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The formation of the image of a law firm or an individual lawyer has historically been the
basis of the microeconomic strategy of the subject of the legal services market, because a
positive image is the main and sometimes the only reason for choosing such a firm by a
consumer. That is why the goal of this article is to develop an process that will allow you
to manage your own image and gain additional advantages in the legal services market.
At the same time, the derivation of such an process is possible by applying the methodology
of comparison, synthesis and modeling, carried out on the basis of the achievements of
existing scientific research and practical activities of law firms, as well as Vlanso’s many
years of practical experience. That is why the systematization of the experience of domestic
and foreign scientific achievements in this field, as well as the derivation of the author’s
image formation process, will allow interested law firms and individual self-employed
lawyers to implement the methods highlighted in the study, improving their positions in
the fight for the legal services market. And therefore, the researcher paid special attention
to deriving such an algorithm for legal services market subjects, which will allow building
a more successful microeconomic strategy, which will allow law firms and self-employed
lawyers to act in a modernized economy not chaotically, but in accordance with a clearly
defined strategy of forming their own positive image. At the same time, before this,
scientists paid attention only to the general principles of image formation, inconsistently
listing possible options for the actions of economic subjects. And therefore, the scientific
novelty of the research will consist in the structuring of the stages of image formation in
the process, the modeling of its stages proposed by the author, as well as the introduction
of own stages not previously proposed by scientists. And the implementation of the
mechanisms of the process in the practical activities of law firms, as well as the
improvement of positions in the market of legal services, will have practical research
value for those who want to occupy better positions in the market of legal services.
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Introduction

Service is a complex and specific object of
economic relations. When making a decision to
purchase a service, especially a legal one, the consumer,
as a rule, cannot objectively assess its quality and
obtain a guarantee of obtaining the expected result.
Because the result that the consumer expects from
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legal services often depends on many variables: the
decision of one or another judge who is not the service
provider; activity of opponents; skills of the service
provider and even the case. At the same time, the
subject of the legal services market achieves the goals
set by the consumer with the help of various methods
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and his inherent professional skills: conscientiousness;
the time allocated for the provision of this or that
service; available experience; responsibility; oratorical
art; the ability to build a strategy; persuasiveness;
persistence and others.

The mentioned methods of achieving the goals
set by the consumer do not provide an opportunity
to demonstrate them to the buyer of legal services
instantly, for example, at the time of selling the
service. Because such methods and skills cannot be
measured or calculated, for example, as it can be
done when buying any product: a telephone or a
vehicle. Therefore, in order to achieve competitive
advantages in the sale of legal services, there is a
need for a different method of promoting services
and building a different strategy of microeconomic
activity.

Such another method is the formation of the
image of the subject of the legal services market. Image
in today’s digitized world has now become almost the
only indicator and criterion by which a consumer
can choose a service provider. So, if five or ten years
ago, a consumer’s search for a legal services provider
(lawyer or attorney) was reduced to gathering
information about such a subject of the legal services
market among acquaintances and relatives who had
one or another experience of interaction with him,
currently consumers have the opportunity to collect
such information and feedback from thousands of
unfamiliar consumers using the Internet. At the same
time, such information will be distributed regardless
of the subject of the legal services market and may or
may not be true. Ignoring the issue of forming a
positive image of a legal services provider with the
construction of a clear microeconomic strategy will,
with the passage of time, lead to the loss of positions
in the market or the closing of the legal business
forever.

And therefore, the practical importance of the
issue of image formation of the subject of the legal
services market is obvious, which is closely related to
the need to develop theoretical foundations of such
formation that are proven in practice. After all, today,
practical achievements of law firms or lawyers in the
issue of promoting legal services and fighting for the
consumer are often ahead of theoretical research.
However, only clearly structured scientific results
embodied in one or another scientific form, such as a
dissertation, monograph, or scientific article, make it
possible to obtain not a random result, but a clearly
defined gain, which is achieved due to the
implementation of one or another plan or the
implementation of one or another microeconomic
strategy.

