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A company's expansion into new markets requires a nuanced understanding of how cross-cultural
perceptions affect a business's reputation internationally. The study aims to analyze how stakeholders
perceive the company's business reputation depending on the cultural context at the international level.
The research methods include analysis and synthesis, comparative analysis, and systematization
while applying Hofstede's national dimensions model. The article explored how factors such as
individualism-collectivism, power distance, uncertainty avoidance, masculinity, long-term orientation,
and indulgence shape business reputation in diverse cultural contexts. The research underscores the
role of digital communications in reputation management, emphasizing how cultural characteristics
affect stakeholders' perception of trust and the company's transparency. Future research will focus on
the evolving role of digital communications in reputation management and its impact on corporate trust
across diverse cultural landscapes.
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Po3wupeHHsi Oisi/lbHOCMI KOMMaHii Ha HOBI PUHKU Mompebye 2ubwo20 Po3yMiHHS Mo20, SIK Kpoc-
Ky/IbmypHi cripuliHsimmsi cmelkxos10epis srausaroms Ha ii iiosy perymauito Ha MXHapOOHOMY
pigHi. Memoto docrioxeHHs1 € aHasli3 cripuliHamms cmelikxosidepamu 0i/1080i perymaujii KomnaHii
3a/1EXHO BIO Ky/IbMyPHO20 KOHMEKCMY Ha MXXHapOOHOMY pisHi. Memoou 0OC/IIOXEHHST BK/IKHaoMb
aHasi3 i CuHmes, MopiBHs/IbHUL aHasli3 | cucmeMamusayiio i3 3acmocyBaHHSM MOOe/Ti HaYiOHa/IbHUX
sumipig I Xoghcmeda. Y cmammi po3e/isiHymo, sik maki YUHHUKU, 5K IHOUBIOYasli3M-KO/IeKmuBi3M,
oducmaHyis 8r1adu, YHUKHEHHSI HEeBU3HaYeHOCMI, MomuBsayisi 00 00CSigHEHHST ma yCrlixy (Macky/iiH-
Hicmb), doB20CcMpPOKOBa OpieHMayis ma nob/ax/iusicms hopMyromb YSIBAIEHHST MPO perlymauyito
KOMMaHii 8 Pi3HUX KY/IbMyPHUX KOHMeKcmax. 3'icoBaHo, WO 8 kpaiHax 3 nepesaxaroqoro iHOUBI-
dyazicmuyHoro Kysismyporo (CLLA, Benukobpumanisi, LLiseyisi) disiosa pernymayisi 3Ha4HOK MIpoto
IpyHmMyemsCs Ha /idepcmsi 8 IHHOBAUISX, (hiHaHCOBIU eghekmusHOCMI. Y KONEeKmMUBICMCbKUX CyC-
nifibemsax (Hanpukiad, Kumad, Cayoisceka Apasisi, lNisdeHHa Kopesi) crpuliHsimms 0i10801 perty-
mayjii cmelikxo/i0epamu BUHA4YAEMbCS COYja/IbHOKO BIOMOBIOa/ILHICMIO, eMUYHOK MOBEOIHKOK ma
MIYHUMU 00B820CMPOKOBUMU BIOHOCUHaMU. Y Cycniibecmsax i3 BUCOKUM pisHeM ducmaHyii snaou
(Kumadi, Cayadigcbka Apasisi) Ha cripuliHsmms Oi/10801 perlymauii 3Ha4YHOK MIPOIO BI/IUBAE coyjiasTb-
Hul cmamyc KepisHUKI8 KOMaHil, modi siK y Cycri/ibemsax i3 HU3bKOK ducmaHuiero sradu (LLseyis,
Benukobpumaisi) K/Il0H0BUMU YUHHUKaMU € Mpo30picmb Oisi/IbHOCMI KoMnaHii. Y cmammi riokpec-
JIEHO PO/ib YuhpoBuUX KoMyHikauili y chopmysaHHI ma yrpas/iHHi diiosoto perymayiero. LLiBudke
rowupeHHs1 iHghopmayjii Yepes coyjiasibHi Mepesxi ma media MoCuU/IFOE PU3UKU perlymayitiHux Kpus, ujo
BUMaz2ae 80 KomnaHili adanmaujii KoMyHikayitiHux cmpameili 8i0rosioHO 00 Ky/IbmypHUX 0CO6/IU-
socmeli puHKy. 3okpema, 8 KpaiHax 3 MepesaxaroHor0 Macky/iHHOK Ky/lbmypoto (Hanpukiad, CLUA,
Kumadi) cripuliHsimmsi cmelikxo/idepamu 010801 perymaujii 3Ha4HOK MIpOko rpyHmMyembCsi Ha 0ocsie-
HEHHsIX | KOHKYPeHMOCMPOMOXHOCMI, mooi 5K y 6inbw ¢hemiHHUX Ky/ibmypax (LLigeyis, liBOeHHa
Kopesi) ocHosHULI akyeHm pobumscsi Ha ekosloaiyHili cmilikocmi, coyiasibHit sionosidasibHocmi ma
0do6pobymi cnispobimHuKis. Y cmammi pobumbCsi BUCHOBOK, WO 07151 eqheKmuBHO20 PO3BUMKY
MIDKHaPOOHOI 0i/10801 perymauii neped KOMMaHIsiMu rocmae HeobXioHicms adarnmysamu cmpame-
ail yughposux KoMyHikayil, BpaxosyroHU Ky/IbmypHi 0co6/1uBoCMI YiIbOBUX PUHKIB. lepcrekmusu
rodasibUuUX A0C/loXEeHb OXOM/IIMb aHaslia mpaHchopmayiil Yughposux KoMyHikayili y KoHmekemi
yripasniHHs OiI0B0K0 perlymaujieto 8 yMosax 2/106a/1i308aH020 bi3HeCY.

