CULTURE AND CONTEMPORANEITY

Journal homepage: https://contculture.com.ua/en
Article’s History: Received: 03.12.2023 Revised: 01.05.2024 Accepted: 27.05.2024

Vol. 26, No. 1, 2024

UDC 721.012 DOI: 10.63009/cac/1.2024.76

Alina Velyka®

Master

Kyiv National University of Culture and Arts
01601, 36 Yevhen Konovalets Str., Kyiv, Ukraine
https://orcid.org/0009-0004-8272-7007

Inna Birillo

PhD in Technical Sciences, Associate Professor
Kyiv National University of Culture and Arts
01601, 36 Yevhen Konovalets Str., Kyiv, Ukraine
https://orcid.org/0000-0002-2690-9621

Innovative features of corporate identity development

Abstract. In 2024, a clear and recognisable visual identity becomes a key factor for success for any brand. Traditional
approaches to developing a corporate style are no longer as effective as they once were, so there is a need for fresh
and innovative solutions. This research aims to elucidate the interrelationships between various elements of corporate
identity. The methodology encompasses generalisation, identification of common patterns based on acquired data, and
logical analysis of existing knowledge. The research methods employed include a comprehensive analysis of specific
works to isolate fundamentally similar operations. Furthermore, model the commonality of corporate style and its
components as an integrated system to identify the forms of new elements. This study involves an in-depth examination
of theoretical materials and a detailed analysis of case studies, focusing on key features that render the development
of corporate identity innovative. These include visual identity, flexibility, storytelling, authenticity, universal design,
personalisation, VR, AR, Al, and sustainability. Visual identity ensures brands are recognisable and memorable.
Flexibility allows brands to adjust their visual elements across various platforms, maintaining consistency. Storytelling
and authenticity build trust and loyalty by conveying a brand’s history and values. Universal design enhances reach by
being inclusive. Personalisation tailours identity to individual preferences, creating relevant experiences. VR and AR
offer immersive experiences, enhancing brand engagement. Al facilitates dynamic brand elements that evolve based on
real-time data. A sustainable approach aligns brands with consumer demand for eco-friendly practices. In summary,
the innovative development of corporate identity is characterised by a multifaceted approach that integrates visual
identity, adaptability, storytelling, inclusivity, personalisation, immersive technologies, Al, and sustainability. Each of
these elements contributes to a cohesive and compelling brand presence that resonates with contemporary consumers.
Implementing these innovative principles to carry out projects will help create a unique and dynamic corporate style
that stands out in the competitive market, emotionally influences the audience, and contributes to success
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INTRODUCTION

In 2024, where competition is constantly increasing and
consumers are becoming more discerning, a clear and
recognisable visual identity is a key factor for the success
of any brand. Traditional approaches to corporate iden-
tity development are no longer as effective as they once
were, necessitating fresh and innovative solutions. The
development of corporate identity is becoming a crucial
stage in building a successful business. Innovations in this
process can significantly enhance a company’s percep-
tion and make its brand more memorable and attractive
to customers.

S. Di Lauro ef al. (2020) examined the growing im-
portance of storytelling in developing a strong corporate
identity. The researchers argue that in 2024, consumers
will engage with brands on an emotional level, and com-
panies that are able to create compelling stories around
their values and goals will be able to strengthen relation-
ships with their target audiences. The authors’ analysis
shows that incorporating storytelling elements into visual
brand identity, messaging and marketing campaigns can
enhance brand memorability and foster emotional con-
nections with consumers.

X. Wang & L. Zhang (2021) investigated the increasing
influence of user-generated content (UGC) on corporate
identity. Scientists argue that social media platforms have
empowered consumers to become active participants in
shapingbrand perception. Companiesneed to considerhow
UGC like customer reviews, social media posts, and brand
mentions influence their corporate identity. Their findings
support the notion that a successful corporate identity de-
velopment strategy must be adaptable and responsive to
external factors. The authors suggest that companies can
leverage UGC to gain valuable insights into consumer pref-
erences and adapt their corporate identity accordingly.

The researcher J. Miiller-Brockmann (2021) highlights
that creating a unique corporate identity is a crucial factor
for brand success in the market. His research focuses on the
significance of structuring visual elements using modular
erids, which ensures harmonious and functional design.
The author’s emphasis on the importance of proper spacing
and keystroke to enhance text readability aligns with find-
ings that a well-structured and visually appealing corpo-
rate identity can significantly boost brand recognition and
customer loyalty. Research supports his conclusion that
continuous innovation in corporate identity is essential for
maintaining relevance and attracting consumer attention.

S. Heller & S. Chwast (2011) explore the influence of
surrealism on contemporary design, tracing its evolution
from the works of Salvador Dali to the application of arti-
ficial intelligence in design. They argue that surrealist el-
ements in contemporary graphics can create unique and
memorable corporate identities, which is supported by
research. Incorporating innovative and surreal design ele-
ments can attract the attention of the target audience and
increase brand recognition. The author’s analysis shows
how surrealism can promote personalisation in design,

supporting the conclusion that personalisation helps to
build closer and longer lasting relationships with custom-
ers, increasing customer loyalty and satisfaction.

The author R. Poulin (2020) provides practical rec-
ommendations for creating effective layouts in corporate
identity development. He covers various aspects of layout
design, including typography, colour schemes, and com-
position. The author’s emphasis on practical exercises
to master layout skills complements findings on the im-
portance of detailed planning and execution in corporate
identity development. His work highlights that a well-de-
signed layout not only improves aesthetics but also en-
hances communication effectiveness, which aligns with
conclusion that systematic and detailed planning in cor-
porate identity is crucial for market success.