Analysis and research of publications

Many foreign and domestic scientists deal with
the issue of image formation and its implementation
in microeconomic strategy. For example, Ryabova
T.A., Voedylo N.Yu., Chupyr O.M., Zos-Kior M.V.,
Taran-Lala O.M., Andrusenko M.M.,
Shishpanova N.O., Shimko O.V. paid attention in
their research to the relevance of image work and the
need to define a clear strategy and image management.
Trushevych G. B., Sazonova S.V., Kushyk B.S.,
Kovalchuka K. V., Podorozhnaya M. R. Braevska A. 1.,
Braevsky S. AND. Burdyak O.M., Pomazan L.M.,
Gavrilyuk L.I. focused attention in their research on
the stages of image strategy formation, while
Mariutt F.G., Giraldi M.E., Truba N, Khrapatyi S.
Harashchuk K., Shvets D., Proskurnia A. focused on
the cause-and-effect relationship between the image
and the reaction of consumers of such an image.

The purpose of the article

The purpose of the article is to derive the author’s
concept of image, as well as specific steps that will
allow the subjects of the legal services market to
effectively form an image in the digital economy and
to effectively implement the highlighted gains in the
microeconomic strategies of the subject of the legal
services market.

Presentation of the main material

As in any complex process, in the process of
forming an image strategy in the modern digital world,
the subject of the legal services market cannot be
avoided. An image cannot be built randomly. At the
same time, a properly constructed strategy will allow
you to take an active part in the allocation of resources
in the market of legal services. That is why there is a
need to formulate the concept of image and build a
formula according to which legal services market
subjects will be able to build their microeconomic
strategy. In this context, it is first necessary to formulate
the concept of image, and then build the stages of its
formation taking into account modern digital
technologies. At the same time, such a strategy must
take into account the modern trends of mass
digitalization, since even a well-constructed image
strategy may remain invisible if it is distributed to a
place where the attention of a potential consumer is
no longer there.

Yes, according to Ryabov T.A. and
Voedylo N.Yu., in order to successfully form and
maintain a positive image of the enterprise, it is
necessary to pay attention to all the little things,
carefully analyzing every step and considering every
decision. Forming the image of a company is an art
that requires long and time-consuming work. It is
important to strive to ensure that the desired image
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corresponds to the real one, that the created image
meets the requirements of society and demonstrates
the individuality of the company. With the help of
image management, it is possible to influence the
emotions of consumers, which is the main value in
the conditions of the modern market [1].

According to Chupyr O.M., the image of the
enterprise is a factor of trust in the enterprise, its
goods or services, which is purposefully created and
entered into the consciousness or subconsciousness of
the target audience in order to form a positive image,
and is also an effective tool for internal strategic
management of the enterprise in conditions of fierce
competition to ensure its interests [2, p. 153].

Zos-Kior M.V,, Taran-Lala O.M., Andrusenko M.M.
convinced that the main function of the image is the
formation of a positive attitude towards anything. It
also builds trust, followed by high ratings and confident
choices. It contributes to increasing prestige and, as a
consequence, authority and influence. When carrying
out image management, it is necessary to have a clear
idea of the peculiarities of the psychological and social
processes of organizational image formation and the
most important directions of its formation: the
formation of the “internal image” of the enterprise,
which includes the culture of the enterprise itself and
the socio-psychological climate of the team; forming
a social image is a social activity of the enterprise;
formation of «business image» (business reputation
and indicators of business activity); product image
formation [3, p. 22].

Shishpanova N.O. notes that the reputation and
image of the business entity are taken into account by
all categories of consumers. In conditions of total
mistrust of most publicly available sources of
information resources, the consumer can form an
impression about reputation and image only on the
basis of his own judgments and conclusions [4, p. 256].

Shimko O.V. generally believes that when
providing a trade service, sellers should assess the
buyer as a person with certain needs (material, cultural,
spiritual) and traits. Competence, politeness,
professionalism of the staff, the ability to reveal the
opinion of buyers regarding models, styles, prices,
and other product characteristics, to effectively «work»
with the doubts and objections of buyers, the ability
to draw the attention of buyers to the characteristic
features of individual products, their ergonomic and
aesthetic properties - are the main for the reasons
why buyers prefer one trading company to another
[5, p. 444].

