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| ABSTRACT 

This review seeks to examine the effectiveness of impression management through the lens of the G20 Presidency branding for lessons in the 

efforts of organizations when expanding into the international business sphere. Organizations increasingly require novel approaches, such as 

cultural sensitivity and integration, and to understand regional and global differences and manage engagement in global contexts, that 

commence with refining of the local brand. This review contemplates the approach to the G20 Presidency branding as an important reflection 

in tailoring impression management strategies to the local contexts and effectively serving the target audiences. Markets are transitioning from 

domestic to international contexts, justifying the need to invest in impression management.  The review focuses on innovative strategies for 

G20 Presidency branding and  impression management, and how to enhance international significance in an increasingly competitive business 

environment. It synthesizes existing literature on impression management and applies the findings to contemporary business activities. The key 

topics for review include impression management in different regions, and how each country over the past five years uniquely branded the G20. 

The main countries examined are Saudi Arabia (2020), Italy (2021), Indonesia (2022), Brazil (2024), and South Africa (2025). The review also 

includes innovative approaches to global branding, evidence-based strategies for impression management, the role of technology in impression 

management, and seizing impression management opportunities and navigating associated challenges. All these topics affirm the role of 

impression management in aligning business values with community needs and advancing cultural intelligence, continuous improvement, and 

ethical practices.  The review has noted that impression management affects organizational outcomes for firms entering new markets. It also 

influences countries’ appeal to the global community while maintaining their national identities. During the G20 presidency, Saudi Arabia, Italy, 

Indonesia, Brazil, and South Africa employed distinct branding methods to increase their global appeal. Therefore, organizations must adjust 

their impression management strategies based on their regions of operations. The Northern, Western, Southern, and Eastern regions have 

different priority areas that must be adopted by businesses in their impression management efforts. The review has also emphasized the need 

to abandon traditional approaches for more contemporary strategies for navigating international branding. Innovative approaches such as 

cultural adaptability and complexity are necessary steps in aligning business operations with diverse cultural contexts. Some of the evidence-

based approaches to impression management include adapting communication to environmental and cultural contexts, investing in 

sustainability, advancing employee engagement, and incorporating cultural intelligence in business operations. Thus, businesses should seize 

opportunities in the field of impression management.  Transitioning from the domestic to international markets requires businesses to address 

contextual and cultural strategy differences. Evidence-based impression management strategies will foster collaboration and inclusivity. 

Organizations can leverage technologies like virtual and augmented reality to deliver immersive brand experiences that highlight their values 

and products, fostering customer loyalty. Equally important are inclusivity and ethical leadership. Integrating regional narratives into global 

campaigns enhances cultural relevance and supports a more inclusive approach to international branding. Future research should focus on the 

evolution of impression management approaches as seen in evolving domestic and international market trends. 
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Introductory Overview 

The conceptualization of the Group of 20 nations, commonly known as the G20, had as the founding intention of its early 

custodians giving impetus to global representation and leadership effectiveness in global governance (Kirton, 2019). The visionary 

conception appears to have prevailed, evidenced by the upgrade to the level of presidents and heads of state during the economic 

and financial global crisis of 2007, and later the G20’s  designation as the global premier forum for cooperation in international 

economics. The G20 Summit is held under the leadership of a rotating annual presidency. The architecture of the rotating 

presidency lends itself to inquiry contemplating the branding of G20 and how the impression of this global economic entity is 

managed.  Rewizorski (2017) acknowledges the consequent emergence of global governance in the guise of the G20 but also 

contends that the phenomenon of varied contexts comes to the forefront as a multifarious diversity that keeps itself aligned with 

purposeful and unspoken arrangements. This consideration bears out the ostensible intention of cooperation despite some 

government structures being unvaryingly hierarchical (Rewizorski, 2017; Kirton, 2019). It is at this juncture that the contemplation 

of impression management becomes a consideration. The mantle of the G20 presidency serves as a platform for states to 

coordinate the G20 agenda by consulting members and responding to global economic developments, ensuring collective focus 

and timely international cooperation (G20 India, 2023). Given that the G20 presidency leadership rotates annually between the 

grouping of nations as shown in table 1.0 below, lessons arise on how organizational branding becomes an essential development 

to facilitate cooperation and foster engagement. Over the past five years, the G20 rotating presidency has been in Saudi Arabia 

(2020), Italy (2021), Indonesia (2022), India (2023), Brazil (2024) and South Africa (2025), and it is scheduled for the USA in 2026 

(G20 India, 2023; G20 South Africa, 2024).   

 

Table 1.0 The Groups of G20 Presidency Leadership Countries for Annual Rotation  

Information sourced from G20 India (2023) and G20 South Africa (2024)  

Group 1 Group 2 

 

Group 3  

(Latin America) 

 

Group 4  

(Western Europe) 

 

Group 5 

 (East Asia) 

• Australia  

 

• Canada 

 

• Saudi Arabia 

 

• United States 

• India 

 

• Russia 

 

• South Africa 

 

• Turkey 

• Argentina 

 

• Brazil  

 

• Mexico 

• France 

 

• Germany 

 

• Italy 

 

• United Kingdom 

• China 

 

•  Indonesia 

 

• Japan 

 

• South Korea 

• The European Union 

• The African Union  

 

There are various ways that organizations can demonstrate growth, including shifting from local to international markets, which is 

particularly important given the way the world has become increasingly connected. Although such an expansion may be 

challenging, it can be achieved through careful consideration and putting effective strategic approaches in place. Using tools like 

impression management, which refers to the strategic way organizations present their core values and identity, can assist these 

organizations in navigating such complexities. This essay examines the effectiveness of impression management, not only in the 

organizations’ effective branding but also in its successful expansion into international markets. This also involves looking at how 

such businesses can use and adopt innovative strategies like Ubuntu leadership and cultural integration to analyze regional 

differences and, in so doing, enhance their international significance and the impact they have on consumers. 

