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Abstract

This article studies the management of corporate businesses in the service sector. As a
cornerstone for building, an image management plays a critical role in the successful development
of an implementation of business strategies in order to maximize positive consumer perception
of a corporate image. The purpose of this paper is to study concept of strategic management
and business policy in order to advancing thought and concept in service business. This paper
will determine several corporate image management strategies such as leadership development

strategy, product and service quality management, creativity development and innovation strategy,
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corporate financial strategy, corporate social responsibility strategy and recruitment development

and retention strategy. The results of studies can be the understanding of the conceptualization

of the power-knowledge of image management theory that entails the corporate image can be

utilized for organizations to enhance their corporate image, meet customers’ needs or target group

needs, and achieve greater efficiency.

Keywords: Management, Corporate Image, Business Services
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