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The Re-Consideration of Business Diplomacy and Corporate Social  

Responsibility for International Business in the Post-Covid-19 World 
 

Anh Tuan TRAN1 

PhD Student 

Budapest Business School – University of Applied Sciences, Doctoral School of Entreprene-

urship and Business - Hungary 

 

Abstract 

In the recent world, globalization is recently meta-trend making opportunities easier to access 

for many companies with the international expansion for business to increase competitiveness. 

Nevertheless, the Covid-19 pandemic has posed the flawed point of globalization as well as 

international business. The world’s trade and economic relations among multinational compa-

nies (MNCs) were halted due to the policies of international mobility restrictions of many na-

tions. The world COP23 conference posed many global challenges requiring collective actions 

from the private sector and MNCs via raising stricter regulations and norms in the post-Covid-

19 era. Hence the internationalization strategy will be harder than before. If a company would 

like to join global economics, it must handle many stakeholders concerning corporate social 

responsibilities (CSR). CSR will not only define the corporate’s competitiveness but also iden-

tify the corporate’s brand in all international markets. CSR is the objective of many MNCs as 

a strategy for enhancing engagement towards society, the environment, and economy, etc. De-

aling with many external stakeholders is a very comprehensive task for a company going global. 

This is where business diplomacy could provide a connection between stakeholders and the 

CSR strategy. However, the role of this function is underrated. This paper aims at identifying 

the effectiveness of business diplomacy with CSR’s function to enhance corporate competi-

tiveness. Specifically, based on the previous studies and model, this paper will form an interre-

lation ground of these two factors for international business.  

 

Keywords: business diplomacy, corporate social responsibility, internationalization, susta-

inable business, international business 

JEL Codes: F23, M14 

 

1. Introduction 

 

The Covid – 19 left the world with many challenges regarding the economic recovery or deve-

lopment of the health sector. Especially, this remarkable event has posed a concern about sus-

tainability. The world is stricter in demanding the commitment of world leaders. The COP26 

was the biggest event organized after the ease of the pandemic with the aim of commitment to 

sustainable development.  This conference was also highly demanding the need for collective 

actions from the “private business world” for enhancing the commitment and effort to jointly 

deal with environmental issues in relation to SDGs. Business is the essence of the commitments 

which have been made by participant governments during the conference. This will cause many 

adjustments in the strategy and process of internationalization of companies in general. The 

emphasis on corporate social responsibility is one of government and policy prioritizations. The 

economic recovery is substantial but attaching sustainable growth. This context means that 

companies should be focusing on building a sustainable business model to join hands with the 
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world in coping with inclusive issues. In particular, companies, especially multinational com-

panies (MNCs) in need of developing communication strategies with related stakeholders, who 

could be deciding the grant the “license to operate”. The demands of stakeholders for collective 

actions and solutions are wide via corporate social responsibilities. The values created by com-

panies necessitate strategic communication with stakeholders. A transparent ESG report might 

be considered as an instance. MNCs hence ought to acquire diplomatic competency and relati-

onships with a presence of an actual diplomatic function. Diplomacy is no longer only a func-

tion of the state, but it would be appearing inside the companies. Once again, the term “business 

diplomacy” will rise as a required competency of MNCs as it offers a comprehensive strategy 

for stakeholder management in general and sustainable business in the foreign market in par-

ticular. The common ground of corporate social responsibilities and business diplomacy will 

be conducted here based on relevant theoretical and empirical formed articles, and studies, 

reports of prestigious MNCs in the field of management and business consulting. 

 

2. Research methodology 

 

This is an exploratory study which aim at redefining the link the of corporate social responsi-

bilities (CSR) and business diplomacy. Theoraticle data are collected from articles from two 

sources which are web of sciences and the Scopus. Moreover, as the theory of business is ex-

panding in the recent world, this paper would analyse those articles that mentioned the rele-

vance of CSR. The author limited the findings to journal publications that have undergone peer 

review. The chosen articles were examined, and any pertinent articles were looked up in each 

article's references. There were 6 articles in all. The author then look-up for the corporate dip-

lomacy to fuel the interconnection between CSR and Business diplomacy. As a result, other 

three additional relevent article on the corporate diplomacy were analysed. The reasoning be-

hind the choice of corporate diplomacy is that this notion was used as common terms interc-

hangeably by scholars. Several other articles from the Scopus source were used to determine 

the importance of CSR and its factors in the international business. Furthermore, reports from 

the World Economic Forum, McKinsey & Company and PWC were used as perspective of 

skateholders as IGOs, private companies to enhance the justification.  