 

Impression Management in Different Regions 

The importance of impression management for any business entering a new market cannot be overlooked, as it affects 

organizational outcomes. For effective impression management, organizations must ensure that they have a thorough 

understanding of the regional differences that affect their culture and customer expectations, including sociopolitical situations, 

https://en.wikipedia.org/wiki/Australia
https://en.wikipedia.org/wiki/Canada
https://en.wikipedia.org/wiki/Saudi_Arabia
https://en.wikipedia.org/wiki/United_States
https://en.wikipedia.org/wiki/India
https://en.wikipedia.org/wiki/Russia
https://en.wikipedia.org/wiki/South_Africa
https://en.wikipedia.org/wiki/Turkey
https://en.wikipedia.org/wiki/Argentina
https://en.wikipedia.org/wiki/Brazil
https://en.wikipedia.org/wiki/Mexico
https://en.wikipedia.org/wiki/France
https://en.wikipedia.org/wiki/Germany
https://en.wikipedia.org/wiki/Italy
https://en.wikipedia.org/wiki/United_Kingdom
https://en.wikipedia.org/wiki/China
https://en.wikipedia.org/wiki/Indonesia
https://en.wikipedia.org/wiki/Japan
https://en.wikipedia.org/wiki/South_Korea
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to avoid mismanagement (Sezer, 2022). This section draws from the World Bank’s classification of global regions to highlight how 

organizations can adjust impression management techniques for Northern, Eastern, Western, and Southern regions. 

 

Given that the Northern business sphere like the UK, Europe, and Scandinavian countries has features of bureaucracy, procedural 

vigor, and order, any organization operating in these regions must ensure that it prioritizes order, and clarity, and adheres to the 

set procedures (Baurer, 2024). There must be transparency and sustainability in their initiatives and annual reports. For instance, 

Edgar et al. (2018) examine how private finance initiatives (PFIs) from the UK have been criticized for integrating impression 

management in their annual reports to legitimize practice in the private sector. The evaluation indicated that the PFIs integrated 

impression management specifically in seasons of uncertainty to ensure they maintained the desired public perception, an aspect 

that Oliveira and Borges (2019) highlight. Additionally, these regions strongly emphasize rules and regulations, an aspect that 

encourages the use of communication strategies that call for compliance and accountability (Ozsozgun et al., 2021). Such a 

structured approach is effective as it increases the confidence that investors have in the organization and in so doing reinforces its 

integrity.  

 

On the other hand, the Eastern business sphere that comprises the Asian giants like Japan, Singapore, Malaysia, South Korea, and 

India has features of digital transformation, quality improvement, and high productivity with a low leisure focus. Thus, organizations 

should make use of impression management strategies that will not only ensure technological competence but also continuous 

growth (Lugtu, 2023). Research by McFarland et al. (2023), for instance, emphasizes the significance of impression management in 

construction and management contexts by highlighting citizenship behaviors, faking perspectives, and human-computer 

interactions with emphasis on contextual awareness and adaptability. In the same way, Arseneault (2020) looks at the significance 

of cross-cultural differences in the successful implementation of impression management strategies, mainly in areas that require 

recruitment or branding adaptation. Besides, organization can use innovative technology in branding, such as in developing 

messages that align with regional preferences. 

 

 Impression management in Western regions like the US and Canada mostly revolves around sustainable development, market 

leadership, and innovation. For instance, Greene, Hoffman, and Stark (2019) highlight how companies in Silicon Valley make use 

of narrative techniques to create stories of resilience and success that captivate consumers as they align with their expectations 

for ethical practices and transparency. The study by Moreno and Jones (2022) highlights the use of impression management in 

corporate annual reports during a global financial crisis. The researchers reviewed the significance of management during an 

economic crisis by exploring the events of the 2008-2012 global financial crisis. Their findings highlight how organizations in Spain 

used careful messaging to create favorable benchmarks and maintain stakeholder trust during economic uncertainty. Besides, 

Western culture is predominantly about individualism which means that for any organization to be successful, it should modify its 

messages to resonate with consumers on a personal level. 

 

Lastly, countries in the Southern region like Brazil, South Africa, and Australia mostly emphasize approaches like inclusivity and 

social connection that reflect personal relationships and community engagement. This is a significant focus that is in line with 

transforming cultures that not only connect organizational values with positive outcomes but also promote trust and cooperation 

(Celep et al., 2024). Such principles are further demonstrated in Lovemore Mbigi’s concept of Ubuntu, which promotes aspects like 

collaboration and shared humanity (Mbigi, 2023). For instance, Mbigi suggests that for organizations to enhance their appeal, they 

should promote community outreach programs and celebrate local culture. This not only builds trust but also demonstrates a 

commitment to the well-being of the community.  

