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AHOTANIA

Isanoscoka C.B. «Po3pobxa mapkemunzo8ux 3axo0ié 3 ¢hopmy8aHHs NOZUMUBHO2O IMIOHCY
Qipmuy

s xBamidikamiiina poboTa mNpUCBIYEHA PO3POOII MAPKETUHTOBUX 3aXOMIB 3 METOIO
dbopMyBaHHS TMO3UTHBHOTO IMII)KY aMepuKaHChbKoi TexHojoriunoi kommanii APPLE INC.
JlocmiKeHHS 30CepeKY€EThCSI Ha BXKIIUBOCTI IMIZKY SIK CTPATETidHOTO pecypey Ul MiIPUEMCTB Ta
BU3HA4Ya€ OCHOBHI acCIleKTH, SIKi BIUIMBAIOTh HAa (HOpMyBaHHS IMIDKY. Y poOOTI MPOBEACHO aHaii3
PI3HOMAHITHHX TEOpid Ta MIiAXOMIB A0 IMIIKY (ipMH, BKIOYaOYM OpEHIIHT, KOPIOpPAaTUBHY
COIliaJIbHY BIAMOBIMANBHICTh, CIPUHHATTS CIOXKHBAa4YiB Ta BIUIUB COINIAJIbHUX MeEpek. Takoxk
PO3TIISIHYTI YWHHHKH, SIKI MOXYTh HETaTHBHO BIUIMBATH Ha IMIDK (ipMH, Taki sIK KPHU30Bi CHTYyauii,
norane o0CIIyrOBYBaHHS KITIEHTIB Ta HEIOCTOBIPHA peKiIama.

KutouoBi cjioBa: MapkeTHHIOBI 3ax01d, (POpMyBaHHS, MO3UTHUBHUM IMIIK, dipma, OpEeHIIHT,

KOPIIOPaTHBHA COIliaJIbHA BiIIOBIIAIBHICTD, CIIOKUBAY1, COIIaTbHI MEPEXi, KOMYHIKAIIisl, peKIaMa.
SUMMARY

Ivanovska S.V. "Development of marketing measures to create a positive image of the
company"

This qualifying work is devoted to the development of marketing measures aimed at forming a
positive image of the American technology company APPLE INC. The study focuses on the
importance of image as a strategic resource for enterprises and identifies the main aspects that
influence image formation. The paper analyzes various theories and approaches to corporate image,
including branding, corporate social responsibility, consumer perception, and the influence of social
networks. Factors that can negatively affect the company's image, such as crisis situations, poor
customer service, and unreliable advertising, are also considered.

Keywords: marketing activities, formation, positive image, firm, branding, corporate social

responsibility, consumers, social networks, communication, advertising.
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