KntouoBi cnoBa: 0is108a pernymauisi, ekoHoMIiYHa 6esrieka, cmelkxon0epu, KPOCKY/IbmypHe cripud-
HAmMms 07108071 perlymayji, Mooeslb HayioHabHUX po3mipis Xoghcmede, yughposi KoMyHikayji.

Problem statement. Companies in the 21st
century have a significant opportunity to penetrate
new international markets quickly. This involves
companies' activities in various cultural environments,
where the perception of business reputation and,
in general, trust in the company varies. Ukrainian
companies, in particular, are keenly motivated to
access international markets swiftly, driven by the
exigencies of wartime conditions and the imperative
to relocate production facilities.

A company's positive business reputation is
formed through the perception of reliability and
assessment of the trust of its stakeholders in the
successful results of its operations. From this
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perspective, a company should leverage a positive
business reputation as a valuable resource for its
development in international markets and treat its
strengthening from the point of view of a strategic
intangible asset. At the same time, relying on
H. Hofstede's model of cross-cultural dimensions, we
emphasize that a company seeking to expand into
new markets should develop a strategy for managing
its reputation, considering the cross-cultural
perception of trust in the company on the part of its
key stakeholders.

The multiple increases in the speed of information
dissemination in the media space thanks to the
development of digital communications technologies
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and social media have increased the influence
of reputational crises beyond national borders,
making it essential for companies to adopt their
business reputation policy according to cultural
features.

Analysis of the Ilatest researches and
publications. The research by Aguilera-Caracuel J.,
Guerrero-Villegas J., Vidal-Salazar M. D. and Delgado-
Marquez, B. L. has shown that “international cultural
diversification is positively correlated with corporate
social performance and high levels of free financial
resources enable multinational enterprises operating
in foreign markets with different cultural profiles to
improve their corporate social performance, which
has a positive impact on business reputation” [1]. In
the following study Aguilera-Caracuel J., Guerrero-
Villegas J., and Garcia-Sanchez E. found out that “a
high degree of geographic international diversification
increases the social performance of TNCs, which
positively affects their reputation. This result is
explained by the TNC's participation in local and
global social initiatives, which contributes to satisfying
the culturally diverse expectations of the company’s
stakeholders” [2].

Alloza-Losana A. and Carreras-Romero E. point
out that “when studying business reputation, the
company should consider the property of invariance
in intangible metrics such as reputation or trust.
Managers make more reliable forecasting and better-
informed decisions regarding reputation in different
countries and cultural contexts if they also consider
populational invariance” [3].