And indeed, with the help of image management,
you can influence emotions and, accordingly,

consumer behavior. A business entity needs to
constantly work on its image. The image should not
be formed by itself, due to random views and actions
of the management of such an entity. Each subject of
the legal services market needs a clear image formation
strategy that will allow influencing the behavior of
consumers. Because otherwise it will be difficult, and
in today’s digitized world, it will be impossible to
stand out among competitors.

So, for example, traditionally in society, it is
believed that a lawyer is a person who wears an
expensive suit and who should not show his emotions,
keeping a distance from society, maintaining the image
of a member of a closed club. At the same time, in
complex services such as legal services, the client
cannot evaluate the quality of the service provider,
because the consumer, as a rule, understands almost
nothing of what the lawyer conveys to the consumer.
And that is why most clients choose a lawyer solely
based on internal conviction, taking into account
verbal and non-verbal cues. That is why displaying
the image of a member of a closed club can negatively
affect the choice of a consumer who seeks to learn
more about a future service provider. The situation is
the same with other broadcasters - psychologists,
marketers, social media and others. Therefore, the
image or image that the society of «member of a
closed club» requires of a lawyer does not provide an
opportunity to send appropriate signals to the client,
«pushing» him to choose a service provider. That is
why there is a need to go beyond society’s requirements
for this or that profession, creating an image that will
appeal to a certain category of clients, which will help
distribute the resources of the legal services market in
favor of this or that economic entity.

At the same time, currently modern technologies
allow influencing public opinion and, as a result, the
image of the subject of the legal services market in
the shortest possible time. And all thanks to the speed
of information dissemination in the modern world.
So, for example, Elon Musk creates both a negative
and a positive relationship to the image of the products
to which he is related, using as a tool short messages
on the Internet, first of all in his blog X (former
Twitter). Thus, forcing the shares of the companies
controlled by him to fluctuate by billions of dollars
with such messages and thus influencing the volume
of sales of the products of his productions. And this,
in turn, imposes additional responsibility on the subject
of economic activity in the developed strategies of
image formation. After all, an incorrectly chosen
strategy can at the same time destroy all efforts to
create a positive image, which, as a rule, have been
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built for years.

In favor of the need to form an image promotion
strategy, the fact that before receiving the service it is
impossible to objectively evaluate it for the consumer.
The service has no material expression and cannot be
evaluated using the main sense organs: sight, smell,
touch. Some results of service provision are difficult
to evaluate even after receiving them. And therefore,
the decision to choose a service provider is made on
the basis of the consumer’s relationship with him,
which is formed either on the basis of the experience
of other people whom the future consumer trusts, or
on the basis of the image of the provider, which
accidentally or purposefully forms the subject of the
economy through the means of communication with
the consumer. And this, in turn, puts the role of the
image, especially at the initial stages of economic
activity or at the stage of entry of the economic entity
into new markets, in the first place.

Thus, there is an opinion that the impression of
the service provider is formed on the basis of one’s
own judgments. However, an important aspect of the
formation of such judgments is the attitude of others
to the service provider, which influences the opinion
of the consumer. First of all, those who already had
experience in receiving this or that service. Or those
who may have had no experience but expressed an
opinion about the desire to purchase the service.

For example, consumer behavior is often
influenced by the opinions of prominent figures or
bloggers. And this opens the way for the service
provider to form an image strategy, as an element of
the struggle for the distribution of markets. Elements
of such a strategy can be the fight for positive feedback
and the reduction of negative feedback from services.
And also, the planning of advertising companies with
the involvement of bloggers or famous people in order
to provide positive reviews and thus form a positive
image of the service provider and a positive image of
the service itself. Which is a good strategy for image
formation and microeconomic activity.