V. Papanek’s (2020) book focuses on the social and en-
vironmental responsibility of designers. He advocates for
design that is not only aesthetically pleasing but also so-
cially useful and environmentally sustainable. The author’s
principles are directly relevant to research, which em-
phasises the role of ethics and sustainability in corporate
identity. Findings indicate that an ethical and sustainable
corporate identity increases trust in the brand and attracts
consumers who value corporate responsibility. V. Papa-
nek’s (2020) work underscores the importance of integrat-
ing ethical considerations into corporate identity to build a
positive brand image and foster consumer loyalty.

The official website of DaliWin (2022) discusses the ben-
efits of visual identification for business, emphasising that
a well-designed corporate identity helps create a unique
brand image that stands out in the market and increases
consumer awareness and trust. This aligns with findings
that innovative and personalised corporate identity ele-
ments enhance brand recognition and competitive advan-
tage. This source emphasis on the importance of a uni-
fied visual style supports conclusion that comprehensive
planning and a systematic approach to corporate identity
development are essential for achieving market success.

Developing a corporate identity in modern environ-
ment has become a challenging task for businesses. Rap-
idly changing consumer tastes and preferences, constant
technological development and the growing globalisation
of markets put constant pressure on companies trying to
stand out from the competition and attract consumer at-
tention. The main problem is that traditional approaches
to corporate identity development are no longer always
effective in 2020’s market. Changing consumer preferenc-
es and expectations require companies not only to analyse
their needs, but also to actively respond to them by de-
veloping innovative solutions and a creative approach to
branding. The globalisation of markets also creates new
challenges for companies in developing their corporate
identity. Companies need to consider their audience not
only locally but also internationally, ensuring that their
brand is universal and understandable to different cultural
and geographical consumer groups.
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Finally, the growing emphasis on social and environ-
mental responsibility requires companies to reflect these
values in their corporate identity. This means not only cre-
ating an aesthetically pleasing design, but also reflecting
the company’s social and environmental initiatives in its
brand. Developing an innovative corporate identity re-
quires companies to be flexible, creative and open to in-
novative approaches.

The purpose of the publication is to identify innovative
features of corporate identity development.

MATERIALS AND METHODS

The research conducted in this article is based on a com-
prehensive multi-level methodological approach, which
includes the presentation and research of scientific facts,
comparison of design creation and review processes,
modelling of different identity formation possibilities and
analysis of corporate identity formation systems. Each
of these research methods was chosen to provide a deep
understanding of the complex processes involved in the
development of innovative corporate identity, as well as
to identify the key factors that contribute to this process.
The research involved the presentation and examination
of academic evidence. This involved an in-depth analysis
of existing scholarly literature and publications highlight-
ing current trends and approaches to corporate identity
development. The scholarly evidence gathered at this stage
informed the subsequent stages of the research (Melewar
& Jenkins, 2002). Particular attention was given to ex-
ploring the key elements influencing corporate identity
innovativeness, such as visual identity, flexibility and ad-
aptability, storytelling and authenticity, universal design,
personalisation, use of virtual reality (VR) and augmented
reality (AR), artificial intelligence (AI) and sustainability
(Di Lauro et al., 2020).

The next step was to compare the design creation and
evaluation processes. For this purpose, acomparative anal-
ysis of different processes of creating and evaluating cor-
porate design in leading companies was conducted. This
enabled the identification of best practices and approaches
to corporate identity development. The comparison pro-
cess took into account various aspects including concep-
tualisation, design approval and review processes, and the
impact of these processes on the final outcome. Particu-
lar attention was paid to how different companies adapt
their visual elements to ensure consistency and coherence
across different platforms and contexts (Kapferer, 2012).

One of the key stages of the research was modelling
different possibilities of identity formation. To do this,
were used a modelling approach that allowed us to develop
and test different approaches to corporate identity crea-
tion. The modelling involved creating different options for
visual identity, flexibility, adaptability, storytelling and au-
thenticity, universal design, personalisation, and the use of
VR/AR and Al (Fombrun & Rindova, 1998). Each of these op-
tions was evaluated in terms of its effectiveness in achieving
its objectives as well as its impact on the target audience’s

perception of the brand. The modelling helped to identify
the most promising approaches to corporate identity de-
velopment, as well as the potential risks and challenges that
companies may face in implementing these approaches.

The fundamental and main research method was the
analysis of existing corporate identity systems. This method
reached its peak through the abstraction and concretisation
of the phenomena inherent in corporate identity. The anal-
ysis of the systems included a systematic review and syn-
thesis of information from various sources, which allowed
us to identify general trends and innovative approaches
(Miiller-Brockmann, 2021). Particular attention was paid
to the study of how different elements of corporate identi-
ty interact with each other to create a single and coherent
system. The analysis also included a study of the impact of
external factors, such as cultural, social and economic con-
ditions, on the processes of corporate identity formation.

Research has shown that visual identity is a key ele-
ment in ensuring brand recognition and memorability.
Flexibility and adaptability allow brands to easily adapt
their visual elements for use on different platforms and in
different contexts, which helps maintain consistency and
integrity (Aaker ef al., 2001). Personalisation has become
a significant trend, allowing brands to customise their
identity according to individual user preferences and be-
haviours, creating more engaging and relevant experienc-
es (Hamari el al., 2014). Using these research methods, it
was determined that, the introduction of VR and AR tech-
nologies has revolutionised the way brands interact with
consumers, offering immersive experiences that enhance
brand perception and engagement (Manovich, 2002). Ar-
tificial intelligence plays a key role in developing innova-
tive brand identities as Al tools and algorithms facilitate
the creation of dynamic and adaptive brand elements that
can change based on real-world data and user interactions
(Fombrun & Shanley, 1990).