Carreras-Romero E., Carreras-Franco A,
and Alloza-Losada A. emphasize that "business
reputation, which they categorize as a "corporate
intangible asset," is becoming increasingly important.
They identify reputation as a key factor in a
company's viability and recommend that companies
incorporate it into their management assessment
processes. However, they also note that evaluating
reputation can vary greatly across different cultures
and is often characterized by high subjectivity
and latency" [4].

When assessing a company's business reputation,
it is essential also to consider the reputation of the
country in which it operates. Fernandez-Crehuet J. M.,
Rosales-Salas J., and Cogollos S. D. specifically
recommend considering “"the "Doing Business"
indicator. This indicator evaluates and compares the
standards that govern the activities of local small and
medium-sized enterprises throughout their life cycle
in 190 different economies" [6].

Kelley K. J. and Thams Y. highlight that "as a
company expands internationally, it faces diverse
public, private, and state-owned enterprise
landscapes, leading to variations in industry
composition and regulations that necessitate quick
adaptation and more careful leverage reputation.

Due to intense competition and a well-established
institutional framework, business reputation matters
more in developed than emerging markets" [9].

Kitchen P. J. and Laurence A. discovered that "the
reputation of a CEO significantly influences business
reputation, with Italy ranking as the most affected
country, followed by Canada and the United States.
Conversely, the impact of CEO reputation on business
reputation is least pronounced in Belgium, the United
Kingdom, and France. The authors noted that a
strong business reputation is essential for companies
aiming for international expansion, as it not only aids
market penetration but also helps establish a positive
foundation among key stakeholders" [10].

Damberg S., Liu Y., and Ringle C. M. examined
"how culture shapes business reputation perception
in Chinese and German commercial banks, focusing
on two dimensions: perceived competence and
likability. They discovered that perceived likability
is the key factor influencing banks' reputations in
both cultures, with greater significance in Germany.
Conversely, perceived competence holds more
importance in China. While Chinese customers
emphasize cognitive aspects, German customers
prioritize affective dimensions" [5]. Jin B., Yong Park
J., and Kim J. emphasize "that firm reputation, trust,
and loyalty are important in all cultures. Their findings
showed that the relationship between company
reputation, satisfaction, and loyalty is stronger in
Korea than in the United States" [8].

The improved methodology by Fombrun C. J.,
Ponzi L. J., and Newbury W. is useful for analyzing
differencesinthe perception of companies' reputations
in international markets. “It is based on the combined
use of the 4-level scale reputation assessment
RepTrak® Pulse (Good Reputation/Good Feeling
About/Trust/ or Admire and Respect) and the seven
reputation dimensions RepTrak® System (Products,
Innovation Workplace, Governance, Citizenship,
Leadership, Performance)” [7].

Nardella, G., Surdu, |, and Brammer, S.
investigated "the implications of corporate social
irresponsibility (CSI) on business reputation across
domestic and international landscapes. Their
findings suggest that CSl incidents in home markets
have a more pronounced negative impact on a
company's reputation than similar events occurring
in international contexts. This relation is explained
by ethnocentric bias, which posits that stakeholders'
reactions to CSI are influenced by the geographic
location of the events" [11].

Newburry, W., Deephouse, D. L., and Gardberg,
N. A. found that "business reputation can serve as
an important signal of corporate values and intentions
in the international business arena. The authors
revealed that a company's reputation influences
decisions related to entry timing, location choice
in foreign markets, and the choice of entry mode
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at the international level, such as options for joint
ventures" [12].

PinheiroA.B.,doPradoN.B.,MoraesG.H.S.M.D.
and Carraro W. B. W. H. elucidate that "stakeholders'
perceptions of business reputation are significantly
influenced by board characteristics, highlighting
the essential role these attributes play in shaping a
firm's reputation and its economic security. Managers
use these signals to influence stakeholders' beliefs
and apply them to guide their decision-making
processes" [13].

