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Abstract  

One of the important aspects of the general perception and evaluation of a tourist enterprise is the impression it produces, that is, its 
corporate style (image).  
Corporate style (CS) is a set of color, graphical, verbal, typographical, design constant elements that ensure visual and meaningful unity 
of goods (services), all information, outgoing from the firm, its internal and external design.  
The process of image formation is always a goal-oriented process. In order for the process of image formation to be successful and effective, 
it is necessary; need effective management of it. All activities aimed at the formation of the company's image must be qualitatively and 
quantitatively determined. 
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1 General  

A positive image of the tourist company is created by the 
main activity of the enterprise and advertising and 
information work. Only a positive image increases the 
company's competitiveness, attracts consumers and partners, 
accelerates sales. The main rule of the company's "positive 
image": the firm should strive to ensure that its image in the 
minds of consumers matches as much as possible the image 
designed by the firm's specialists. The image of the company 
appears in the minds of consumers under the influence of 
various contacts with the firm: as a direct communication 
with employees, and acquaintance with advertising products 
or visiting exhibitions, presentations [1]. 

Another way to create public recognition is the use of 
well-known brands. Formulating adherence to the brand 
(creating a permanent clientele) is also a job to maintain a 
firm and sustainable image of the company. 

Branding is the technology of creation and promotion of 
branded tourism services, the activity on the formation of 
long-term preferences for the tourist service, based on the 
increased impact on the selected segment of consumers of 
the trademark, trademark, advertising argumentation, 
materials and promotion activities, design and organization 
of places of sale of services, as well as other elements and 
shares in the field of advertising activities, united by a 
certain idea that distinguishes the services of the 
organization among rival Comrade, image it emphasizes the 
position and uniqueness. Thanks to branding, production 
becomes the embodiment of brand [2]. 

The main task of branding of a tourist organization is the 
formation and further development of positive, positive 
associations associated with its brand [3]. 

Creating your own brand is a complex process that 
requires a lot of time and effort, as well as huge financial 

investments, therefore in the tourism industry, where 
relatively small companies predominate, tourist 
organizations often use existing well-known brands to 
promote services on the market. 

At the first stage of forming a corporate style, it is 
expedient to differentiate the main thing, create a certain 
image, on the second - to develop its new components, to 
produce certain media. When implementing the second stage, 
it is advisable to use the services of an advertising agency [4]. 

The central element of the firm's style of a tourist 
enterprise is a trademark. The trademark or service mark, 
like the hieroglyph of the ancient Egyptians or the symbolic 
symbol of the Sumerians, must carry not only a sufficient 
amount of information about the firm, but also contain 
laconic, encrypted in the characters message about the 
profile of the tourist enterprise, reflect its individual image. 

The basic rule of "positive image of the firm": the firm 
should strive to ensure that its image in the minds of 
consumers as much as possible correspond to the image 
designed by the firm's specialists 

The image of the company appears in the minds of 
consumers under the influence of various contacts with the 
firm: as a direct communication with employees, and 
acquaintance with advertising products or visiting 
exhibitions, presentations [5]. 

2 Conclusions 

Thus, working with the image is a fairly painstaking and 
delicate work affecting many levels, processes and people 
in the organization, but in conditions of competition, this 
cannot be avoided. Only a positive image increases the 
company's competitiveness, attracts consumers and partners, 
accelerates sales. The image of the travel agency is mainly 
formed through public relations and advertising campaign.  
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