In addition, a sustainable approach to corporate iden-
tity development emphasises the importance of environ-
mentally friendly practices, which ensures that brands are
in line with growing consumer demands for environmen-
tal responsibility. This includes the use of environmen-
tally friendly materials and technologies, as well as the
implementation of strategies that help reduce negative
environmental impact.

The use of a multi-level methodological approach al-
lowed us to comprehensively study the processes of cor-
porate identity development and identify the key factors
that contribute to its innovation. Presentation and re-
search of scientific facts, comparison of design creation
and review processes, modelling of different possibilities
of identity formation and analysis of corporate identity
formation systems provided a deep understanding of the
complex processes involved in the development of an in-
novative corporate identity. Thus, an innovative corporate
identity is the result of a comprehensive approach that in-
cludes the consideration of many factors and the use of
various research methods.
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RESULTS AND DISCUSSION
Corporate identity development is becoming a crucial
stage in building a successful business. Innovations in this
process can greatly improve the perception of a company
and make its brand more memorable and attractive to cus-
tomers. Flexibility and adaptability are key aspects in de-
veloping a corporate identity. It should be easily adaptable
to different media formats and platforms, including print
materials and social media. The use of animation and in-
teractive elements for digital platforms is also an important
step. Research and study of proportions, scale, rhythm,
statics and dynamics, symmetry and asymmetry, con-
trast, nuance, identity; colour harmonious combinations.

Corporate identity is a set of colour, graphic, verbal,
typographic and permanent elements that provide visual
and semantic unity of goods (services) and all information
coming from the company and its internal design. Tradi-
tional approaches to corporate identity based on stand-
ards and rules have their advantages, but in the rapidly
changing world of 2024, they can become a limitation for
brands. For example, the use of static logos and fixed col-
our schemes provides stability and brand recognition, but
also makes it difficult to adapt to rapid changes in the mar-
ketplace (Olins, 2017).

Visual identity is an important aspect of any brand, as
it is its face and the first element that consumers notice.
This system includes various elements that together create
a unique brand image and convey its identity. The main
components of visual identity are the brand name or logo,
which is the main visual symbol of the company, as well
as the colour palette and typography that complement and
reinforce the brand perception. In addition, the visual key
includes other visual elements, such as graphic elements,
templates, photo style, etc., that help create consistency
and unity across all visual brand communication. It is im-
portant that these elements are consistent and reflect the
brand’s uniqueness and identity, revealing its history, val-
ues, and character. This approach helps to stand out from
the competition and creates a strong association between
the brand and its audience.

In a world where technology and consumer trends
change at high speed, the need for constant flexibility be-
comes critical. Traditional methods can slow brands’ re-
sponse to new market conditions and demands, as they
do not provide mechanisms for rapid adaptation. This
can lead to a loss of competitive advantage and a loss of
connection with audiences. As noted by C. Fombrun &
V. Rindova (1998), developing innovative approaches to
corporate identity that promote greater flexibility and ad-
aptability becomes an important challenge for brands in
the 2024 business environment.

The lack of interactivity in traditional approaches to
corporate identity can be a serious limitation in audience
engagement. Modern consumers, becoming increasingly
demanding, expect active and engaging interactions with
brands. Innovative corporate identities can fulfil these
expectations by becoming interactive and engaging for

audiences. This means that brands need to create special
interaction formats that encourage consumer participa-
tion in the brand’s life. These formats can be very diverse,
including games, surveys, interactive applications, or even
open dialogues (Hamari et al., 2014). For example, creating
interactive websites with gamification elements can make
the process of getting to know a brand more exciting and
interesting for users. This approach helps to increase con-
sumer loyalty and engagement, as they actively interact
with the brand and feel part of its community. In particu-
lar, the authors S. Deterding et al. (2011) investigated the
historical origins of the term gamification and how this
phenomenon is related to game design in general

It is also important to note that interactivity allows
brands to better understand the needs and preferences
of their audience. With the help of surveys and feedback,
companies can collect valuable information that will help
them to constantly improve their product or service. Thus,
innovative approaches to corporate identity development
not only increase brand flexibility, but also ensure its clos-
er connection with the audience, which is a key success
factor in modern dynamic market environment.

Being tied to a human brand ambassador is a great ex-
ample of interaction for both small and large companies. It
can be a show host on a specific channel, a content creator
for a large company on social media, or even the head of
the company who actively communicates with the audi-
ence through online platforms. The person representing
the brand becomes the face of the company and a reflec-
tion of its values and approaches. If this personality shows
a smiling, positive, cheerful and intelligent nature, then all
these positive traits are automatically associated with the
brand. This approach not only increases brand awareness,
but also helps build trust and a deeper connection with the
audience. When consumers see that there is a real person
behind a brand with a strong personality and opinions,
they feel more like and willing to engage with it.

A good example of interactivity is the ability for con-
sumers to communicate with the brand, especially when it
comes to a large brand. For example, a chatbot with sup-
port managers that operates around the clock allows cus-
tomers to get fast and effective help at any time. Answers to
frequently asked questions can be presented in a “specific
comment-answer” format, which helps consumers find
the information they need quickly and easily. In addition,
infrequent public displays of loyalty to specific customers,
such as discounts, gifts, or personal positive comments,
create an emotional connection with the brand. This not
only increases loyalty, but also fosters a sense of attach-
ment to the company and positive brand perception. Such
interactivity and personalisation help create a deeper con-
nection between the brand and its consumers (Pharma-
ceutical encyclopaedia, 2024).

