator system to evaluate the effectiveness of image-building measures
in the digital environment. This would improve the methodological support for corporate image management
and enhance the validity of managerial decision-making in e-commerce.
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Koreapauxkora I0mia Mukosiaisaa
Karoudam eKoOHOMIYHUX HayK, QOueHm,
douenm rkagedpu mapremumnzy
XapriscvKull HQULOHAbHUT eKOHOMIYHUTL
yrigepcumem imeni Cemerna Kysneus
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TEOPETUYHI 3ACAAU ®OPMYBAHHS
IMIJDKY MIANPUEMCTBA Y COEPI
EJIEKTPOHHOI KOMEPLIT

AHoTauis. Bctyn. Y cTarTi gocnigxeHo TeopeTuyHi 3acagu gopmy-
BAHHS1 iMigXKy NignpuemcTBa y cepi enekTpoHHOI komepuii B yMoBax
ungpoBoi TpaHcopmadii ekoHomiku. O6fPYHTOBAHO, L0 B CY4ACHOMY
LmMpoBOMY cepegoBuLLi iMigx NignpEMCTBA HABYBAE CTPATE2IYHO20
3HAYeHHs, OCKI/IbKM BMIMBAE HA PiBeHb JOBIPY CIOXMBAYIB, KOHKYPEeH-
TOCMPOMOXKHICTb, MOBEGIHKOBI peakwii Lji1b0BOI ayguTOopii Ta CTIKICTb
PUHKOBMX NO3MLiN. AKL@HTOBAHO, WO Ha BIgMIHY Big TpaguLiiHO20
PUHKY, B e1eKTPOHHIN KomMepuii iMigy GopMyeETbCS Mig BNAMBOM Lmp-
LLI020 KO/Id YUHHWKIB, Cepeg KX 0CobaMBY pOJib BigieparoTb OHAANIH-
penyTawis, UMEPOBMIT KIIEHTCbKMIA GOCBIG, KOPUCTYBALIbKMI KOHTEHT,
BigayKu, peiTHau, Bi3yanbHA igeHTMYHICTb Ta an2opuTmMm unPpoBmx
naaropm. Y 38'93ky 3 LM BUHUKAE MOTPeba B OHOBNIEHHI HayKOBMX
nigxogis go pPo3yMiHHA Ta YNpaBAiHHA IMigxeM NignpuemcTsa 3 ypa-
XyBAHHSIM crieLmgikyn e-commerce.

MeTa. MeToto gocnigxeHHs € no2mbieHHs TeopeTUYHUX MoJ1o-
)KeHb 10go GOPMYBAHHS IMigXKy MignpUEMCTBA y cepi eneKTPOHHOI
KomepLii Ta 06 pyHTYBAHHS MOCAIGOBHOCTI eTaniB ¥i020 GoOpMyBAHHS
3 YPaxyBAHHSM Cy4dCHUX LIMPPOBUX yMOB, MOBEGIHKOBMX XAPAKTEPMC-
TMK CIOXMBAYIB, poni undposux naatdopm i HeobXigHoCTi iHTezpauii
MAPKeTUH20BMX, penyTauifiHMX, TeXHON02IYHMX | KOMYHIKALiHNX
IHCTPYMEHTIB Y Li/lICHY cucTemMy YnpasaiHHSA iMigxkem.

Marepiann i metogun. Matepianamu gocnigxxeHHs €: 1) HayKoBi
Mpavi BiTan3HsHMX i 3apybixHuX aBTopiB, O MPUCBAYeHi NpobreMatmi
iMigxKy nignpremcTBa, OpeHg-MeHegXMEHTY, LipPOBO20 MAPKETHHRY,
M0BegiHKOBOI eKOHOMIKM T YNPABAIHHIO OHIAVH-PEeNyTaLiel; 2) aHa-
NITUYHI Ta CTATUCTUYHI gKepend, Lo BigoOPaXXaioTb Cy4dcHi TeHgeHL il
PO3BUTKY eN1eKTPOHHOI KoMepLil, n@poBoi MOBegiHKM CrOXMBAYIB,
PO OHNQNH-BIGRYKIB, perTuH2IB i LMPpoByx NIaTdopm y popmyBaHHi
CIPUIAHATTS OpeHgy.

