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Abstract
Every corporate image is established from corporate identity effecting to stakeholders’
perception. Including the power of brand contacts communicate to consumer is to repeat their
positive perception that able to create the impression on brand and become much recognized
solution when the consumer choose to purchase the product. Because of the perception on
corporate image usually emerge before impression from utilization of product, therefore the

positive corporate image will depend on the communications of corporate actions and brand



contacts in order to create corporate and brand loyalty. Consequently, the consumer and

stakeholders will communicate such positive images by mouth of words to their associates such

as friends, relatives, and anyone who is in close contact. If every corporate realizes this mention,

the corporate image will be managed with the understandings of corporate identity in order to

formulate the operation plan and marketing activities in line with the offerings of the impressive

product and service. Finally, this direction will certainly create positive corporate image in the

minds of consumers as well as the corporate desires.

Keywords: Communication, ldentity, Brand Contact, Corporate Image
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