Creating a visual identity for a brand is a multifacet-
ed and delicate process that requires attention to detail
and careful planning. A unique visual identity becomes a
kind of face of the brand, which is perceived by consumers
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and defines its identity in the market. A well-built iden-
tity allows a brand to stand out among competitors and
create a unique image that attracts attention and leaves a
lasting impression on consumers. The first step in creating
a visual identity is to carefully study the goals and target
audience of the brand. It is necessary to understand what
ideas and values it seeks to convey and what emotions it
wants to evoke in its consumers. This information serves
as the basis for developing a design concept that reflects
the brand’s characteristics and appeals to its target audi-
ence. The next step is to select key elements of visual iden-
tity, such as a logo, colours, fonts, and graphic elements.
Each of these elements should fulfill its function and con-
tribute to the creation of a coherent brand image. The logo,
for example, should be easily recognisable and associated
with the brand, while colours and fonts should emphasise
its personality and style.

It is also important to ensure that visual elements are
used consistently across all media and in all brand com-
munication materials. This helps to maintain the unity and
clarity of the brand image and ensures its successful rec-
ognition among consumers. Innovation in creating a visual
identity lies in the ability to reproduce brand features
through modern technologies and a creative approach to
design. It allows brands to go beyond standard approaches
and create unique and engaging images that attract atten-
tion and leave a lasting impression on their consumers. In
global context, since the 20108, many huge corporations
have had their own virtual worlds where they provide in-
teractive experiences for users from all over the world:
demonstrations of new projects, previews and even con-
certs. The augmented reality system is also actively used
as a tool for unique displays and improving the existing
reality in the desired format. History and authenticity
play a key role in the development of innovative corporate
identity, as this approach allows brands to recreate their
unique story and highlight their authenticity. This ap-
proach creates a favorable environment for building trust
and loyalty among consumers.

Focusing on brand storytelling allows companies to
connect with their consumers by sharing their roots, val-
ues, and vision. Telling the brand story not only reflects
the journey the company has been on, but also helps

consumers better understand the company’s mission and
empathise with its goals. An in-depth understanding of
the brand story stimulates an emotional connection be-
tween the company and its customers, which helps build
long-term relationships.

Emphasising authenticity allows brands to establish
trust among consumers as they perceive the company as
honest, open, and reliable. The alignment between how a
brand presents itself and how consumers perceive it cre-
ates a compelling brand image. Authenticity is becoming a
key factor in building sustainable customer relationships,
as it is reflected in every aspect of a brand’s interaction
with its audience. Innovative brand identity, based on tell-
ing your own story and emphasising authenticity, allows
brands to stand out from the competition and attract the
attention of consumers who value openness and honesty
in their interactions with a company. Universal design is a
step forward in corporate identity, as it not only promotes
inclusivity, but also opens the door to a larger audience
(The power of storytelling..., 2024). This concept ensures
that the brand’s products and services are accessible and
convenient for everyone, regardless of their needs or lim-
itations. The innovation lies in the fact that designers not
only create aesthetically pleasing products, but also take
into account the needs of different user groups, including
people with disabilities. The principles of universal design
aim to ensure that a product or service is accessible and
understandable to all users, regardless of their age, gen-
der, level of physical or cognitive abilities. This means that
the design should be flexible and adaptive, providing dif-
ferent ways of interaction and perception for different us-
ers. The innovation in this approach lies in understanding
and implementing new technologies and design methods
that contribute to the creation of more inclusive products
and services. For example, the use of smart technologies
can help create products with interfaces that are easy to
use by people with different types of disabilities. Also,
innovations in materials and designs can make products
more ergonomic and user-friendly. Universal design is a
key component of innovative brand identity, as it allows
brands to create products and services that meet the needs
of different users while ensuring unity and consistency in
brand representation (Table 1).

Table 1. Main features of universal design

Feature Description

Universal design

brand representation

A key component of innovative brand identity that allows
brands to create products and services that meet the needs
of different users while ensuring unity and consistency in

Example

1. Accessibility and convenience for all users: Companies
can create products and services that are accessible to
people with disabilities, such as ramps, Braille signage, and
websites with screen readers

2. Expanded target audience: By considering the needs of a
wider range of users, brands can reach a larger market and
increase their customer base

3. Increased competitiveness: Companies that adopt
universal design principles can gain a competitive edge by
offering products and services that are more inclusive and

user-friendly

80



Velyka & Birillo

Feature Description

Innovative brand
identity
materials, and employee interactions

A unique and memorable brand identity that reflects the
company’s values and mission. It should be consistent
across all touchpoints, including packaging, marketing

Table 1. Continued
Example
1. Unity and consistency: The brand identity should be

visually and conceptually consistent across all platforms,
creating a cohesive brand experience for consumers

2. User-centered design: The brand identity should be
designed with the user in mind, ensuring that it is easy to
understand, navigate, and interact with

3. Emotional connection: The brand identity should evoke
positive emotions and create a sense of connection
with consumers

Benefits of
combining
universal design
and innovative

. . experience
brand identity p

A company that designs its website with universal
design principles in mind will make it easier for people
with disabilities to use, which will improve their overall

1. Improved user experience: Users are more likely to have
a positive experience with a brand that is both accessible
and appealing

2. Enhanced brand reputation: Brands that demonstrate a
commitment to accessibility and inclusivity are perceived
more favourably by consumers

