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Brand Strength Means the Success of Corporate Image Creation
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Abstract

Modern business need the corporate image creation from brand strength in every stages of both business
growth and in every product life cycles with having the continuously creation of strong brand image. Due to every
corporate image is the result of corporate identity effecting to consumers’ perception. First of all, the entrepreneur
and marketing manager need understanding of corporate identity and the communication via any media properly.
Because of “right identity via the right access toward the right targets” would lead to the success of corporate image
creation and its business goal. That is purchasing decision due to the power of brand contacts from strong brand
and its identity that consumers perceive and trust. Because of the perception on corporate image usually emerge
before impression from utilization of product, therefore all positive corporate image has to rely on the marketing

communications, actions, and activities according with the consumers’ perception process. If their positive images
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perception combines with the consuming experience leading to brand impression and loyalty, the consumer will

communicate such positive images by mouth of words to their relatives, friends, and close-up associates. Whenever the

corporate realizes on brand perception and positive corporate image creation, image management with understanding

of brand strength in the meaning of “Brand Equity” will important as much as the effort to stimulus consumers’

experience to the product directly.

Keywords : communication, corporate identity, corporate image, brand contact
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