 

The importance of impression management in positioning diverse target markets in ways that ensure growth cannot be 

overlooked. The effectiveness of impression management lies in its ability to modify strategies to incorporate and recognize 

regional differences, thereby bridging social, cultural, and economic differences in a way that fosters deep connections with the 

target audience. Such an approach can assist organizations to not only enhance credibility but also solidify their presence in the 

global market through meaningful and culturally enhanced connections.  

 

The Unique Branding of G20 Presidency Countries Over the Past Five Years  

 

Saudi Arabia (2020) 

Saudi Arabia’s G20 presidency was branded as an opportunity to foster consensus on global issues. During its G20 presidency, 

Saudi Arabia emphasized the importance of presenting the perspectives of the Middle East and North Africa, viewing it as a chance 

to shape global consensus (Embassy of the Kingdom of Saudi Arabia in the United Kingdom, 2018). The Kingdom expressed its 

dedication to ensuring that the G20 reflected inclusive and diverse views. To achieve the goal, Saudi Arabia extended invitations 

to various non-member countries, including Jordan, Singapore, Spain, and Switzerland. It also welcomed regional organizations 

such as the Islamic Development Bank, the Arab Monetary Fund, and the Socialist Republic of Vietnam as the Chair of the 
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Association of Southeast Asian Nations (Embassy of the Kingdom of Saudi Arabia in the United Kingdom, 2018). The strategies 

demonstrated Saudi Arabia’s goal of broadening participation and strengthening global dialogue during its G20 leadership. 

 

To retain its national identity while appealing to other G20 nations, Saudi Arabia uniquely branded its G20 rotating presidency in 

2020 by emphasizing cybersecurity, reflecting its digital transformation goals under the Vision 2030 program. Since its 

establishment, Saudi Arabia’s National Cybersecurity Authority (NCA) has collaborated with the public and private sectors, along 

with global partners, to enhance the nation's cybersecurity (National Cybersecurity Authority of the Kingdom of Saudi Arabia, 

2021). Its efforts aim to protect national security, high-priority sectors, critical infrastructure, and essential government functions, 

aligning with Vision 2030. The NCA’s strategic vision of ensuring a secure, resilient, and trusted Saudi cyberspace that fosters 

growth and prosperity shows the country’s commitment to creating a balanced approach to sustaining economic advancement 

and strengthening cybersecurity while ensuring a trustworthy digital environment for national development (National 

Cybersecurity Authority of the Kingdom of Saudi Arabia, 2021). By promoting cybersecurity discussions during the G20 summit, 

Saudi demonstrated its priority for enhancing the safety of its digital systems as enshrined in its Vision 2030 plan. 

 

Italy (2021) 

The Italian G20 presidency adopted the overarching theme of “People, Planet, Prosperity”, which guided the main working sessions 

during the Rome Summit. The theme was chosen to emphasize the interconnectedness of social well-being, environmental 

sustainability, and economic growth. Italy persuaded G20 leaders to intensify efforts to halt and reverse biodiversity loss by 2030 

(Council of the European Union, 2025). The leaders committed to conserving or protecting at least 30% of global land, oceans, and 

seas by 2030. Additionally, the summit encouraged global collaboration, calling on other nations to join the G20 in the ambitious 

goal of planting one trillion trees by 2030, with active participation from both the private sector and civil society. It also served as 

a platform to unite efforts ahead of the COP26 United Nations Climate Change Conference in Glasgow, which was held later that 

year (Council of the European Union, 2025). G20 leaders reaffirmed their support for the comprehensive implementation of the 

United Nations Framework Convention on Climate Change (UNFCCC) and the 2015 Paris Agreement, emphasizing collective 

climate action. 

Italy also maintained its identity as a technology-driven economy during the 2021 G20 summit. Global institutions, venture 

capitalists and heads of corporations came together to exchange insights on technological innovation. The summit created a 

platform for contributions from prominent keynote speakers, including Vittorio Colao, Minister for Technological Innovation and 

Digital Transition; Enrico Resmini, CEO of CDP Venture Capital – National Fund for Innovation; and Carlo Ferro, President of the 

Italian Trade Agency (Innovation League, 2021). Their remarks enriched the discussion, highlighting diverse perspectives on 

fostering meaningful and forward-thinking innovation. A G20 side event in Rome also showcased how design contributes to 

shaping Italy’s global image. The exhibition featured standout Italian design pieces from recent years, highlighting the country’s 

blend of technology, innovation, and cultural identity through excellent design (G20 Italia, 2021). Alongside the G20’s core themes, 

Italian exhibitions emphasized innovation and creativity. 

 

Indonesia (2022) 

Indonesia’s presidency of the G20 took place during a period of significant global challenges, including sharp divisions over the 

Russia-Ukraine conflict and heightened concerns about rising global food and energy prices. Taking over the leadership while the 

world was still grappling with the aftermath of the COVID-19 pandemic and a global economic downturn, Indonesia faced the 

added burden of navigating climate-related disasters and escalating geopolitical tensions (Ao, 2023). Despite the difficulties, 

Indonesia focused its presidency on fostering global collaboration and maintaining momentum on recovery efforts. Under the 

theme “Recover Together, Recover Stronger”, the Indonesian G20 presidency identified three main priorities: strengthening global 

health systems, advancing a sustainable energy transition, and promoting digital transformation (Ao, 2023). The focus areas were 

chosen to guide coordinated international strategies for a resilient and inclusive global recovery. During the launch of Indonesia’s 

G20 presidency on December 1, 2021, President Joko Widodo underscored the importance of global unity and cooperation in 

addressing pressing global challenges (Ao, 2023). He emphasized the need to work together on health, climate action, and 

sustainable development. These three pillars served as the foundation for initiatives aimed at accelerating progress toward long-

term economic recovery and stability in a rapidly changing global environment. 