3. Increased brand loyalty: Consumers are more likely to be
loyal to brands that they feel understand and value them

Source: developed by the authors

Personalisation is becoming not only an important but
also a necessary component of innovative corporate identi-
ty in the modern business environment of the 21 century.
This approach involves taking into account the individual
needs and wishes of each customer to create a unique expe-
rience that meets their unique expectations. Using person-
alisation gives companies the opportunity to interact with
customers on a more personal level, which helps to improve
their satisfaction with the service. This includes creating
customised offers, recommendations, and promotions that

meet the specific needs and interests of each customer. A
key aspect of personalisation is the use of data and analytics
to understand customer behavior and preferences. This al-
lows companies to create more effective and agile customer
acquisition and retention strategies that meet their indi-
vidual needs and expectations. Personalisation of customer
interaction not only increases business efficiency, but also
allows you to build strong and long-term relationships with
customers, which is becoming an important success factor
in 2020’s competitive environment (Table 2).

Table 2. Features for personalising customer interaction

Feature Description
Using data and analytics to
tailor products, services, and
interactions to individual
customer needs

Personalisation of Customer
Interaction

Benefit Example

* Companies can offer targeted
promotions and discounts.
* Personalised product
recommendations can lead to
increased sales

Increased Business Efficiency &
Strong Customer Relationships

Creating a brand identity
that focuses on personalised
customer interactions

Innovative Corporate Identity
with Personalisation

* Personalised greetings and
communications can make
customers feel valued.

* Loyalty programs with
personalised rewards can
incentivise repeat business

Capture Attention & Build Long-
Term Relationships

Source: developed by the authors

The use of the latest technologies, such as virtual real-
ity (VR) and augmented reality (AR), opens up many oppor-
tunities for brands to create immersive and memorable
experiences for users. These technologies are transform-
ing the way brands interact with their audiences, turning
ordinary interactions into immersive and emotionally
charged events. Virtual reality offers users the opportunity
to enter a virtual world where they can move freely and
interact with a brand’s products or services in a fully im-
mersive environment. For example, companies can create

virtual tours of their stores or showcase their products in
virtual spaces. This allows consumers to have a realistic and
immersive experience without leaving home. Augmented
reality really allows users to augment the real world with
digital objects or information, which opens up new oppor-
tunities for brand communication. For example, with AR,
users can use their smartphones to view virtual elements
such as 3D product models or interactive usage instruc-
tions. This creates an opportunity for brands to interact
with their audience in a new, engaging, and innovative way.
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On the other hand, augmented reality also allows us-
ers to supplement the real world with digital objects and
information. For example, using AR apps on smartphones
allows you to view virtual instructions or demonstrate
products in real time. Brands can create AR filters for so-
cial media, allowing users to try their products or interact
with brand characters virtually. This approach of using
the latest technologies, such as virtual and augmented
reality, opens up great opportunities for brands to cre-
ate memorable and immersive experiences for their au-
dience. This strategy not only makes brand engagement
more interesting and efficient, but also helps to create a
deep and memorable impression of a product or service
among consumers.

Augmented reality, which allows users to interact
with the real environment by supplementing it with dig-
ital objects and information, creates new opportunities
for creative marketing and audience engagement with the
brand. In particular, the use of AR technologies in mar-
keting campaigns allows creating interactive virtual ele-
ments that attract users’ attention and stimulate their ac-
tivity. In general, the use of the latest technologies, such
as virtual and augmented reality, expands the capabilities
of brands. This not only helps to increase user engage-
ment, but also allows you to attract their attention and
deepen their interaction with the brand. This approach is
becoming an effective tool for achieving marketing goals
and increasing brand competitiveness in the modern dig-
ital environment.

Artificial intelligence and machine learning turn cor-
porate identity into a personalised experience for users.
Developing a brand-specific Al script helps brands tailor
their communications and content to the unique needs
and interests of each user. With the help of algorithms
that analyse large amounts of data, brands can create in-
dividualised offers, recommendations, and content that
increases customer engagement and satisfaction. Artificial
intelligence also conducts additional analysis and summa-
rises the results and draws an accurate conclusion close to
human performance.

The visual hierarchy is not only an important but also
a necessary element of any corporate identity, as it deter-
mines the way users perceive and understand the brand.
This hierarchy determines which design elements attract
attention first, how they are positioned relative to others,
and how they interact with each other to form an over-
all impression. A clear visual hierarchy makes a corporate
identity more understandable, easy to perceive, and mem-
orable. When a user browses brand materials, such as a
website, advertisement, or product packaging, a visual hi-
erarchy helps them quickly navigate and focus on the most
important elements. For example, using a large headline,
contrasting colours, or highlighting keywords can draw
the consumer’s attention to the main brand message. A
well-built visual hierarchy also enhances the effectiveness
of brand communication. It helps convey key ideas and
messages with greater clarity and efficiency, making them

more understandable and accessible to consumers. This, in
turn, contributes to a positive impression of the brand and
strengthens its status in the minds of the target audience.

The main aspects of visual hierarchy include the
placement and size of elements, colour, font, contrast,
proportions, and other important visual characteristics. A
clear hierarchy allows you to separate important elements
from less important ones, managing users’ attention and
providing a logical structure to the information. For ex-
ample, using different font sizes or colours can emphasise
headlines and key messages, making them more visible
and eye-catching. Also, the proper use of space and the
arrangement of elements can improve the readability and
comprehension of content. A clear visual hierarchy helps
consumers navigate a page or brand materials faster, re-
ducing the time it takes to find the information they need.
It also helps to create a consistent and professional im-
pression of the brand, which can positively enhance its
perception and reputation among consumers.

