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Corporate Image and Multimedia. Yukihiro Arita
Abstract

To improve corporate image has emerged as one of the important challenges for businesses, in the age
of more difficult discrimination of matured products and services, and varied relationships between
businesses and society as well as businesses and consumers.

On the other hand, however, the enlargement of the size of organizations and the diversified business
have made the messages from businesses swollen. And this often leads to weaker corporate images
and obscure management postures.

Businesses that have communicated with their external world through mass media, are now confronted
with multimedia towards more personal and more exposed communication.

This study describes on the subject of corporate image and the multimedia which seems to have
become a real scene, develops their interactive effects upon the corporate communication activities,
and presents a future direction from a managerial viewpoint.
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