The Indonesian G20 presidency also helped the country to demonstrate its focus on fostering micro, small, and medium enterprises 

(MSMEs), which play a key role in the country’s development. In Indonesia, women make up the majority of MSME owners, 

demonstrating quick adaptation to digital technology and resilience in formalizing their businesses (Komarudin & Fadlillah, 2024). 

During its G20 presidency, Indonesia prioritized support for the women-led enterprises through three key initiatives: enhancing 

key performance indicators to reflect women’s leadership in the private sector, reinforcing private sector commitment to gender 

equality, and improving the quality and accessibility of services tailored to women-run MSMEs. The focus reflected the country’s 

culture of supporting MSMEs, mainly those spearheaded by women. 
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Brazil (2024) 

Brazil’s G20 presidency was branded as an opportunity to address international challenges affecting developing nations. With the 

theme “Building a Just World and a Sustainable Planet”, Brazil emphasized three key priorities for the summit: combating poverty, 

inequality, and hunger; advancing all aspects of sustainable development such as social, environmental, and economic; and 

restructuring global governance structures (Jütten & Paris, 2024). One of the key outcomes of the summit was the establishment 

of the Global Alliance against Hunger and Poverty. The alliance includes 148 founding members, encompassing 82 countries, the 

European Union, the African Union, and various international agencies (Jütten & Paris, 2024). Its main objective is to support over 

500 million individuals in low- and lower-middle-income nations through cash transfer programs to alleviate hunger. The initiative 

reflects Brazil’s commitment to equity and sustainability on a global scale and its intent to foster meaningful international 

cooperation. 

Brazil also maintained its national identity by highlighting key issues that the government prioritized, including combating hunger 

and fostering sustainable development. The government has launched several efforts to improve food security. For instance, the 

Brazilian Cooperation Agency leads technical cooperation projects that strengthen local farming, build institutional capacity, and 

support family agriculture (Institute of Development Studies, 2023). Additionally, the government has restructured the National 

Food and Nutrition Security System, which includes participatory councils operating at federal, state, and municipal levels, to 

ensure more inclusive and effective governance in addressing food and nutrition issues. The initiatives are among the 

distinguishing elements of the Brazilian identity.   

 

South Africa (2025) 

South Africa brands its G20 presidency in 2025 as an opportunity to address the world’s pressing challenges. While 

the government recognizes that global challenges such as inequality, unemployment, and under-development are shared, their 

root causes and impacts vary widely (G20 South Africa, 2025). A meaningful transformation requires G20 nations to place inequality 

at the core of economic policymaking. Disparities in wealth and development—both across and within nations—undermine 

sustainable growth, stability, and justice. The issues are particularly severe in the Global South, where unequal access to resources, 

inadequate and unreliable funding for development and climate initiatives, and heightened exposure to global health crises amplify 

existing divides (G20 South Africa, 2025). Moreover, skewed control over key development assets and recurring global shocks have 

intensified vulnerabilities. High levels of sovereign debt further constrain progress, compelling many countries to prioritize debt 

repayment over essential development goals. Addressing these structural imbalances is crucial for building a more equitable and 

resilient global economy. 

South Africa maintains its national identity during the G20 presidency by focusing on addressing pressing global issues, fostered 

by inclusive partnerships across all sectors and guided by the principle of Ubuntu. The Ubuntu ideology is an African philosophy 

that highlights the interconnectedness of people and communities, reinforcing the idea that no nation can succeed in isolation 

(G20 South Africa, 2025). Efforts to achieve prosperity while others remain in poverty undermine shared humanity. South Africa’s 

G20 presidency is grounded in the Ubuntu belief, recognizing that collaboration is vital for global progress. According to Vandome 

(2025), multilateralism is a foundation for South African foreign policy.  By embracing the Ubuntu spirit, South Africa promotes 

collective action, emphasizing collaboration to build a more equitable and sustainable future for all.  

Employing the Ubuntu approach, which prioritizes empathy, collaboration, and shared success, is beneficial to organizations as it 

offers a transformative approach to impression management. This approach challenges the traditional dominant WEIRD (Western, 

Educated, Industrialized, Rich, and Democratic) frameworks by emphasizing inclusivity in global branding efforts (West, 2014). 

Organizations can integrate Ubuntu ideologies to foster a sense of belonging and mutual respect among different stakeholders, 

as the approach enhances brand reputation, and promotes long-term sustainability through ethical and socially responsible 

practices. 

 

Innovative Strategies for Global Branding 

There is a need for organizations to look past traditional approaches if they are to effectively navigate international branding 

(Toufalla, 2024). This means implementing innovative strategies, such as cultural complexity and adaptability, which reflect different 

cultural contexts.  A Forbes publication, for instance, looks at the concept of regional influence and how organizations must ensure 

that they have effective measures in place to handle the cultural complexities that arise in the business. For example, the issue of 

Western capitalism with Eastern collectivism can be handled by balancing individualism and community values. This can be 

achieved through customizing messages and employing narrative techniques specific to a particular region (Forbes, 2024). 