 

3. The rationale of the study 

 

Many consulting companies have given out their perspectives concerning the prospect of inter-

national business. on April 13rd, 2022, McKinsey & Company released their study on how 

Covid-19 would affect the business in the future. In this report, the operational proposal pointed 

out that companies need to acquire “a sustainable, inclusive growth agenda”. This agenda ac-

cording to Klaus Schwab who is the founder and executive director of the World Economic 

Forum, and Bob Sternfels of McKinsey’s global managing partner, comprises a list of actions 

assisting in “the health of the natural environment” and “the livelihoods of wider population 

segments” at the same time. The necessity of clarifying the connected multi-dimension between 

“climate, healthcare, labor needs, supply chains, digitization, finance, and inequality and eco-

nomic development”. In the older report, the company (2022) also predicts the size of the CEO’s 

responsibility is increasing by considering and understanding “climate change” and “emp-

loyees’ well-being”. The capacity building is surrounded by risks stemming from “regulatory, 

social, and market reactions to climate change”. PWC is representing companies as a whole to 

apply their ADAPT framework for predicting the most tendency in the business strategy after 

Covid-19. In general, these trends demonstrated obstacles that companies are required to over-

come if they would like to operate in the market. The trends, being in line with the world's big 

issues, are “climate change”, “unemployment”, “localization of supply chain”, etc. Generally 
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speaking, from the perspectives of these companies, the world is putting pressure on the busi-

ness sector to jointly handle these societal and environmental matters. MNCs must gain the 

trust of their external stakeholders including policymakers, citizens, and organizations. Com-

munication with stakeholders is somewhat limited as the responsibilities and responsible de-

partment are not clearly defined. The function might come from Public Relations and public 

communication. Even a part of Marketing could be involved in this function. Business diplo-

macy is the most appropriate tool for forming a strategy in foreign markets. Corporate social 

responsibilities are recent inquiries. Stakeholders of companies in the international market are 

widening not only externally but also internally. Therefore, the reputation of a company would 

be in vain without the support of all sets of stakeholders including the citizens. Stakeholder 

management is a very complicated and intensive function whereas its objects are very large. 

This is where business diplomacy steps in as a guardian and negotiator. The communication 

strategy of companies among stakeholders in the global market must change. The business’ 

reputation maintenance and performance are depending on the communication and support of 

external stakeholders. If the permission of society is granted, companies might operate with the 

“social license to operate”. Some MNCs have put this terminology into operation under many 

names. However, it is not widely used throughout MNCs. Business diplomacy is sometimes 

misinterpreted as public relations, public communication, or even Marketing in terms of main-

taining relationships and branding, etc. Furthermore, its function overlapped with other above-

mentioned functions. In the definition of Ruel (2013), business diplomacy is meant to “establish 

and sustain a positive relationship to maintain legitimacy and a ‘license to operate. This process 

would be executed as activities of “representation” and “communication” with “host 

government representatives and non-governmental representatives” (Ruel, 2013). The termino-

logies “legitimacy” and “License to operate” are at the core of business diplomacy. At this time, 

objectives to be influenced are limited to more general terms such as governmental and non-

governmental representatives. In 2016, Ruel and his colleague clarified the “legitimacy” in the 

context of business diplomacy: “a business firm is accepted by the local community and society 

by which it is surrounded physically” (Rul & Walters, 2016). If business diplomacy was holding 

the mission to get the “license to operate” for companies, “social” is the crucial factor on which 

is needed to compressively focus, especially in the post-Covid-19. This is to understand that 

this is a severe challenge for international business in general, and in business internationaliza-

tion in particular in the post-covid-19. This is yet understood that in the context of post-Covid-

19, where multiple stakeholders demand more corporate social responsibilities (CSR), social 

license to operate will be at stake if the stakeholders’ relationship is not maintained well. The 

interconnectivity between business diplomacy and CSR in the context of post-Covid-19 would 

be studied in this research. Moreover, the “social license to operate” will be taken under consi-

deration if it could become the core of this interconnectivity.  

