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Abstract

The corporate brand scorecard building is based on agreement that corporate branding
should not be focused to external orientation, but should also internal orientation. The balance
scorecard of Kaplan and Norton (1992) is discussed in the model of corporate brand scorecard
building; this conceptual discovers the indicators impacts which are financial perspective,
customer perspective, learning and growth perspective and internal business process have on

corporate branding. This article starts with analyze of the concept of corporate branding as
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involve in the participated process of corporation. Particularly, this is the perception of promise
that employees, employer, manger, sharcholders and customer that participate to establish
corporate brand. This article then consider balance scorecard that link “o corporate branding. In
order to induce shared value creating though the corporate brand scorecard building which can
be improve a competitive advantage and support a long term stainable growth of corporate.

Keywords: Balance Scorecard, Branding, Corporate Brand
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