Swoboda, Hirschmann, and Batton found that
"individual perceptions of business reputation
are significantly influenced by national culture,
accounting for up to 62% of country-level variance.
The cultural dimensions proposed by Hofstede yield
varying results in the context of business reputation,
thus necessitating a complex application of these
dimensions. Moreover, a strong link between social/
environmental responsibility (SER) and consumer
loyalty is notably enhanced in highly developed
countries with low embeddedness, predominantly
within  Europe, where SER activities primarily
influence consumer loyalty" [15-17].

The purpose of the article. The study aims to
analyze how cross-cultural perceptions impact a
company's business reputation at the international
level. To ensure a thorough analysis, we have chosen
to address the following key questions:

The research methods include analysis and
synthesis, comparative analysis, and systematization
while applying Hofstede’s national dimensions model.
All of these contribute to achieving the article's
intended aims.

Presentation of the main research material..
The COVID-19 pandemic changed the perception
of business reputation worldwide. "The pandemic
has led to an increasingly complex set of pressures
and demands from these stakeholders, including
seismic shifts in societal engagement and corporate
citizenship expectations, and acute uncertainty about
the future" [14].

Reputation is a variable resource that is formed
subjectively in society, based on the culture (for
instance, what is responsible behavior or irresponsible
activity, how trust and faith are formed, and so on) and
depending on the image created in the media and the
perceptions of stakeholders regarding the company's
trustworthiness and reliability.

One potential gap in studying cross-cultural
perceptions of a business's reputation internationally
is the lack of comparative analysis between different
cultural groups. While many studies focus on specific
regions or countries, insufficient research directly
compares how diverse cultural backgrounds influence
the perception of the same company's reputation.
Additionally, existing scientific literature does not
fully address the influence of digital communication

on these perceptions across different cultures.
Understanding these perspectives gives companies
opportunities to aspire to improve their international
reputation management strategies.

Measurement  challenges  complicate the
application of different methods for quantitatively
measuring stakeholder perceptions of reputation
internationally. For example, "studies measuring
corporate reputation internationally indicate that
metric equivalence issues arise when comparing
reputation scores, necessitating standardization to
ensure comparability” [4].

We are convinced that perceptions of business
reputation vary across nations. Our judgment is based
on Hofstede’s national dimensions model, which is
globally applicable and includes power distance,
individualism/collectivism, masculinity, uncertainty
avoidance, long-term orientation, and indulgence.
The use of these analytical methods facilitates
standardization, ensuring comparability of results.
For example, “a study on a German multinational
corporation (MNC) across 37 countries found that
cultural factors explained up to 62% of country-level
variance in reputation perception” [15].

“The Individualism dimension assesses the
degree to which people prioritize self-sufficiency
and personal goals over group interests” [19]. In
countries with a collectivist culture (these countries
have low individualism scores), the societal focus is
directed toward group harmony, developing social
connections, and long-term commitments to the
community.

In individualistic societies (e.g., “the United States
(Individualism dimension value: 60), Canada (72),
Sweden (87), and the United Kingdom (76) [18]),
stakeholders' favorable perception of a company's

business reputation is closely associated with
leadership in innovation, high-quality standards,
financial achievements, and strong corporate

responsibility.

In contrast, in collectivist cultures (e.g., “Brazil
(individualism dimension value: 36), China (43), Saudi
Arabia (48), and South Korea (58)” [18]), corporate
reputation is perceived by stakeholders through the
lens of strong societal relationships, built upon the
company's contribution to societal development,
ethical conduct, and corporate social responsibility.

The Power distance dimension assesses how
hierarchical structures influence societal dynamics
and performance. “The Power distance is the extent
to which the less powerful members of society accept
that power is distributed unequally” [19]. In countries
characterized by a high score Power distance, such
as China (80 [18]) and Saudi Arabia (72 [18]), the
business reputation of a corporation is significantly
affected by the social status of its owners and CEO,
as well as the perception of the company's sustained
success. The impact of corruption scandals on a
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company's reputation is often minimal, as such
practices may be regarded as common business
strategies;  therefore,  stakeholders typically
harbor lower expectations regarding the ethical
responsibilities of top management.