 

4. Theoretical research  

 

4.1. Business Diplomacy  
 

The most common definition of diplomacy that we heard many times is the communication and 

the establishment of relationships between two or multiple states. The exercises of diplomatic 

activity and practice have been thoroughly determined by historical contexts and actions. In the 

Dictionary of Diplomacy, the terminology has been defined as “The conduct of relations bet-

ween *sovereign states through the medium of officials based at home or abroad”. The latter 

term “officials” is standing for representatives, who are elected as personnel of his/her country’s 

diplomatic service institution, exciting diplomatic missions at host institutions or countries 

(Berridge & James, 2003). This book is following the guideline issued by the United Nations 
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which is the Vienna Convention. The convention (1961) stated very clearly that the functions 

of a diplomatic mission shall include: 

1. To Represent the home country in the host country;  

2. To protect the national interests of the home country State and its nationals in the host 

country, accordingly to international law;  

3. To conduct negotiations with the host Government;  

4. To determine the state of the host country by using all legal means, and report to the home 

country’s government;  

5. Lastly, to foster friendly partnerships between the countries and strengthen their ties in 

business, culture, and science. 

Hence, the mission is to express and gain the “national interest” of the “sending state” 

with the approval of “receiving states” via many forms of cooperation in many fields such as 

scientific research, cultural activities, especially economic development, etc. Therefore, the ob-

jectives of diplomacy are defined throughout fields in one country. The range of stakeholders 

of diplomacy could be from the home country to the host country and their subjects, preferably 

state actors. In modern times and modern diplomacy, non-state actors such as non-governmen-

tal organizations, companies, or even civil organizations and citizens. This recognition is 

backed by scholars. Cooper, et al. (2013) have laid a foundation for the new diplomacy of the 

21st century they widened the subjects of diplomacy are no longer only exercised by states but 

also “ religious organizations, NGOs, MNCs, etc. considering the nature of diplomacy, the sub-

jects could be individuals or influencers in their fields such as celebrities in music or arts. Ta-

king BTS, a well-known K-pop group, as an example when they are representing South Korea 

to practice Korean public diplomacy. Or Emma Watson, a UK actor, is titled the “Woman 

Goodwill Ambassador” of the United Nations (UN) to advocate gender equality. Business dip-

lomacy is still debatable and there are still arguments about the scope and development of this 

terminology in international studies, especially under the scope of international relations. With 

globalization and the expansion of non-state actors that even could set up diplomatic mindsets 

and practices, the “state-centric” has been outdated. The global sphere is inquiring about colla-

boration between state actors and non-state actors to jointly develop and handle global issues, 

especially in the post-covid-19 world. Business diplomacy is now attracting more attention 

from scholars in the fields of business, management, and international relations. As the scope 

of diplomacy has been enlarged to many non-state actors, state actors are not the only subjects 

to exercise diplomatic practice. Thus we could emphasize the role of MNCs with the function 

of business diplomacy in further research. From this stage, MNCs could exercise their diplo-

matic activities accordingly to the original nature of diplomacy by engaging with multiple sta-

keholders. This could understand that stakeholder communication and engagement are vital 

activities to acquire legitimacy which could be used for a company to legally operate in the 

market. Saner and Yiu (2014) and Ruel (2013) are two scholars laying the foundation of busi-

ness diplomacy. It could be elaborated the change in the definition of business diplomacy as 

follow (Table 1):  

 

Table 1: Definition of Business Diplomacy 

No Degree Definition 

1. Foundational level 

“Business diplomacy management, therefore, involves influ-

encing economic and social actors to create and seize new 

business opportunities; working with rule-making internatio-

nal bodies whose decisions affect international business” 

(Saner et al., 2000) 

2. Intermeiate level 
“Business diplomacy is the representation and communica-

tion activities deployed by international businesses with host 
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government representatives and non-governmental rep-

resentatives in order to establish and sustain a positive relati-

onship to maintain legitimacy and a license to operate” (Ruel, 

2013) 

3. Extended level 

“BD pertains to the management of interfaces between an 

MNE [multinational enterprise] and its external non-business 

counterparts (NGOs, CSOs, international organizations 

(IOs), national and local governments) that have an impact 

on the MNE’s reputational capital and its ability to shape and 

influence its operational environment” (Saner & Yiu, 2014) 

Source: Saner et al. (2000); Ruel (2013); Saner & Yiu (2014) 

 

There are several definitions of business diplomacy, but it is in the course of the argument. 