Organizations must always be ready to adjust their strategies to meet ever-changing cultural aspects by for example analyzing 

real-time data to gain insight into consumer behavior, which will assist them in modifying their branding more effectively.  These 

approaches lay a solid foundation for credibility, which is further strengthened by evidence-based strategies. The next section 

looks at how data-driven insights and context-specific evidence can refine impression management techniques, in a way that 

ensures alignment with diverse environmental and economic aspects for sustainable and effective branding. 
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Evidence-Based Approaches to Impression Management 

To ensure credibility, organizations must ground their impression management strategies in solid evidence. Research by Caliskan 

et al. (2021) underscores the significance of adapting communications to economic and environmental contexts. A study by 

Moreno and Jones (2022) found that companies in financial crises employed nuanced impression management strategies to 

maintain credibility without appearing dishonest. Building on this, Alo et al. (2023) argue that businesses in emerging markets 

often employ collaborative strategies, like partnerships with local influencers, to enhance authenticity and relevance. 

 

In modern societies, sustainability remains a core concept used tactically by organizational leaders to manage impressions through 

the public statements they provide. The study by Caliskan et al. (2021) reviewed the tactics used by Turkish CEOs in their 

sustainability reports. The research shows that the statements allow the companies to highlight and carefully select their programs. 

Furthermore, Caliskan et al. (2021) note that impression management is context-specific, and tactics should illustrate each 

organization’s environmental context. It also requires strategic coordination of internal and external communications. For instance, 

McFarland et al. (2023) highlight that such management is essential for fostering organizational cohesiveness and employee 

engagement. By crafting messages that resonate with employees, companies can develop a cohesive brand identity that extends 

beyond their external image. Organizations can use data-driven insights in identifying key audience segments. Furthermore, 

impression management programs should incorporate cultural intelligence to understand local tastes and messages.  

 

Technology and Impression Management 

Modern impression management relies heavily on technology, enabling companies to communicate with customers worldwide. 

Social media platforms, data analytics, and artificial intelligence facilitate real-time public perception tracking and message 

personalization. For example, sentiment analysis can help businesses refine their branding strategies. Interactive digital campaigns 

can further strengthen audience relationships by encouraging feedback and engagement (Caliskan et al., 2021; McFarland et al., 

2023). Organizations can utilize innovative technologies such as virtual and augmented reality to develop immersive brand 

experiences that effectively highlight their values and products and enhance customer loyalty (Bailenson et al., 2004).  

Nevertheless, there are opportunities and challenges in global impression management. Challenges include regulatory language 

differences that may hinder the development of a common global brand given that some campaigns that work in one region may 

not work in another due to cultural differences (Caliskan et al., 2021). Edgar et al. (2018) stress that businesses have to make 

decisions regarding managing regional legal risks to ensure legal compliance and preserve reputation. 

Further, the digital age complicates reputation management through real-time online monitoring. McFarland et al. (2023) explain 

that digital platforms facilitate the spread of both good and bad impressions and that organizations need to have a robust system 

for monitoring these impressions. Ignoring online problems can harm a company's reputation and lead to loss of customer 

confidence. Notwithstanding these challenges, global impression management presents a lot of opportunities for local innovation; 

big shots or influencers can help a marketing strategy be relevant and authentic in different markets.  

 

Finally, inclusivity and ethical leadership are vital for global branding success. Mbigi (2024) notes that incorporating regional 

storylines into global advertising helps promote cultural resonance and inclusivity. Similarly, Chong & Patwa (2023) highlight the 

benefits of ethical marketing practices in fostering stakeholder trust and long-term sustainability.  Organizations can amend their 

strategies with time to connect with a variety of audiences through technology to read the environment (Kaplan & Haenlein, 2010). 

Hence, organizations can establish themselves as useful and culturally aware global players by addressing the issues of the day. 

The integration of cultural intelligence, technology, and the inclusive principle of Ubuntu provides a sound approach to handling 

the difficulties of global branding while taking its chances.  

 

Navigating Challenges and Seizing Opportunities in Global Impression Management 

The development of a cohesive worldwide brand may be impeded by cultural misalignment, language differences, and legal 

management issues. Because of cultural or language differences, what works well in one place might not work well in another. 

Traditionally, businesses have addressed legal differences by avoiding and addressing common procedural misperceptions in 

various regions to preserve stakeholders' trust and guarantee legal compliance. Managing one's reputation in the digital age 

presents new challenges in real-time. Digital platforms increase both positive and negative impressions. Working together with 

local leaders or influencers is one example of a collaborative approach that can improve the relevance and authenticity of 

impression management, for example responsiveness, incorporating local cultures, stories, and Mbigi’s Ubuntu-type experience 

(2024). Global campaigns can also help brands become more inclusive by using technology to analyze market sentiment, which 

enables businesses to modify their strategies to reach different customers at different times. Culturally-sensitive Ubuntu 

organizations can navigate challenges and assist with global branding while utilizing the opportunities that the organizations seek 

to expand their market. 
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Conclusion 

As markets transition from domestic to international, impression management must strategically address cultural and contextual 

differences. The approaches used by different countries during their G20 presidencies signify the need to adapt impression 

management methods to national and organizational priorities. While Saudi Arabia’s G20 presidency was promoted as an 

opportunity to advance consensus on global challenges, Brazil’s G20 presidency was labeled as a platform to address 

international challenges affecting developing nations. Other countries such as Italy, Indonesia, and South Africa also focused on 

specific concepts to ensure effective impression management. Approaches should be tailored to local contexts to ensure the target 

audience comprehends the message. By adopting frameworks like Ubuntu, organizations can foster inclusivity and collaboration, 

which are vital for building lasting stakeholder relationships. Evidence-based strategies enhance credibility and adaptability. 

