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THE FORMATION OF COMPANY’S IMAGE IN CONSIDERATION
OF CORPORATE SOCIAL RESPONSIBILITY

Today, when the image plays an increasingly important role in
the sustainable development of the enterprise, there is a need to find
new forms of organizing it. That’s why the concept of corporate social
responsibility (CSR) acquires special interest, because it can provide an
advantage among competitors, stimulate the confidence of consumers
and investors, and strengthen the social and psychological climate in the
team.

The success of forming enterprise’s positive image depends
to a certain extent on the external and internal socially responsible
programs that it implements, which, in turn, influencing the external
and internal image, form a positive representation of the stakeholders
on the competitiveness, transparency, reliability and responsibility of the
company’s activities.

Modern enterprises have to work in conditions of tough competition.
In the world of so advanced technologies the high quality of products for
consumers has become the norm. Today, companies have to look for new
ways to attract and retain customers. One of the ways out of the current
situation on the market is the formation of the company’s image. The
reputation of the company depends on many factors, the key place among
which is corporate social responsibility.

For the formation of the enterprise’s positive image the following
measures are recommended:

* monitor the expectations and needs of target audiences;

» timely and voluntarily respond to social problems of society;

* use a socially responsible policy towards partners;

* use the latest technology;
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» expand the range of products and range of services;

* improve the quality of management;

* improve the efficiency and effectiveness of workers and improve
the welfare of the population through the introduction of corporate social
responsibility programs;

e communicate information about the activities and the current
state of the enterprise to target audiences by all communication channels
(for example, an effective social disclosure method for the company's
corporate social activity is annual social reporting);

* improve the external and internal relations of the enterprise with
target audiences.

In addition, management theory suggests that CSR positively
affects the effectiveness of human relations management. According to
the Cochran study, the management of the company, which has good
relations with the staff, can reduce staff turnover rates and increase
motivation. It is important that this positive aspect of the company's
CSR can create additional competitive advantages in attracting the best
specialists.

A. B. 3aBepTanmii
acn.
HAYKOBULL KePIGHUK: K.e.H., 0oy. A. B. AnOpetiuenko

CYYACHI ACIIEKTU ®OPMYBAHHA KOHKYPEHTHHUX
CTPATETIH MIANIPUEMCTB XJIIBONEKAPCHKOI TAJTY 31

CydacHwmii eTan po3BUTKY CKOHOMIKH YKpalHH XapaKTCpU3y€EThCS
MOETHAHHSAM CKJIAJIHUX 1 CyNepedsIMBUX MPOIIeCciB riodaizaiii O0i3He-
cy, 0OMEKEHOCTI pecypciB, MPUCKOPEHHS TEXHOJIOTTYHUX HOBOBBE/ICHD,
BHACJIITOK YOTO Bi/[3HAYA€THCS TOCHIJICHHS KOHKYPCHIII1. YCKIIa THIITHCS
po0JIeMU BUPOOHHUIITBA 1 PO3IIOJIIITY, IO HAX JIOJATHCS aHAJ3 MOMKITH-
BOCTEH TEXHOJIOTTYHUX MPOPHBIB, CTPYKTYPHUX 3MiH CKOHOMIKH 1 pUH-
Ky. Bee 11e mpu3Berno 10 migBUICHHS POJTi BUPIIICHHS CTPATETIUHUX 3a-
BIAHB, IO MTOCTAIOTH MEPE MiAIMPHEMCTBAM.

[aTerparniitai mponecu YKpaiHU B €BPOMEHCHKE 1 CBITOBE CKOHO-
MIYHE CIIBTOBAPUCTBO aKTHUBI3yBaJHM MUTAHHS KOHKYPEHTOCIIPOMOXK-
HOCTI HaIliOHAJIBHOI MPOJYKIIii, a BIAMOBIHO, i XJTI00MEKapChKUX Ti-
nprueMcTB. CaMe KOHKYPCHTOCTIPOMOXKHICTB SIK CKOHOMIYHA KaTEropist
CHHTE3y€e y co0i SKiCTh MPOAYKINii Ta MiHY, TOBAPHY MONITHKY, MapKe-
THHT, €KOHOMIYHUH TOTEHIia] XJIIOOMEeKapChKOro IiANMPUEMCTBA Ta
piBeHb Horo BHpoOHHUITBA. [liT KOHKYPEHTOCIPOMOXKHICTIO MiANpPH-
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