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This research aims to modernize the corporate image to align with changes in the target
audience, taking into consideration the organization's values, vision, and credibility, including the
development and testing of online media that reflects the newly improved corporate image. This
research employs a mixed methods approach, combining quantitative and qualitative research using
purposive sampling with a sample group of 124 people, including those who experienced service-
related problems and those who had previously received services from the case study organization.
Data collection tools included questionnaires and interviews. Data analysis used descriptive statistics
to evaluate the effectiveness of online image communication strategies. The research findings revealed
thatimproving the corporate image through online communication strategies in this case study showed
clear positive improvements. Communication through websites and online social media played a
crucial role in creating awareness and confidence in the organization. The implemented strategies
helped strengthen sustainable relationships with existing target groups, expand the base of new
service users, and modernize the image further, successfully increasing new service users through
online media by 11.04% from the previous year. Selecting platforms that align with content
characteristics and consumer behavior is a key factor that helps enhance organizational image
effectiveness. The research results reflect the importance of corporate image adjustment, which is
essential for organizational development to align with consumer values and behaviors in each era. This
should take into account the organization's values, vision, and credibility, which is suitable for
organizations that have been in the industry for a long time and need to modernize their image in an
era where online communication plays a significant role. This appears to be an abstract or summary
from an academic research paper about corporate image rebranding and online communication

strategies.
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BRAND PYRAMID
Customer-Based Brand Equity Pyramid

Stage of Branding Objective
Brand Development at Each Stage
4. Relationships RS
What about you and me? Active Loyalty
3. Response

Positive,
Accessible Reactions

I

What about you?

|

2. Meaning

Points of Parity
What are you? Performance and Difference
I = ]
182
L:lasmiry @ Deep, Broad
Who are you? Salience Brand Awareness

nwilszney 2 ngmd) Brand Pyramid

Aun: Nakamol, A. (n.d.). Brand pyramid. Way Maker. Retrieved January 14, 2025, from
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2.3 ANNAIATITEUINNTRSNULTUALAZNSINS e LA lugsNa (Branding in
Relation to Business Revenue Growth)
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2.3.1 ATNUNILUBINITASIULLTUR (Branding)
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Ended Question) BLILABLAMRENRAERANUaNeFa@en (Multiple Choice Scale) il

1. e Mszaunisdndeyatlszinmunsitisyal® (Nominal Scale) Ine/lduuaauniu
giaanetla anwoueAanui liaen 3 v loun
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Wt U5, 2550)

2.1 angilaendn 3511

2.2 8¢ 35 Jauly]

'
a v KR

MsuLisiovag Aanaas WA N esiaasnug delaevialineddumsoy

(2 a

Wugagszndne 15-35 1 Tnends 35 Yaulfeddngiugeensmsoiugnianuidesanadlumsg
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