Y npoueci gocnigxxeHHs BAKOPUCTAHO TaKi HAyKOBIi MeTogu: Teo-
PeTnyHOR20 y3a2a/IbHeHHS Ta CUCTeMATM3ALii (/11 yTOYHEeHHS CYTHOCTI
kate2opii “iMigxK nignpuemMcTea’, y3azaabHeHHs! HaykoBMX Nigxogis go
11020 TPAKTYBAHHS TA CUCTeMATM3aLii Mogenesi popMyBaHHS iMIgxKy);
NOPIBHANILHOR0 AHANI3Y (G151 BUABIEHHSA BIGMIHHOCTEN MiX Tpagm-
UiiHuMu Ta UudpoBrMuM Nigxogamm go GopmyBaHHs iMigxy nignpu-
€EMCTBQA); CTPYKTYPHO-/102iYHO20 MOGENOBAHHS (G151 BUOKPEM/IEHHS
OCHOBHMX KOMIMOHEHTIB iMIgXKy NMigrnpUEMCTBA B €1eKTPOHHIN Komepuii
Ta CTPYKTYpYBAHHS MOCAIGOBHOCTI €Tarnis 1020 pOpMYBAHHS); AHANI3Y
i cuHTE3Y (9191 0OFPYHTYBAHHS B3AEMO3B'A3KY MiXK KOMYHIKALiiHUMMY,
penyTauinHumMm, TeXHOM0RIYHUMM TA MNOBEGiHKOBUMM YNHHUKAMMU
POpMYBAHHS iMigXKy); 102I4HO20 y3a2a/IbHEHHS (G151 POPMY/IHOBAHHS
BUCHOBKIB GOC/IgXKeHHS).

Pesynbtatun. Y pe3ynbtati gocaigskeHHs BCTAHOB/IEHO, WO iMIgX
nignpuemMcTBa y cgepi enekTpoHHOI komepLii € ckiagHoto 6azaTopiBHe-
BOIO CHCTEMOIO, SIKa POPMYETbCS B MPOLECi B3AEMOGIT KOMYHIKALiViHNX,
penyTauiiHnx, noBegiHKOBMX, TeXHOI02IYHMX TA eMOLIMHIX YNHHUKIB.
JloBegeHo, Lo LM@poBe cepeqoBuiLe 3MiHIOE TPAGULiiHI MeXaHI3Mu
popmMyBaHHS iMigKy, MOCKAIOI0YM POJb IHTEPAKTUBHOCTI, NEpPCOHAI-
3auii, WBMGKOCTI NOLWMPEHHS IHPOpMaLlii Ta BIANBY 30BHILLHIX Ling-
poBux naatPopm. CMCTeMaTU30BAHO eBOJIOLII0 HAYKOBUX MOgesieit
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(opMyBaHHS iMIgXKy MigNPUEMCTBA TA BU3HAYEHO, L0 B YMOBAX LMPPOBOI eKOHOMiKM HaMbIiNbLL PeleBAHTHO € iHTe2POBAHA
Moge/ib, IKa MOEgHYE MAPKEeTUH20BI, MOBEJIHKOBI Ta TeXHOM02i4Hi nigxogn. O6JpyHTOBAHO Ta CTPYKTYPOBAHO NOCAIGOBHICTb
eTanis GopMyBaHHS iMigxKy MignpMEMCTBA B eleKTPOHHIF KOMepLi, L0 OXOM/IIOE M'SITb B3AEMOMNOB'A3AHMX eTaniB: gid2HOCTUKY
MOTOYHOR0 IMIgIKY, BUSHAYEHHSI LiIbOBO20 iMigXKy Ta CTPATe2i4HO20 NO3ULiOHYBAHHS, pO3pobeHHs cTpaTezii popmyBaHHs
iMigiy, peanizauito iMigxxeBmx 3axX0giB, a TAKOX MOHITOPUHR, OLHKY ¥ KOpU2YBAHHSA pe3y/bTaTiB. TAKOX CTPYKTYPOBAHO OCHOBHI
Hanpamu 3MiLiHeHHs iMigxKy MigrnpueMCTBA 3a 30BHILLHIMM T BHYTPILHIMM CKIAGOBUMM.

[lepcnexkTusu. Y noganbLumx HayKoBUX goCaigyKeHHsIX goLiIbHO 30cepeguTi yBazy Ha po3pob/eHHi iHCTpyMeHTapito Kinb-
KiCHO20 OLiHIOBAHHS1 iMigXKy MignpueMCTBA y cdepi enekTPOHHOI KoMepLii, @ TAKOX HA BU3HAYEHHI CUCTeMM MOKA3HMKIB, 4O
garKTb 3M02Yy OUiHNTY ePEeKTUBHICTb iMigxeBux 3aX0giB y uppoBomy cepeqosuLi. Lie cripusiTime BJOCKOHAIHHIO METOgUYHO20
3abe3reyeHHs YpaBiHHs iMigxxem NIGNPUEMCTBA Ta MigBHLLEeHHIO 00]PYHTOBAHOCTI yNpaBaiHCbKMX pilleHb y cdepi e-commerce.

Knio4oBi cnoBa: imigx nignpuemcrsa, enekTpoHHA KomepLisi, UnPpoBa ekoHoMiKa, LindpoBuii MapkeTuHe, bpeHg, unPposi
KOMYHiKaLjii, ToBegiHKa CrnoxuBayis, Lungposi naathopmum.
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