An eco-friendly approach to corporate identity design
opens up new perspectives for brands seeking to improve
their environmental impact. Using eco-friendly materials
and reducing emissions is becoming not only a strategic
step to preserve natural resources, but also an important
element of sustainable development. This approach re-
flects the brand’s commitment to environmental issues
and responsibility to society and nature. It helps brands to
positively influence their audience by promoting aware-
ness of the importance of preserving the environment.
In addition, sustainability becomes a key component of
a brand’s identity, emphasising its values and principles.
This allows brands to build deeper and more meaningful
connections with consumers who care about the environ-
ment and value sustainability.

The use of eco-friendly materials in the process of
creating a corporate identity reflects the brand’s desire to
reduce its environmental footprint and contribute to the
conservation of natural resources. This may include the
use of renewable materials, recycled paper, biodegradable
polymers, etc. It is important not only to use such mate-
rials, but also to implement them properly in the design,
which allows maintaining the aesthetic level and quality of
the brand. Waste minimisation strategies in the corporate
identity process help to reduce the environmental impact of
production. This may include improved waste management,
the use of renewable energy sources, and the use of recycling
and reuse of materials. This approach helps brands reduce
their environmental footprint and contributes to building
a positive environmental image. Thus, an eco-friendly ap-
proach to corporate identity is not only a strategic deci-
sion for a brand, but also an important part of its corporate
identity. The practice of using environmentally balanced
materials and waste reduction strategies contributes to
the creation of a more sustainable and environmentally
responsible brand that has a positive impact on consum-
ers and society as a whole. In general, the use of eco-ma-
terials and waste minimisation strategies in corporate
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identity design allows brands to maintain their environ-
mental responsibility, reduce their ecological footprint,
and meet the requirements of sustainable development.

The results of the study are a valuable contribution
to understanding the current challenges faced by brands
in developing their corporate identity. It was found that
traditional approaches that were once effective no longer
meet the requirements of the modern market. Changes in
consumer preferences, the rapid pace of technological de-
velopment and the globalisation of the economy require

brands to adopt new, more flexible and innovative strat-
egies. Traditional methods are now expected to be able to
adapt to rapid changes in the environment and use new op-
portunities to communicate effectively with the audience.

Rsearch reveals the needs and priorities of brands
in the context of modern market dynamics, which allows
us to better understand their needs and aspirations. This
paves the way for the development of new strategies and
tools aimed at improving their brand identity and market

competitiveness (Table 3).

Table 3. Key innovative features in the development of corporate identity

Feature Description

The identity must work well
across various media (print, web,
mobile, social media).

Adaptability & Versatility

Benefit

Consistent brand experience
across all touchpoints.

Example

Alogo that can be easily resised
and retains its impact.

The identity evokes positive
emotions and associations in the
target audience.

Emotional Connection

Creates a stronger brand
connection with consumers.

Using warm colours to evoke
feelings of comfort and trust.

Incorporates interactive elements
like animation, 3D modeling, or
AR.

Interactivity

More engaging and dynamic
brand experience.

A website with interactive
product demos.

All elements (visual and non-
visual) are carefully considered
and harmonised.

Attention to Detail

Creates a professional and
polished brand image.

Consistent use of brand fonts
across all materials.

Reflects the company's
commitment to ethical practices
and environmental responsibility.

Ethics & Sustainability

Builds trust and loyalty with
socially conscious consumers.

Using recycled materials in
product packaging.

Tailors the identity to individual
customers using dynamic
elements or messages.

Personalisation

More relevant and engaging
brand experience for each
customer.

A website that personalises
product recommendations based
on browsing history.

Involves the target audience in
the development process through
surveys, focus groups, etc.

Collaboration with Audience

Identity that better resonates
with the target audience.

Conducting customer surveys to
understand brand perception.

The identity should evolve
alongside the company and its
audience.

Openness to Change

Maintains brand relevance and

Periodic updates to the logo or
brand voice to reflect company

adapts to market trends.

growth.

Source: developed by the authors

Implementing these innovative features into corpo-
rate identity opens up numerous opportunities for creat-
ing a deep and meaningful connection with target audi-
ence. Consequently, brand will not only attract attention
but also actively influence the emotional sphere of con-
sumers. Thanks to innovative approaches in corporate
identity, brand will become a symbol not only of style but
also of modernity and openness to innovations. Interac-
tive elements and the use of cutting-edge technologies will
create a unique brand interaction experience that will at-
tract audience’s attention and make their interaction with
the brand more enriching and memorable. Additionally,
considering environmental aspects in the development
of corporate identity will allow brand not only to express
its responsibility towards the environment but also to at-
tract the attention and support of consumers who value
eco-friendly solutions and sustainable development.

Overall, an innovative corporate identity opens wide
horizons for brand’s development and market positioning.
It will create a strong foundation for building relationships

with the audience and enable brand to become a true force
that influences society and contributes to achieving your
goals. Research results underscore the necessity for brands
to engage in constant innovative activities in corporate
identity development. This allows companies not only to
remain relevant in the market but also to positively influ-
ence the perception and attention of their target audience.

