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Abstract

Qualitative research was conducted for this study. Three qualitative research techniques
were used, which were seminar, group interview and in-depth interview. Four different interest
groups were identified and selected to be informants, which including 1) customers: VIP and
general customers, 2) employees: executive level and front line staff level, 3) opinion leaders:
politicians, scholars, and image makers, and 4) media personnel: television, radio, and newspapers.
The conclusion of the study is described in a paradigm, named CIS Pamdigm of Image
Improvement Strategy, which include 4C, 21, and 18. The details are as follows. 1) Corporate

Personality, 2) Corporate Identity, 3) Corporate image, 4)Competitive Advantage, 5) Image
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Research, 6)Integrated Marketing Communication (IMC), and 7) Strategic Management

for Corporate Image Improvement.
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