The choice of a product or service often depends
not on the rules of formal logic or thanks to the
analysis of the advantages of this or that product offered
by this or that subject of economic activity, but on
receiving positive emotions in the process of consuming
a service or buying a product. Thus, when buying a
service or product, the buyer becomes more confident
in his choice if he receives additional attention from
the seller: a cup of coffee, an air conditioner, a
comfortable chair, additional information about the
service, etc. This approach should be used in the
strategy of image formation and brand image. This

will create additional competitive advantages. For this,
certain behavior scenarios should be implemented for
the staff and the manager, since such behavior cannot
be formed according to the principle of situationality
and requires prior training and resources. Such a
strategy is especially important when providing complex
services with an uncertain outcome. Such as legal
services, services of a psychologist, marketer, etc.
Where the consumer cannot objectively compare the
external characteristics of the product, make a decision
about its purchase. In this case, the consumer makes
a decision only after being convinced that he trusts
this or that service provider.

In such a situation, work on the consumer’s
trust in the service provider becomes one of the main
elements of the image formation strategy and a
competitive advantage when promoting services. So,
previously, a limited circle of communication and
communication of one or another unsatisfied consumer
could find out about the purchase of a low-quality
product or received low-quality service. Currently,
one dissatisfied consumer can dissuade thousands, and
sometimes millions, of potential buyers from buying
a service or product by posting an unhappy review on
social media. Because with the development of
information and communication technologies, the
possibility of spreading information became available
not only to those who could buy advertising on
television, but to anyone without any financial costs,
having gained access to an audience of millions.
Therefore, trust in a product or service has become
the main tool and competitive advantage of one or
another subject of economic activity. And work on
trust, as an element of the image of the service provider,
became the main element of obtaining not only a
competitive advantage, but also in general the possibility
of obtaining access to the distribution of resources in
one or another market.

At the same time, although trust is the main
factor of the image of the subject of economic activity,
it cannot be claimed that the image is trust, that is, it
cannot be limited exclusively to this category. The
image definitely includes trust in the subject of
economic activity and in its goods or services. However,
when choosing an image-building strategy, the
characteristics and behavior of the service provider
should also be taken into account, which, in the
consumer’s opinion, can fulfill the task set by him,
which does not directly relate to the service he
consumes.

So, for example, the consumer may believe that
the service provider really honestly performs the
services he paid for, trusting him. However, in order
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to choose such a provider, it is necessary not only to
trust him, but also to be convinced of his additional
qualities, which are indirectly related to the service.
For example, one of the elements of the strategy of
image formation can be the use of the image of a
person who finds non-standard solutions to achieve
the goals set by the consumer of the services. Such an
element of the image is not related to trust, because
both a responsible but not sophisticated lawyer and a
responsible and sophisticated one will come to court
and honestly perform the services paid for by the
consumer. However, only a sophisticated consumer
will be satisfied. Therefore, this element must be used
in the construction of an image formation strategy as
a competitive advantage that can influence the
consumer’s choice. Because the consumer needs not
only a “handsome guy” or a “handsome girl”, but
also the result he aimed for. Therefore, the ability to
achieve such results should be demonstrated through
the image of the service provider.

Also, the strategy of image and the strategy of
sales of goods or services should not be focused on
instant sales or on instant emotional reactions. Brand
image is associated with long-term and long-term
relationships between buyers and sellers, especially in
the service sector. The instant decision to buy can
negatively affect the further image of the subject of
economic activity, forcing him to think about the
fallacy of the choice made. The relationship with the
buyer of goods and services must be built on a long-
term strategy that will make the consumer return to
the seller again and again every time, without realizing
that the last time the purchase was made based on an
instant reaction that could have been a mistake.

Therefore, image formation is an extremely
important element of the strategy of microeconomic
activity, without the development and application of
which the subject of the legal services market will lose
its position in the market.

At the same time, in the scientific literature,
you can find specific practical recommendations
regarding the stages of image formation and image
strategy.

Thus, according to H.B. Trushevych, the stages
of creating an image strategy include: a detailed
introduction and discussion of the principles of the
specialist’s work; honest analysis and filling out the
questionnaire of the future image bearer; conducting
sociological research, focus groups and mass media
analysis; outline who the consumer should see the
image; image goals and objectives; formation of the
type of behavior of the image bearer; practical image
development (appearance, thoughts, oratory skills);
selection of image carrier photos or preparation and

holding of a photo session; creating a biography of
the image bearer; development of “legend”; creative
construction of “performance”; formation of main
messages; work on a PR campaign. Ways of image
promotion; protection of an already created image
[6, p. 77-88].