At a very foundational level, Saner et al. (2000) identified vaguely the objectives of business 

diplomacy: (a) to have an impact on economic and social factors where a company could 

capture business opportunities, (b) to work with business affected state actors of the country, 

(c) to settle down any conflict concerning risks from stakeholders and politics, (d) and lastly to 

utilize multiple communication channels to safeguard company’s reputational images. The 

above statement regarded business diplomacy’s function as an advocacy tool for companies in 

the international market rather than a tool for engaging in business activities. However, while 

interpreting the previous study and extending the notion of business diplomacy, clear functions 

of business diplomacy have been listed in the vision of Ruel (2013). “Representation” and stra-

tegic communication are tasks of business diplomacy launched by MNCs to state and non-state 

actors. The outcomes were bright relations with governmental bodies and legitimacy. In the 

next year, scholars who laid the basic ground for business diplomacy Saner and Yiu (2014), 

had been elaborating on the BD as a function that helps MNCs to orient, direct and influence 

their business environment. This was another implication for advocacy activity. Nevertheless, 

in the scope of this paper, the author considered the definition from Saner and Yiu as only one 

among other functions of business diplomacy. Alammar and Pauleen (2016) have expanded the 

subjects to internal and external business players and combined functions defined by Ruel 

(2013) and Saner and Yiu (2014). Employees, managers and the board of directors could be 

regarded as the Internal business players. While competitors, suppliers, clients, etc, are external 

business players. Therefore, we could have a structural description as below (Figure 1): 

 
 

Figure 1: Structural relationships of business diplomacy 

Source: Self-edited by the author 
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Internal business stakeholders will consist of actors directly involved in the management 

and operational activities of a company. This person should have the same interests in growing 

the business and creating value for their employer (Feng et al., 2020). According to these scho-

lars, a structure of a company shall be simplified with three levels as follow: Decision-making, 

managerial employees, and non-managerial employees. Although this research lacks deep re-

search on how these factors affect business activities, we could clearly consider the actors de-

fined as internal stakeholders. External actors have also interested in the status of a company 

and have an indirect impact on it. They would not be involved in the operation and management 

of the company. Business diplomacy hence could be referred to as the process of representation 

of a company creating and fostering a positive business environment, and acquiring legitimacy 

to operate in the host market by maintaining strategic communication and relations with internal 

and external stakeholders. Business diplomacy is having a stakeholder-centric approach to its 

operation. Moreover, another theory that is considered important for the approach is stakeholder 

capitalism. In the post-Covid-19 context, stakeholders’ expectations would align with the long-

term strategy of MNCs. It happens to see if these strategies are going along with sustainability 

and social wealth. if the strategy and operation of these enterprises are challenged by external 

stakeholders regarding CSR, their legitimacy is at risk. The role of business diplomacy (BD) in 

this case is to forge an optimist environment by managing the effective communication and 

relationships to either internal or external stakeholders in order to preserve their legitimacy from 

challenges. Hence, MNCs would safeguard their reputational image and legitimacy through the 

use of the concept of CSR engaging with stakeholders. But why the need for BD is instant in 

the post-Covid-19 world? Alammar et al. (2016) conceptualized 9 factors that contribute to the 

need for business diplomacy (Figure 2): 

 
 

Figure 2: 9 factors that contribute to the need for business diplomacy 

Source: Alammar et al. (2016) 

 

In this sense, the post-covid-19 world has augmented the number of stakeholders, it is not 

limited to several or specific stakeholders, as one of factors in the figure 2. Citizen perspectives 

are also a vital component, making every people have the right. The reputational image and 

social license are more fragile. Also, new governmental policies might not be supportive for 

companies as stricter rules on “new standards” of societal, environmental, and economic issues 
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which could be factors referred to the fugure 2. Companies’ legitimacy or social license to 

operate could be withdrawn if any regulation is not obliged. In the context where stakeholders 

demand more responsibilities from corporates, the internationalization process and strategy 

would be harsh as the business environment in host countries might be relentless. These factors 

proposed by Alammar et al. (2016) are still effective as the guideline for research in the field. 

Within the scope of the study, the research will emphasize “internationalization”, “globaliza-

tion”, “increased stakeholders” and “government supports”.  
 

