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Chernega, N.S. Main stages of formulation of theoretical tenets about the contents of organizational image. The 
article deals with the principles of formation of organizational image. The author discusses the importance of positive image 
development for educational organizations, defines and characterizes the historical stages of the development of the concept of 
organizational image. 

The main stages of organizational image development include the historical stage, the systematization stage, and the 
technological innovation stage. 

The historical stage organizational image development is characterized by the transition from the natural, yet unconscious 
addressing the image in the primitive society (emergence of the first communication forms brought about the means to influence 
others) to the stage when different methods to influence masses in ancient Greece and Rome were used. 

The systematization stage was characterized by the systematic study of mechanisms of influencing people, the emergence 
of image-making as a profession (initially in the USA), development of the first image-making technologies and introduction of the 

 
At the technological innovation step the concept of image gets new research targets and is actively studied by researchers 

from different fields of science (K. Boulding, W. Lippmann, O.A. Feofanov, V.M. Shepel, A.Yu. Panasyuk, D.V. Olshansky and 
others). 

Keywords: historical stages, image of organization, factors, image, external image, internal image. 
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