And although the author proposed a strategy of
image formation, first of all, for the sphere of politics.
The proposed stages of forming an image strategy can
be used in the economic activity of economic entities,
and above all for those entities that build their
microeconomic strategy on the basis of a personal
brand.

Other scientists such as Sazonova S.V. and
Kushyk B.S. believe that the stages of image formation
should include; definition of the target audience, study
of its age, type of occupation, etc.; development of
the image concept. At the same time, the concept of
image, according to the authors, is the main principles,
motives and values characteristic of the company and
its products, as well as significant for the consumer;
formation and implementation of the company’s
image in the information space; fixing the image in
the mind of the consumer [7, p. 32].

At the same time, although the stages of formation
proposed by the author are correct and are roughly
analogous to the stages that can be found in other
scientific literature, the author’s opinion that image
formation should be concentrated by choosing a certain
group with certain age characteristics or interests is
particularly valuable. Because it is impossible to promote
a positive image or an image that will sell to all
segments of the population. Because one image for
certain groups of consumers can be formed, both
negative and positive. That is why at the stage of
defining the target audience, it is necessary to clearly
choose consumers for whom the image strategy will
be formed.

According to K.V. Kovalchuk and
M.R. Podorozhnaya, every company that wants to
form its brand must possess the technology of creating
and forming a brand. The development of such
technology is based on knowledge of existing concepts,
analysis of branding of companies - leaders of the
world market. According to scientists, the concepts of
“Brand Capital”, “Brand Wheel”, “Image Theories”,
“4-D Branding”, “Maximization of Potential Markets”
are active and effective concepts that offer unique
technologies for positioning, forming features and
competitiveness of products on the market [8, p. 401].

A.l. Braevska and S.Y. Braevska note that the
technologies of purposeful formation of an individual
image include the following stages: formulation of
image goals; image audience analysis; drawing image
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characteristics; correlation of available and desired
characteristics; the direct process of image formation
(work on morning appearance; business and personal
qualities; improvement of competences, etc.)
[9, p. 157].

Burdyak O.M., Pomazan L.M., Gavrilyuk I.I.
note that the dissemination of information is not
only two-stage, but also multi-stage, involving different
people in many directions. It works according to the
scheme: The opinion leader spreads his attitude to
the brand by influencing followers. The subscriber
influences his circle of relatives and acquaintances.
Influencer marketing is a powerful tool in today’s
media space that allows brands to achieve their
marketing goals through strategic collaboration with
influential personalities in social networks [10].

Indeed, the use of influencers as part of an image-
building strategy is the most important tool for
promoting goods and services, since the focus of
consumer attention has shifted from traditional mass
media to blogs or microblogs. A large number of
consumers of video content stopped watching the news
of central television and professional TV channels.
Such content was replaced by daily stories from bloggers
through their demonstration in the stories of social
networks Instagram or Facebook. A large number of
people began to learn about the news from Telegram
channels, as well as from social networks TikTok and
YouTube, where you can listen not only to the news,
but also to the attitude of this or that expert to it.
Daily viewing of such speakers contributes to the
growth of trust in such experts or bloggers. And this,
in turn, allows them to promote goods and services
unobtrusively, bypassing direct advertising, to sell goods
and services. At the same time, taking into account
the fact that the choice of a service provider, as a
specific subject of market turnover, which can often
be evaluated only through the experience of other
people, is carried out precisely thanks to
recommendations or reviews, promotion using an
opinion leader is a key factor in the formation of an
image strategy.

And therefore, the use of social networks allows
even beginners to compete with large companies that
once occupied a long-term monopoly position in the
market. That is why it is important to purposefully
build a strategy for the development of one’s own
image and brand image with the help of social
networks, as one of the main mechanisms for
conveying such an image to the consumer.