4.2. Stakeholder capitalism and CSR perspective  
 

The World Economic Forum (2020) has deployed its declaration titled “Davos Manifesto” to 

identify the important factor for a company to prioritize in the long run. This “Manifesto” put 

an emphasis on stakeholder capitalism as a means to tackle challenges of all aspects that the 

world is facing. Collective actions of the business sector demanded more from all stakeholders 

including employees at all levels. It is comprehensible that there is a shift in approach is needed. 

MNCs will focus on stakeholder capitalism rather than shareholder capitalism in the past 

(Schwab, 2020). From this perspective, Ji et al. (2019) have recognized the interconnectivity of 

CSR and stakeholders in a very challenging market like China. For these scholars, the CSR of 

a company is an integration of sustainability into business strategy by creating shared values 

with multiple stakeholders. In their research, they distinguished two kinds of CSR a proactive 

approach and the reactive approach. Although this paper argues that the subjects of reactive 

CSR are those of stakeholders with state or non-state perspective, their paper has created a 

recognition with the regard to CSR and stakeholders. In 2018, Godos-Díez et al. (2018) have 

associated CSR’s impact with other factors. In return, they have concluded that CSR might 

leverage an international company within internationalization. It will help MNCs retain their 

legitimacy and enhance their reputational capital. Folk (2016) saw corporate sustainability are 

crucial on a voluntary basis. However, corporate actions toward sustainability will have an im-

pact on the corporate’s survival and performance on “various dimensions” depending on the 

range of sustainable issues. However, the rate of executing CSR is depending on the regulation 

and sensitivity of the host country. This is up to the company to apprehend the sustainability 

inquiries of the host’s business environment. This is to comprehend that pressures are rising 

from both domestic and international environments. And the company should handle these 

pressures arising from stakeholders from both contexts. Concerning companies with the intent-

ion of internationalizing, it necessities a deep analysis of the business environment before en-

tering the market. On the other hand, successful firms should pay more attention to the change 

in the business environment and demands from stakeholders to protect their image and legiti-

macy. This is somewhat interlinked with the mission of BD and will be discussed below. In the 

international business environment, MNCs are more exposed to multiple stakeholders including 

state and non-state actors. To perceive CSR as added value, the communication strategies and 

CSR activities must be well-prepared in order to satisfy stakeholders’ expectations. According 

to Freeman and Mcvea (2001) that companies' activities should meet stakeholders’ s require-

ments in order to acquire legitimacy. Is additional to achieving shareholders’ objectives. There 

are two approaches provided by Marschlich (2022) in her research about the interconnection of 

corporate diplomacy and organizational legitimacy, which are the instrumental CSR angle and 

the political CSR angle. The instrumental CSR angle is proposed by 3 dimensions associated 

with a specific subject that corporates need to act on: shareholders’ concerns, the satisfaction 

of stakeholders’ requirements, and the separation of public and private dimensions. Based on 

the statement of Schultz et al. (2013), corporates need to have strategic and wise CSR commu-

nication, so that stakeholders could perceive and understand the CSR activities of a corporation. 

A clear reflection of CSR communication with stakeholders’ expectations is indeed a must. 

Through communication channels, corporates could interpret their visions of CSR and act on 
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reality. From there, the credibility of the corporate would be increasing. This ideal development 

was based on the stakeholder theory (Jone, 1995; Parma et al., 2010). If stakeholders’ expecta-

tions are considered as an integrated addition to shareholders’ prospects, all CSR activities must 

contribute to the benefits of corporates with shared values of shareholders. These activities will 

improve the financial performances of firms and increase economic resources. However, chal-

lenges have still remained as instrumental CSR activities are corporate-centric, leading to 

skepticism among society. Regarding the political CSR angle, the interaction between corpora-

tes and public authorities is enhanced. In the globalized world, this sense is even greater as 

corporates now are regarded as influential actors. Political CSR could have an impact on the 

governmental decision to construct regulations in the field of economics and business. Scherer 

and Palazzo (2011) also had the same standpoint in this regard. They oversee CSR activities 

and will involve in contributing to public goods and regulation buildings at the global level. 

However, they also raise a point that the author considers a dilemma from a political angle. 