Introducing innovative elements in corporate identity
development such as adaptability, emotional connection,
interactivity, attention to detail, ethics, sustainability, per-
sonalisation, collaboration with the audience and open-
ness to change, opens up new opportunities for brands.
Scholars C. Fombrun & M. Shanley (1990) point out the fol-
lowing functions of corporate identity development such
as increasing awareness and loyalty, which means that an
effective corporate identity that is emotionally connected
to the target audience makes the brand more recognisa-
ble and memorable. This leads to increased brand loyalty
and strong customer relationships. J.M.T. Balmer (2001)
points out the connection between corporate identity and
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corporate brand and notes the differences between product
brands and corporate brands. S. Heller & S. Chwast (2011)
note that a unique and innovative corporate identity can
be a competitive advantage that sets a brand apart from
its competitors. Researchers S. Di Lauro et al. (2020) in-
dicate that social media has created a multitude of ways
for organisations to develop and communicate their cor-
porate and organisational identity. J.-N. Kapferer (2012)
points out such a function as increasing the emotional
engagement of the audience, which means that interac-
tive elements and emotional design in corporate identity
make the interaction with the brand more interesting and
exciting. This leads to increased emotional engagement
of the audience and the formation of positive attitudes
towards the brand. In her article, H. Stuart (1999) inves-
tigates the importance of various models for conceptual
thinking about corporate identity. Based on the existing
models, she suggested developing a clearer model of the
corporate identity management process.

J. Aaker et al. (2001) and J. Nielsen & H. Loranger (2006)
highlight brand trust building as a function: an ethical and
sustainable corporate identity demonstrates that the com-
pany fulfils its obligations to society and the environment
in a responsible manner. This increases trust in the brand
and makes it more attractive to consumers. The next func-
tion is to provide a personalised experience for customers:
the use of personalised elements in the corporate identity
allows you to create a more individual experience for each
customer. This makes brand interaction more enjoyable
and valuable for customers (Poulin, 2023).

Emphasising the importance of careful planning and
an integrated approach in the process of developing a
corporate identity, it is worth noting that this stage deter-
mines the company’s future success in the market. A clear
definition of goals, target audience and key brand char-
acteristics plays a crucial role in building a competitive
advantage. Authors V. Papanek (2020) and J. Miiller-Brock-
mann (2021) note that planning should be systematic and
detailed, covering all aspects - from visual identity to
communication strategy. The involvement of leading de-
sign, marketing and communication experts is essential
for successful corporate identity innovation, as T. Mele-
war & E. Jenkins (2002) and J.-N. Kapferer (2012) point out.
Their expertise helps to ensure that the plan is executed
flawlessly and that the style is unique and memorable to
the target audience. K.L. Keller (2009) notes that in order
for marketers to successfully manage brands, it is impor-
tant to use the customer-centric brand equity model. Em-
phasising the powerful impact of innovative elements on
business development, S. Fombrun & S. Shanley (1990) and
J.M.T. Balmer (2001) point out that they become a source
of competitive advantage and brand differentiation in the
market. Their implementation enables companies to at-
tract consumer attention, strengthen market position and
achieve greater success in modern business.

The discussion of the research results demonstrated
that developing a corporate identity in 2024 is not only a

significant element in forming a company’s image but also
a key factor for its market success. Traditional approaches
to this process no longer meet the needs of modern busi-
ness, as the environment continuously changes and re-
quires new strategies.

CONCLUSIONS

The development of corporate identity transcends mere-
ly shaping the external facade of a company; it is a fun-
damental aspect of the company’s overall identity and
its perception within the market. This multifaceted pro-
cess involves various innovative features that collective-
ly enhance the brand’s presence and resonance with its
audience. The primary innovative features of corporate
identity include visual identity, flexibility and adaptabil-
ity, history and authenticity, universal design, personal-
isation, virtual reality, augmented reality, artificial intel-
ligence, and eco-friendly approaches. Visual identity is a
cornerstone of corporate branding, ensuring that a com-
pany’s visual elements are distinct and easily recognisa-
ble. This includes logos, colour schemes, typography and
other graphic elements that create a cohesive and memo-
rable brand image. Flexibility and adaptability are crucial
in rapidly changing marketplace of the 21 century, allow-
ing brands to maintain consistency across platforms and
devices, and to be able to seamlessly adapt their identity to
different contexts and audiences.

The incorporation of history and authenticity into cor-
porate identity helps establish a deeper connection with
consumers. By embedding the company’s story and core
values into its brand elements, authenticity fosters trust
and loyalty among customers. Universal design principles
ensure that the corporate identity is inclusive, making the
brand accessible to a wide range of audiences, including
those with disabilities, thereby broadening its reach and
impact. Personalisation has become a significant trend in
corporate identity development, enabling brands to cus-
tomise their identity elements to meet individual consum-
er preferences and behaviors. This tailored approach en-
hances user engagement and creates a more personalised
brand experience. The integration of virtual reality (VR)
and augmented reality (AR) technologies has revolution-
ised the way brands interact with consumers, offering
immersive and interactive experiences that elevate brand
engagement and perception.

Artificial intelligence (Al) is increasingly playing a piv-
otal role in the development of corporate identity. Al-driv-
en tools and algorithms allow for the creation of dynamic
and responsive brand elements that can evolve based on
real-time data and user interactions, thereby ensuring the
brand remains relevant and engaging. An eco-friendly ap-
proach to corporate identity emphasises the importance
of sustainable practices, reflecting the growing consumer
demand for environmental responsibility and enhancing
the brand’s reputation as a socially conscious entity.