In countries with lower Power distance scores, such
as the United Kingdom (35 [18]) and Sweden (5 [18]),
stakeholders are guided by the criteria of freedom,
equality, and fairness in their perception of business
reputation. In such countries, a company's corporate
transparency and the openness of communication
with stakeholders are primary to establishing a
positive business reputation. For instance, Sweden
consistently ranks at the forefront of anti-corruption
ratings. Swedish stakeholders perceive companies
exhibiting high levels of economic security and
transparency in their operations and accountability
concerning corporate social responsibility and
sustainable development as possessing an admirable
business reputation.

Consumers actively criticize the company's
operations in countries with high individualism and
low power distance. This can negatively impact
a company's business reputation if an ineffective
communication strategy fails to ensure prompt

responses to feedback and complaints. Also, rivals
employ unethical business practices to disseminate
false information through mass media. The rapid
spread of such information can cause substantial
reputational damage, even if a company initiates
legal proceedings to refute defamatory claims.

The Uncertainty avoidance dimension explains “the
degree to which people feel threatened by uncertainty
and try to avoid such situations” [19]. In contrast,
the Long-term orientation dimension characterizes
“the degree to which people demonstrate a future-
oriented or pragmatic perspective” [19]. "China (30),
Sweden (29), and the United Kingdom (35) have a low
Uncertainty avoidance score, while South Korea (85)
and Brazil (76) have a high score" [18]. Regarding the
Long-term orientation dimension, "China (77), South
Korea (86) and the United Kingdom (60) have a high
score, while Brazil (28) and Saudi Arabia (27) have a
low score" [18]. Stakeholders of companies operating
in countries with high uncertainty avoidance pay
special attention to reputation due to strict compliance
with laws and reliability. In contrast, stakeholders
perceive companies with low uncertainty avoidance
as having a successful business reputation due to
adaptability to change and a focus on innovation.
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Countries with a long-term-oriented culture (China)
prioritize strategic planning, long-term loyalty,
and deferred rewards when assessing business
reputation. Countries with a short-term culture (the
United States and the United Kingdom) focus on
quick results, aggressive marketing strategies,
rapid expansion into new markets, and immediate
rewards. For example, in company management,
South Korea is characterized by rigid regulations and
a desire for predictability and control over the future.
The peculiarity of stakeholders' perception of the
business reputation of South Korean companies is
the focus on a high level of reliability, commitment to
traditional corporate values, and strategic stability in
the market. In turn, for example, Chinese companies
with a strong business reputation are perceived by
stakeholders as having sustainable growth in the
long term, highly adaptive to innovation, able to
work in conditions of high uncertainty, and therefore
strategically flexible and pragmatic to changes in the
market.

Scandals and negative news rapidly spread across
social media, such as WeChat, Twitter, Facebook,
and TikTok, significantly damaging society's
trust in a brand. In cultures with high uncertainty
avoidance, negative information can intensify
society's anxiety and necessitate an immediate
company response. To prevent potential threats to a
company's economic security from communication
risks, companies must continuously monitor
public perceptions of their brand, create effective
strategies for refuting misinformation, and actively
engage and cooperate with opinion leaders, brand
ambassadors, and loyal customers in disseminating
false information.

"The Masculinity dimension (motivation towards
achievement and success) describes the predominant
values within a society, distinguishing between a
focus on achievement and success versus concern
for others and quality of life" [19]. "The Indulgence
dimension defines the extent to which individuals
freely express their desires and impulses" [19].
Societies with a high level of masculinity (such as
the USA (62), Great Britain (66), and China (66) [18])
prioritize success, high ambition in self-realization,
material rewards, and high productivity. Meanwhile,
countries with a culture with a low level of masculinity
(Sweden (5) [18]) are distinguished by social harmony
and equality in the labor market. Therefore, in the
perception of stakeholders of the business reputation
of American companies, the focus will be on success
in achieving high profits and high value of the
company's shares in the market, high competitiveness
at the international level, and, for example, Swedish
companies — increased concern for the health and
leisure of employees and the comfort and happiness
of consumers, social responsibility, investments in
environmental restoration.