At the same time, in this context, the opinion
of Mariutti F.G. and Giraldi ME that brand equity
could add “reputation” as a driving force to brand
value [11, p. 135].

But according to Truba N, Khrapatyi S.
Harashchuk K., Shvets D., Proskurnia A., the
attractiveness of a subject of legal services is directly
dependent on his earnings, because “attractiveness” is
usually used close to its original meaning as
attractiveness, which helps draw the recipient’s
attention to the message and evoke positive emotions
[12, p. 7].

And therefore, taking into account the
achievements of domestic and foreign scientists in
the issue of image formation, after analyzing and
summarizing all the definitions of image proposed by
scientists, we can come to the conclusion that the
mandatory elements of each image definition are:

a) an image bearer who demonstrates through
channels of communication with the outside world
certain features inherent to him or features that he
wants to demonstrate to others: appearance, behavior,
characteristics of such a subject, etc.;

b) the subject of image perception is a person or
a group of persons who are directed to demonstrate
certain features with a specific purpose, using available
means of communication with such a subject: vision,
hearing, consciousness, etc. At the same time, unlike
the bearer of an image, which may not necessarily be
a person, but may be a product, an enterprise, a
brand, a state, and may demonstrate certain features
inherent to it with the help of a person, the subject of
image perception is always a person or a group of
people;

c¢) the result of the demonstration of the image,
which is a reflection in the mind of the subject of the
perception of the image of the signals demonstrated
by the carrier of the image, certain features inherent
in it or desirable features for the carrier.

And from the above mandatory elements of the
concept, the author’s own definition of image, which
is the result of perception by a certain subject (person
or group of persons), signals sent by the carrier of the
image, which has achieved or not achieved the goal
determined by the carrier, follows. And therefore, in
the context of the research, the image of the subject
of the legal services market is the result of the
consumer’s perception of the competitive advantages
demonstrated by the subject of the legal services market,
which have achieved the goal of such demonstration
or not.

It should be noted that the demonstration of the
image cannot be without reason and is always aimed
at some goal. And that is why the strategy of image
formation, as a key element of the microeconomic
strategy — the struggle for the distribution of resources
in the market of legal services — is of particular
importance in this matter.
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And therefore, taking into account the
achievements of domestic and foreign scientists in
this field, when building an image formation strategy,
the author proposes his own image formation process,
which includes 8 stages depicted in Fig.

Task

I

Competitor analysis

v

Choice of direction

v

Embodiment

v
Checking the result

v

Fixing errors

Fig. An process for forming the image of a subject of the legal
services market
Source: Author development

— first, statement of the problem. This stage
includes an analysis of what exactly we want to convey
to the consumer, what image we want to create in his
mind and what result we hope for;

— second, analysis of competitors. In this part,
it is necessary to analyze whether the competitors
have achieved the goals set by the subject of economic
activity, which wants to achieve the previously defined
goal, using this or that image or image;

— third, choosing your own image, taking into
account the experience of competitors and creating
your own image, which will allow you to stand out
among competitors. At this stage, it is necessary to
select the appearance, characteristics and inherent
features that will appeal to the consumer to whom the
image promotion strategy is directed and that will
allow to achieve the goals set by the subject of the
legal services market;

— fourth, development of an image
implementation plan. At this stage, it is necessary to

select the methods of conveying the chosen image to
the consumer in a direct and indirect way: through
direct contact during sales; through social networks in
the form of intrusive advertising, through direct
advertising, etc. This stage is of particular importance.
because a well-thought-out image can be left without
the attention of the consumer if the wrong places for
its demonstration are chosen. For example, if a law
firm or an individual lawyer is focused on selling its
services to the business segment, a well-thought-out
image promotion strategy demonstrated in public
transport will not yield results. And taking into account
the fact that, even while on the street or in transport,
the attention of most consumers is currently focused
on digitalized means of communication, special
attention should be paid to choosing the right way to
demonstrate the image using digital tools;

— fifth, checking the results of the embodied
image by receiving feedback from the consumer. As a
rule, verification is achieved due to the analysis of
reviews and surveys of customers who have purchased
this or that service. Also, an indicator of a correctly
chosen image or image is the feedback of consumers
of the displayed content on social networks, which
can be easily monitored using the tools provided by
the networks themselves by counting views,
subscriptions, reposts and reactions to this or that
content demonstration;