In conclusion, the development of corporate identity
is a complex and multi-dimensional process that involves
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a blend of innovative features. Each of these features -
visual identity, flexibility and adaptability, history and
authenticity, universal design, personalisation, virtu-
al reality, augmented reality, artificial intelligence, and
eco-friendly approaches - plays a critical role in shaping

The findings open up new perspectives for further re-
search in this area and opportunities for innovative solu-
tions aimed at supporting the development of brands in
the digital age.

a cohesive and compelling brand presence that resonates ACKNOWLEDGEMENTS
with modern consumers. The integration of these ele- None.
ments not only strengthens the brand’s market position
but also contributes to building a lasting and meaningful CONFLICT OF INTEREST
relationship with its audience. None.
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InnoBaiiiiii 0co0.mBocTi po3pooKu (PipMOBOI0 CTHIIO

AHOTAILIfI. V 2024 poli UiTKA Ta BIII3HABAHA Bi3yaIbHA ITCHTUYHICTD CTA€ KAYOBUM (DAKTOPOM YCIIXY OVIb-SIKOTO
operay. Tpaaguiiiiai maxoan 10 po3pooKu (GipMOBOTO CTIIIO BiKEC He Taki ¢(CKTUBHI, K paHille, TOMY BUHHIK.IA
nmorpeda y CBLKNX Ta iHHoBaIiinux pimennax. lle 1ocaipKenna Mae Ha MeTi 3°9CyBaTH B3a€MO3B I3KI MiZK Pi3HUIMI
eremenTamMu (ipMOBOr0 CTILIO. METOZOMOrS BKIIOUAE y3arajJbHEHHS, BUSBICHHS 3arajJbHUX 3aKOHOMIipPHOCTEH
Ha OCHOBI OTpUMAHUX JAHUX 1 JOTIYHMI aHa i3 HAABHUX 3HAaHb. BUKOPUCTAHi METOTU JOCIKCHHS BKJIOYAIOTD
KOMILIEKCHHMI aHaIi3 KOHKPETHUX POOIT I BUALICHHS IPUHIIMIIOBO CXOKHUX oIepaiii. KpiM Toro, MogeroBaTu
CILIBHICTD (DiPMOBOTO CTUJIIO Ta HOr0 CKIAZOBUX AK ILTICHOI CHCTEMU IS BUABICHHS (OPM HOBHUX CJICMCHTIB.
Ile gocraizkenng rmepegdadae MOTIMOICHE BUBYCHHA TEOPCTUYHUX MaTepiamiB i JeTarpbHUi aHam3 MPUK/IAIIB,
(hoKyCyI04YICh Ha KIIOYOBUX 0COOIMBOCTAX, IKi POOIATH PO3POOKY (DipMOBOTO CTILIIO iIHHOBAIIIHOIO. /IO HIX HAJIEKATD
BisyaJabHa iI€HTUYHICTh, THYYKICTb, CTOPITE/IHT, aBTEHTUYHICTD, YHIBEPCAIbHUN U3alil, mepconatisamis, VR, AR,
Al Ta cTa/mmil po3BUTOK. BisyaabHa inenTununicTs 3a6e31edye BIi3HABAHICTh 1 3aaM’ ITOBYBaHHs OpeH/iB. [HyuKicTh
J03BOJISIE OpEHaM HAJAlITOBYBATH CBOI BisyalbHI eIeMeHTH Ha pisHUX IL1aTdopMax, 30epirarodn MmocTiJoBHICTD.
CTOpiTeTHI i aBTEHTUYHICTH CTBOPIOIOTH JOBIPY Ta JOSIBHICTH, TEPEIAl0Yd iCTOpil0 Ta IIHHOCTI OpeHjy.
VHiBepCAIbHUI JU3aliH PO3IIUPIOE OXOILICHHS 3aBISKKM IHKIO3UBHOCTI. I[lepcoHarisaiiss agamnTye ocoOUCTICTh
710 iHAUBiTyaabHNX YIIog00aHb, CTBOPIOIOUN BiamoBignmii mocsig. VR i AR NMpOMOHYIOTH 3aXOILTIOIOUMIT JTOCBif,
MIBUIYIOUN B3a€MOJIiI0 3 OpenoM. Al cripusie JUHAMIYHUM eJleMeHTaM OpeH Iy, SIKi pO3BUBAIOTHCS HA OCHOBI JJAHUX
v peaabHoMy vaci. Craanii miaxij y3romKye 6penan 3 TOMUTOM CIIO;KUBAYIB HA €KOIOriUHI MeToau. TakuM 4iHOM,
IHHOBALIMHII PO3BUTOK (DiPMOBOI'O CTILIIO XaPAKTEPU3YETHCA OAraTOrPaHHUM INIXOI0M, SIKUN 00’€/IHYy€ BisyaabHy
IIEHTUYHICTD, aJalTUBHICTD, CTOPITETIHT, IHKIIO3UBHICTDL, IMEPCOHATI3AINI0, iMEPCHUBHI TEXHOJOrII, IITYYHIIT
IHTEIEKT Ta CTIlKicTD. KOKeH i3 X eIeMEeHTIB CIIpuge CTBOPEHHIO L IiCHOT Ta MePEKOMINBOI TPUCYTHOCTI OpeHy,
KA PE3OHYE 3 CYYACHUMU CIIO;KUBAYaMU. BIIPOBAJKEHHS UX IHHOBALIMHUX IPUHIUINB V PeaIisaliio IIPOEKTIB
JTOIIOMOZKE CTBOPUTHU YHIKAIbHUI Ta AUHAMIYHUN (DIPMOBHII CTILIb, SKIUI BUALISETHCS HA KOHKYPEHTHOMY PUHKY,
€MOIIiITHO BILIUBAE HA ayIUTOPIIO Ta CIIPUSIE YCIIIXY
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