Additionally, integrating advanced technologies such as sentiment analysis and immersive experiences enables companies to 

adjust their strategies in response to evolving market trends. Ultimately, impression management aligns organizational values with 

community expectations, emphasizing cultural intelligence, ethical practices, and continuous improvement as essential for gaining 

trust in the global marketplace. It serves as a guiding force for businesses striving for sustainability in an increasingly interconnected 

world. 

 

Disclaimer: 

The views expressed are entirely those of the coauthors, and therefore are not necessarily perspectives of the institutions associated 

with the coauthors. Furthermore, the coauthors are not responsible for any errors or omissions, and/or for the results obtained from 

the sources used to generate this review publication. The coauthors therefore have no liability to any person for any loss or damage 

arising out of the use of, or the inability to use, the information provided in the review. 

 

Conflicts of Interest: The authors declare no conflict of interest. 
Publisher’s Note: All claims expressed in this article are solely those of the authors and do not necessarily represent those of 

their affiliated organizations, or those of the publisher, the editors and the reviewers.  

 

References 

Alo, O., Ali, I., Zahoor, N., Arslan, A., & Golgeci, I. (2023). Impression management and leadership in failing or failed business-to-business firms 

during and post-COVID-19: Empirical insights from Africa. Industrial Marketing Management, 113, 1–13. 

https://www.sciencedirect.com/science/article/pii/S0019850123000950 

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC10232016/ 

 

Ao, T. (2023, February 3). Indonesia’s G20 presidency: Factors and priorities that set its agenda. Indian Council of World Affairs. 

https://www.icwa.in/show_content.php?lang=1&level=3&ls_id=9051&lid=5884 

 

Arseneault, R. A. (2020). The impact of cross-cultural impression management differences on recruitment and selection. PhD dissertation in Business 

Administration, Saint Mary’s University, Halifax, Canada 

https://library2.smu.ca/bitstream/handle/01/29482/Arseneault_Rene_PHD_2020.pdf?sequence=1&isAllowed=y 

 

Bailenson, J. N., Beall, A. C., Loomis, J., Blascovich, J., & Turk, M. (2004). Transformed social interaction: Decoupling representation from behavior 

and form in collaborative virtual environments. Presence: Teleoperators and Virtual Environments, 13(4), 428–441.  

https://sites.cs.ucsb.edu/~mturk/pubs/PRESENCE.pdf 

https://scholar.archive.org/work/bjpv7pclpbadjj3h2iheg4uafy/access/wayback/http://www.cs.ucsb.edu/~mturk/pubs/Presence2004.pdf 

 

Baurer, M. (2024). Europe’s Misguided Obsession with Bureaucracy. Retrieved from  

https://ecipe.org/blog/europe-misguided-obsession-with-bureaucracy/ 

 

Celep, A., Brenner, S., & Mosher-Williams, R. (2024). Internal Culture, External Impact: How a Changemaking Culture Positions Foundations to 

Achieve Transformational Change–With 2024 Prologue. The Foundation Review, 16(1), 8. 

https://scholarworks.gvsu.edu/cgi/viewcontent.cgi?article=1288&context=tfr 

 

Chong, W. K., & Patwa, N. (2023). The value of integrity: Empowering SMEs with ethical marketing communication. Sustainability, 15(15), 11673. 

https://www.mdpi.com/2071-1050/15/15/11673/pdf 

 

Council of the European Union. (2025). G20 summit, Rome, Italy, 30-31 October 2021. 

https://www.consilium.europa.eu/en/meetings/international-summit/2021/10/30-31/ 

 

Edgar, V., Beck, M., & Brennan, N. M. (2018). Impression management in annual report narratives: The UK private finance initiative case. 

Accounting, Auditing & Accountability Journal, 31(6), 1566-1592. 

https://researchrepository.ucd.ie/server/api/core/bitstreams/2fb8b2a1-2b66-49dc-a866-b7ce7f69df41/content 

https://researchrepository.ucd.ie/bitstreams/2fb8b2a1-2b66-49dc-a866-b7ce7f69df41/download 

https://www.sciencedirect.com/science/article/pii/S0019850123000950
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC10232016/
https://www.icwa.in/show_content.php?lang=1&level=3&ls_id=9051&lid=5884
https://library2.smu.ca/bitstream/handle/01/29482/Arseneault_Rene_PHD_2020.pdf?sequence=1&isAllowed=y
https://sites.cs.ucsb.edu/~mturk/pubs/PRESENCE.pdf
https://scholar.archive.org/work/bjpv7pclpbadjj3h2iheg4uafy/access/wayback/http:/www.cs.ucsb.edu/~mturk/pubs/Presence2004.pdf
https://ecipe.org/blog/europe-misguided-obsession-with-bureaucracy/
https://scholarworks.gvsu.edu/cgi/viewcontent.cgi?article=1288&context=tfr
https://www.mdpi.com/2071-1050/15/15/11673/pdf
https://www.consilium.europa.eu/en/meetings/international-summit/2021/10/30-31/
https://researchrepository.ucd.ie/server/api/core/bitstreams/2fb8b2a1-2b66-49dc-a866-b7ce7f69df41/content
https://researchrepository.ucd.ie/bitstreams/2fb8b2a1-2b66-49dc-a866-b7ce7f69df41/download


IJMER 4(1): 28-36 

 

Page | 35  

 

Embassy of the Kingdom of Saudi Arabia in the United Kingdom. (2018). Saudi Arabia assumes 2020 G20 Presidency. 

https://embassies.mofa.gov.sa/sites/uk/EN/AboutDiplomaticMission/MissionNews/Pages/Saudi-Arabia-assumes-2020-G20-

Presidency.aspx 

 

Forbes Communications Council. (2024). Cultural complexities: Why global companies must understand regional influences on corporate culture. 