— sixth, analysis of errors and development of
success. At this stage, it is necessary to determine
what worked in the chosen image strategy and what
did not. Taking into account the acquired knowledge,
abandon certain selected strategy mechanisms that
did not lead to the expected results, as well as decide
on successful cases;

— seventh, we embody successful cases. Taking
into account the previous result and analysis of the
previously implemented image demonstration strategy,
we implement only successful cases, excluding image
demonstration methods that do not bring results from
the strategy;

— eighth, we bring the process to the ideal. Over
time, after several implementations, analysis of results
and screening of successful and unsuccessful cases,
the best forms of image demonstration will be selected,
which will lead to the selection of a successful artificially
formed image, which will provide advantages in the
microeconomic strategy of the subject of the legal
services market.

At the same time, the process of image formation
is endless, as the tasks facing the subject of the legal
services market and the preferences of consumers on
which the image demonstration strategy is directed
change over time. And with the passage of a certain
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time, it will be necessary to return to the previous
stages of image formation, such as analyzing
competitors, choosing a new own image and
developing a new strategy for its implementation.
However, the step-by-step implementation of the above
mechanisms of image formation, in my opinion, and
the consistent implementation of the specified stages
of image formation in one’s microeconomic strategy,
will ultimately lead to the acquisition of competitive
advantages in the digitalized world.

Conclusions

So, the proposed author’s concept of image will
determine the direction of work on the image of the
subject of the legal services market and to realize the
need to form an image strategy, especially in the
conditions of digitalization of the economy. And the
specific stages of image formation defined in the article
are combined into a specific algorithm, which will
enable law firms and lawyers to receive specific
instructions for building a microeconomic strategy.
At the same time, this issue requires further study
and development of a more detailed action plan for
active participants in the legal services market. After
all, modern conditions have created new challenges
and established new rules, which in the digital economy
require such participants to come up with new action
plans and build a new digital strategy to fight for the
legal services market.
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@®OPMYBAHHA IMIIXKY CYB’€KTA PUHKY
IOPUJINYHUX IMOCHYT ¥V IM®POBIM EKOHOMIII