50

In high-level masculine social media cultures,
maintaining a strong business reputation requires
strategically demonstrating leadership through
success stories and performance metrics highlighting
company achievements, such as expansion, profit
growth, or acquisition of competitors. This includes
demonstrating product development achievements,
significant product quality or customer service
improvements, and recognition through industry
rankings or awards. For instance, in the USA,
companies such as Tesla or Apple actively use
social media to promote advances in technology
and innovation, which is consistent with the values
of masculine culture. In a reputational crisis, a
quick management response and demonstration of
control over the problem are essential, for example,
public explanations of product defects, free repair
programs, and extended warranty periods. As an
example of a company originating from South Korea's
low-level masculinity cultural orientation, Samsung
actively positions itself in the media space not only
as a leader in innovation but also as a proponent of
social responsibility and environmental sustainability.
The company extensively promotes social projects
and ecological initiatives, such as the "Galaxy
Upcycling" program, which focuses on recycling
and repurposing electronic waste. Sweden's IKEA
supports its business reputation in the media by
sharing reports on its environmental impact and
allowing customers to participate in discussions on
open online platforms.

In countries with a high degree of indulgence
(the United Kingdom (69), Sweden (78) [18]), the
central values are freedom of enterprise, personal
well-being, and highly developed consumerism. In
such countries, stakeholders evaluate the reputation
of companies through the prism of corporate
culture, openness and innovation, and brand value.
In countries with a low degree of indulgence (China
(24), Saudi Arabia (14), South Korea (29) [18]),
society adheres to restrained strict norms of behavior
and a high degree of social responsibility; they value
discipline and traditions, which is also reflected in the
stakeholders' perception of the company's business
reputation. For instance, the Brazilian company
Natura Cosmeticos, which originates from a highly
indulgent culture, builds its business reputation
through ethics, social responsibility, and ecological
awareness in the digital media. Natura Cosmeticos
creates engaging content that inspires the audience
toward self-expression, openness to conscious
consumption of cosmetic products, and a model of
sustainable beauty. An example of a company with a
culture with a low Indulgence indicator is Almarai, the
largest manufacturer of dairy products and beverages
in the Middle East. In the digital media space, the
company maintains animage of strictadherence to the
principles of halal production, high-quality products,
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social responsibility, and commitment to family
values and national traditions. At the same time, it is
worth noting the characteristic features of business
reputation management in the digital media space -
minimization of entertainment content, emphasis on
educational projects, and social initiatives.

Therefore, creating and developing a positive
business reputation at the international level is a
strategic task for ensuring the company's economic
security — attracting and retaining highly qualified
personnel, creating investor trust, and deepening
consumer loyalty. This goal primarily requires an
active understanding of the cross-cultural context
of the market environment, adherence to ethical
standards, and the effective use of digital tools in
building transparent and reliable interactions with
stakeholders.

Conclusions. The perceptions of business
reputation are dynamic and culturally determined.
At the same time, reputation remains a subjective
category, depending on both business strategies and
the interpretation of these strategies in the public
consciousness and media space. The analysis
showed that the perception of business reputation
significantly depends on national culture. Using
Hofstede's cultural dimensions model, we identified
key differences: in individualistic cultures (e.g., the
United States and Sweden), business reputation
is based on innovation, leadership, and financial
success, while in collectivist societies (e.g., China
and Saudi Arabia), it is built on long-term social ties
and corporate ethics. In addition, the level of power
distance influences the expectations of society: in
countries with high power distance, a company's
reputation is closely linked to the social status of its
leaders, while in societies with low power distance
(e.g., the UK and Sweden), transparency and fairness
are key factors.

Digital communication is an effective tool in
reputation management, particularly during reputation
crises. Both mass and social media facilitate rapid
responses to reputational threats, but it needs to
consider the cultural context of digital communication
strategies. Stakeholders' perceptions of business
reputation in masculine cultures (like the USA and
China) focus on accomplishments and leadership. In
contrast, stakeholders™ perception of the company's
business reputation from countries with more
feminine cultures (such as Sweden and South
Korea) concentrate more on being recognized for
their social responsibility and sustainable practices.
To effectively develop an international business
reputation, we recommend that companies adjust
their digital communication strategies according to
the cultural traits of their target markets, considering
differences in the perception of social values of
accomplishments, responsibility, and stakeholders’
expectations.

Future research prospects entail a comprehensive
analysis of digital communications transformations
within the context of reputation management in a
globalized environment.
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