Retrieved from  

https://www.forbes.com/councils/forbescommunicationscouncil/2024/11/08/cultural-complexities-why-global-companies-must-

understand-regional-influences-on-corporate-culture/ 

 

Greene, D., Hoffman, A. L., & Stark, L. (2019). Better, nicer, clearer, fairer: A critical assessment of the movement for ethical artificial intelligence 

and machine learning. Proceedings of the 52nd Hawaii International Conference on System Sciences. Retrieved from 

https://scholarspace.manoa.hawaii.edu/server/api/core/bitstreams/849782a6-06bf-4ce8-9144-a93de4455d1c/content 

G20 India. (2023). About G20. Published by the Ministry of External Affairs, Government of India. Retrieved from  

https://www.g20.in/en/about-g20/about-g20.html 

 

G20 Italia. (2021). Rome summit. Retrieved from  

http://g20italy.org/rome-summit.html 

 

G20 South Africa. (2024). Overview G20. Published by the Department of  

International Relations & Cooperation, Republic of South Africa. Retrieved from  

https://g20.org/about-g20/overview/ 

 

G20 South Africa. (2025). South Africa will hold the G20 Presidency from 1 December 2024 to 30 November 2025, only five years before the 

deadline of the United Nations (UN) 2030 Agenda. Retrieved from 

https://g20.org/g20-south-africa/g20-presidency/ 

 

Innovation League. (2021). A special event hosted by the Italian G20 presidency.  Retrieved from  

https://www.ice.it/it/sites/default/files/inline-files/White_Book_con_prefazione_web-final.pdf 

 

Institute of Development Studies. (2023). Brazil’s return: Towards zero hunger. Retrieved from  

https://www.ids.ac.uk/opinions/brazils-return-towards-zero-hunger-again/ 

 

Jütten, M., & Paris, K. (2024). The 2024 G20 summit in Rio de Janeiro.  European Parliament. Retrieved from 

https://epthinktank.eu/2024/11/25/the-2024-g20-summit-in-rio-de-janeiro/ 

 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of social media. Business Horizons, 53(1), 59–68. 

https://www.academia.edu/download/7788805/kaplan%20and%20haenlein%202010%20-%20social%20media.pdf 

https://gc.scalahed.com/recursos/files/r161r/w23969w/Kaplan_Andreas-Users_of_the_world_unite.pdf 

 

Khilji, S. E., Zeidman, N., Drory, A., Tirmizi, A., & Srinivas, E. S. (2010). Crossvergence of values: An analysis of the use of impression management 

strategies in India, Israel, and Pakistan. International Business Review, 19(4), 419-431.  

https://www.academia.edu/download/57043564/IBR768_Kijili_Zaidman.pdf 

 

Kirton, J. J. (2019). The G20: representativeness, effectiveness, and leadership in global governance. In Guiding Global Order (pp. 143-172). 

Routledge. 

https://www.taylorfrancis.com/chapters/edit/10.4324/9781315204802-12/g20-representativeness-effectiveness-leadership-global-

governance-john-kirton 

 

Komarudin, U., & Fadlillah, S. (2024). Indonesia's G20 leadership: Navigating national ambitions on the global stage. Jurnal Politik Profetik, 12(1), 

1-18.  

https://journal.uin-alauddin.ac.id/index.php/jpp 

 

Lugtu, R. (2023). The state of digital transformation in Asia. Retrieved from  

https://www.institutefordigitaltransformation.org/the-state-of-digital-transformation-in-asia/ 

 

Mbigi, L. (2023). Ubuntu in business leadership. Retrieved from 

https://theconversation.com/lovemore-mbigi-will-be-remembered-for-his-teaching-on-ubuntu-in-business-leadership-209260 

 

McFarland, L. A., Hendricks, J. L., & Ward, W. B. (2023). A contextual framework for understanding impression management. Human Resource 

Management Review, 33(1), 100912. 

https://www.sciencedirect.com/science/article/pii/S1053482222000250 

 