Casxo B.B.
Dopmyeanns imioxcy 0puoudHoi Gipmu uu oKpemo2o aceo-

Kama, 0y10 iCMOPUHHO NOKAAOCHO 8 OCHO8Y MIKPOCKOHOMIYHOI

cmpameeii cy0’ekma puHKy 0puoUHHUX nocaye, adice came no-
3UMUSHUL IMIONC € OCHOBHOI, a4 [HOOI i €OUHOI NIOCMABoI0 00-
panus makoi gipmu cnoxcusavem. Came momy uianio yiei cmammi
€ po3pobka mnpoyecy, aKui i 00360aumsv Kepyeamu 6AACHUM
imidncem ma Habymu 000amKosi nepeéazu HA PUHOK HPUOUUHUX
nocaye. Ilpu ybomy, @ueedeHHs MaKozo Npouecy MONCAUBU WS-
XOM 3ACMOCY8AHHS Memo00A02ii NOPIGHAHHS, CUHMe3Y ma MO-
dearosantsi, 30ilicHeHHe Ha nidcmaei 3000yMKI6 ICHYIOYUX — Ha-
YK08UX 00CAI0NCeHb MA NPAKMUYHOI OiSAbHOCMI PUOUHHUX (ipM,
a makoxc 61acho2o 6asamopiunoeo npakmuuho2o doceidy. Came
momy cucmemamu3zauis 00C8i0y GIMYUHAHUX Ma 3apyOiNCHUX
Haykoeux 3000ymkie, y yiti cpepi, a makoic eueedeHHs agmopcsy-
K020 npoyecy (hopmyeanHs imioxncy, 003604ums 3AUiKaeAeHUM
10puUdUYHUM pipmam ma OKpemum Ccamo3auHAmMUM a08oKaAmMom
eminumu 6uUC8imAeHi y 00CAiONceHHi MemoOuKu, NOKPauUeuIUu
ce60i nosuyii y 6opomvbi 3a pUHOK OpudUuHUX nocaye. A momy y
docaidoceni npudinena ocobausa yeaea 8UEEOeHHIO MAKO020 Npo-
yecy ons cy6’ekmie pUHKy OPUOUMHUX NOCAYe, AKUL 003604UMb
nobydyeamu 6inviu ycniuHy MIiKpOeKOHOMIYHY cmpameziro, AKui
do3eoaume Odismu 0pUOUUHUM (Dipmam ma camo3auHAMUM ao-
BOKAMam y uighpoeizoeariii eKOHOMIKU He XAOMU4Ho, a 8i0Nnoei-
O0HO 00 uimKo 6usHa€eHoi cmpameeii OpMy8aHHs 6AACHO20 NO-
sumueHnoeo imioncy. Ilpu uvomy, 0o uboeo Haykoseuyi npudisiu
yeaey auuie 3aeaAbHUM HPUHUUNAM (HOPMYBAHHS IMIOXHCY, Henoc-
NI006HO nepepaxosyrouu Moxcauei eapianmu Oill cyd ’ekmie exo-
HOMIKU. A omdice HAYKO8A HOBU3HA O00CAIONCEHHs noaseamume y
CMpPYKMypo8anicmo emanie (opmyeanHs imioxucy y arcopummi,
MOOenI08aHHI 11020 emanie 3anponoHOBAHUX ABMOPOM, 4 MAKONC
3anpo6adNCceHHs 6AACHUX emanie, paniuie He NPONOHOBAHUX HA-
yKoeuamMU. A 8mineHHA MeXaHiZMié ancopummy y NpakmuuHy
disinbHicme OPUOUHHUX (DIDM, a MAKOXNC NOKPAUWEHHS NO3UUIH HA
DUHKY IOPUOUMHUX NOCAYe Mamume NPAKmuuHy yiHHicmb — 00CAi-
OdiceHHst 0as mux Xmo 0axcae 3aiHami Kpawji no3uuyil Ha PUHKY
10pUOUMHUX noCaye.

KniouoBi cunoBa: iMigx, ¢dopMyBaHHS iMimxy,
MIKPOEKOHOMIYHa CTpaTerisi, uudpoBa €KOHOMiKa, iMiXeBa
cTpaTeris.
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The formation of the image of a law firm or an individual
lawyer has historically been the basis of the microeconomic strategy
of the subject of the legal services market, because a positive
image is the main and sometimes the only reason for choosing
such a firm by a consumer. That is why the goal of this article is
to develop an process that will allow you to manage your own
image and gain additional advantages in the legal services market.
At the same time, the derivation of such an process is possible by
applying the methodology of comparison, synthesis and modeling,
carried out on the basis of the achievements of existing scientific
research and practical activities of law firms, as well as Vianso’s
many years of practical experience. That is why the systematization
of the experience of domestic and foreign scientific achievements
in this field, as well as the derivation of the author’s image
formation process, will allow interested law firms and individual
self-employed lawyers to implement the methods highlighted in the
study, improving their positions in the fight for the legal services
market. And therefore, the researcher paid special attention to
deriving such an algorithm for legal services market subjects, which
will allow building a more successful microeconomic strategy, which
will allow law firms and self-employed lawyers to act in a modernized
economy not chaotically, but in accordance with a clearly defined
strategy of forming their own positive image. At the same time,
before this, scientists paid attention only to the general principles
of image formation, inconsistently listing possible options for the
actions of economic subjects. And therefore, the scientific novelty
of the research will consist in the structuring of the stages of image
formation in the process, the modeling of its stages proposed by the
author, as well as the introduction of own stages not previously
proposed by scientists. And the implementation of the mechanisms
of the process in the practical activities of law firms, as well as the
improvement of positions in the market of legal services, will have
practical research value for those who want to occupy better positions
in the market of legal services.

Keywords: image, image formation, microeconomic strat-
egy, digital economy, image strategy.
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