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Abstract

This study aims to examine the process and develop effective communication
strategies for enhancing the corporate image of small enterprises in the gems and jewelry
industry. A mixed-methods research approach was employed, comprising quantitative data
collection through questionnaires from 400 respondents and qualitative data collection
through in-depth interviews with 9 key informants, including executives, employees, and
industry experts, totaling 409 participants.

The findings revealed that after implementing communication strategies, the average
satisfaction toward the corporate image significantly increased from 3.58 to 4.45. Online
platforms particularly TikTok, Facebook, and YouTube played a crucial role in strengthening
the organization’s image. Clear articulation of vision and mission, as well as strategies aligned

with organizational identity, contributed to building trust and acceptance among target
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audiences. The study recommends that organizations develop communication tools that
reflect brand values and engage in continuous corporate social responsibility (CSR) initiatives

to foster a strong and sustainable corporate image.
Keywords : Corporate Image, Communication Strategy, Gems and Jewelry Industry
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