https://embassies.mofa.gov.sa/sites/uk/EN/AboutDiplomaticMission/MissionNews/Pages/Saudi-Arabia-assumes-2020-G20-Presidency.aspx
https://embassies.mofa.gov.sa/sites/uk/EN/AboutDiplomaticMission/MissionNews/Pages/Saudi-Arabia-assumes-2020-G20-Presidency.aspx
https://www.forbes.com/councils/forbescommunicationscouncil/2024/11/08/cultural-complexities-why-global-companies-must-understand-regional-influences-on-corporate-culture/
https://www.forbes.com/councils/forbescommunicationscouncil/2024/11/08/cultural-complexities-why-global-companies-must-understand-regional-influences-on-corporate-culture/
https://scholarspace.manoa.hawaii.edu/server/api/core/bitstreams/849782a6-06bf-4ce8-9144-a93de4455d1c/content
https://www.g20.in/en/about-g20/about-g20.html
http://g20italy.org/rome-summit.html
https://g20.org/about-g20/overview/
https://g20.org/g20-south-africa/g20-presidency/
https://www.ice.it/it/sites/default/files/inline-files/White_Book_con_prefazione_web-final.pdf
https://www.ids.ac.uk/opinions/brazils-return-towards-zero-hunger-again/
https://epthinktank.eu/2024/11/25/the-2024-g20-summit-in-rio-de-janeiro/
https://www.academia.edu/download/7788805/kaplan%20and%20haenlein%202010%20-%20social%20media.pdf
https://gc.scalahed.com/recursos/files/r161r/w23969w/Kaplan_Andreas-Users_of_the_world_unite.pdf
https://www.academia.edu/download/57043564/IBR768_Kijili_Zaidman.pdf
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315204802-12/g20-representativeness-effectiveness-leadership-global-governance-john-kirton
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315204802-12/g20-representativeness-effectiveness-leadership-global-governance-john-kirton
https://journal.uin-alauddin.ac.id/index.php/jpp
https://www.institutefordigitaltransformation.org/the-state-of-digital-transformation-in-asia/
https://theconversation.com/lovemore-mbigi-will-be-remembered-for-his-teaching-on-ubuntu-in-business-leadership-209260
https://www.sciencedirect.com/science/article/pii/S1053482222000250


Immigration Policy Reforms: Balancing National Security and Humanitarian Concerns   

Page | 36  

Moreno, A., & Jones, M. J. (2022). Impression management in corporate annual reports during the global financial crisis. European Management 

Journal, 40(4), 503-517.  

https://www.sciencedirect.com/science/article/pii/S026323732100116X 

https://e-tarjome.com/storage/panel/fileuploads/2021-11-03/1635926284_E15798.pdf 

 

National Cybersecurity Authority of the Kingdom of Saudi Arabia. (2021). The Saudi model for strengthening cyber resilience during the 

kingdom's G20 presidency year 2021. https://nca.gov.sa/G20Report.pdf 

 

Oliveira, J., Azevedo, G., & Borges, F. (2016). Impression management and self-presentation dissimulation in Portuguese chairman's statements. 

Corporate Communications: An International Journal, 21(3), 388-408.  

https://repositorio.iscte-iul.pt/bitstream/10071/12292/7/Impression%20management%20and%20self-

presentation%20dissimulation%20in%20Portuguese%20chairman%27s%20statements.pdf 

 

Ozsozgun Caliskan, A., Esen, E., & Barkemeyer, R. (2021). Impression management tactics in the CEO statements of Turkish sustainability reports. 

Business Ethics, the Environment & Responsibility, 30(4), 485-506. 

https://onlinelibrary.wiley.com/doi/am-pdf/10.1111/beer.12374 

 

Rewizorski, M. (2017). G20 and the development of a new global governance mechanism. International Organisations Research Journal, 12(3), 32-

52. 

https://iorj.hse.ru/data/2017/12/28/1160694878/M.%20Rewizorski.pdf 

 

Sezer, O. (2022). Impression (mis) management: When what you say is not what they hear. Current Opinion in Psychology, 44, 31-37.  

https://ovulsezer.com/wp-content/uploads/2022/05/Sezer-Impression-MisManagement.pdf 

 

Toufalla, Y. (2024). Cultural Intelligence in Branding. Retrieved from 

https://admindagency.com/blog/cultural-intelligence-in-branding/ 

 

United Nations University (UNU). (2025). UNU Hosts High-level Symposium Exploring South Africa's G20 Presidency. Retrieved from  

https://unu.edu/news/unu-hosts-high-level-symposium-exploring-south-africas-g20-presidency 

 

Vandome, C. (2025). South Africa’s G20 presidency is a chance for the West to engage with Global South priorities. Chatham House, The Royal 

Institute of International Affairs. Retrieved from 

https://www.chathamhouse.org/2025/01/south-africas-g20-presidency-chance-west-engage-global-south-priorities 

 

West, A. (2014). Ubuntu and business ethics: Problems, perspectives, and prospects. Journal of Business Ethics, 121(1), 47-61. 

https://eprints.qut.edu.au/84413/3/84413.pdf 

 

https://www.sciencedirect.com/science/article/pii/S026323732100116X
https://e-tarjome.com/storage/panel/fileuploads/2021-11-03/1635926284_E15798.pdf
https://nca.gov.sa/G20Report.pdf
https://repositorio.iscte-iul.pt/bitstream/10071/12292/7/Impression%20management%20and%20self-presentation%20dissimulation%20in%20Portuguese%20chairman%27s%20statements.pdf
https://repositorio.iscte-iul.pt/bitstream/10071/12292/7/Impression%20management%20and%20self-presentation%20dissimulation%20in%20Portuguese%20chairman%27s%20statements.pdf
https://onlinelibrary.wiley.com/doi/am-pdf/10.1111/beer.12374
https://iorj.hse.ru/data/2017/12/28/1160694878/M.%20Rewizorski.pdf
https://ovulsezer.com/wp-content/uploads/2022/05/Sezer-Impression-MisManagement.pdf
https://admindagency.com/blog/cultural-intelligence-in-branding/
https://unu.edu/news/unu-hosts-high-level-symposium-exploring-south-africas-g20-presidency
https://www.chathamhouse.org/2025/01/south-africas-g20-presidency-chance-west-engage-global-south-priorities
https://eprints.qut.edu.au/84413/3/84413.pdf