There are many different interests of actors that might be contrary to corporates’ interests. Seele 

and Lock (2015) have once again raised this issue in their research. Political CSR will assist 

corporates in building legitimacy although some controversial interests might have conflicts 

with corporates’ interests. 
 

4.3. The connection between Business diplomacy and CSR 
 

The Covid-19 pandemic has brought an increasing challenge to the commitments of companies 

operating on the market, especially commitments and action plans related to social, and 

environmental issues. The influence, reputation, development strategy, and stakeholder relati-

onship management will be on the edge of collapse if the commitments and actions of compa-

nies go wrong. Stakeholder management is the most important to acquire the license to operate 

in the market. In the above section, all scholarships of CSR mentioned the legitimacy of a cor-

porate in the host market. Seele and Lock (2015) stated that corporate could acquire legitimacy 

by applying political CSR. If companies could express transparency in their CSR activities, 

they could gain a consensus among stakeholders leading to legitimacy (Scherer and Palazzo, 

2011). Suchman (1995) had formed that if corporates could prove their commitment to public 

interests, they could gain legitimacy.  

“License to operate” was mostly defined as a “Grant of permission to undertake a trade 

or carry out a business activity, subject to regulation or supervision by the licensing authority.” 

Following this notion, in 2003, Gunningham et al. conceptualized the notion of “social license” 

describing the legitimacy to operate based on “the degree to which a corporation and its activi-

ties are accepted by local communities, the wider society, and various constituent groups”. “so-

cial license to operate” is becoming popular in the context of CSR and sustainable business 

study. In order to keep their “license to operate,” businesses must hence demonstrate their legi-

timacy by responding to stakeholders in their local and global environment. Hence, 

stakeholders’ management and engagement are key pillars to acquiring and maintaining “a so-

cial license to operate.  

In recent research on business diplomacy, the integration of social license to operate and 

legitimacy to objectives of business diplomacy is always mentioned. In the mentioned-above 

section regarding corporate social responsibilities and stakeholders, it is hence appearing in 

research of business diplomacy. In 2016, Alammar and Pauleen hence gave a clear definition 

of Business Diplomacy “Business diplomacy is the practice of establishing and maintaining 

positive relationships with internal and external business and non-business stakeholders, inc-

luding employees, businesses, governments, and civil society actors, to create and maintain 

legitimacy and a social license to operate, create alliances, environment, and shape and influ-

ence them”. According to Mogensen (2017), Corporate diplomacy can benefit both society and 

the corporation by directly interacting with the population of the host country, i.e., involving 
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their interests. By addressing citizens' demands, corporate diplomacy simultaneously raises the 

legitimacy of MNCs in the eyes of the local populace. In a similar vein, incorporating political 

CSR into corporate diplomacy. Ingenhoff and Marschlich (2019) have developed a definition 

that accounts for MNCs’ societal role while simultaneously pointing to legitimacy as the central 

goal of MNCs. Accordingly, corporate diplomacy is defined as “the corporate activities of mul-

tinational companies, which are directed at the host country’s key stakeholders and aimed at 

participating in decision-making processes on relevant socio-political issues and building rela-

tionships in order to gain corporate legitimacy”. (Ingenhoff & Marschlich, 2019). 

 

 
 

Figure 3: Relational structure of business diplomacy 

Source: Self-edited by the author 

 

From the above figure, it is comprehensible that if companies implement business diplo-

macy with an appropriate approach and clear priorities and target stakeholders’ expectations, it 

will lead to the social license to operate and legitimacy. Business diplomacy is not only taking 

effect at the local level, but it also must demonstrate reputational image and stakeholders’ 

engagement at the global level. How companies manage the process of business diplomacy will 

reflect credibility and firm performance.  

 

5. Conclusion 

 

Business diplomacy has a young attraction to researchers in the related field of business which 

dated back to the 2000s. the concept of business diplomacy has been established firmly by not 

only diplomats and related scholars and also by leaders of companies. Business diplomacy ur-

ges companies to manage their relationship with both state and non-state stakeholders. The role 

of stakeholders has been proven for a long time leading to the terminologies such as public 

relations or related marketing and the function of stakeholders’ engagement. However, compa-

nies will limit their range of stakeholders by order of priorities. Identifying multiple 

stakeholders’ expectations, even if some of them are in contrast to companies’ philosophies and 

strategies. Furthermore, it is necessary to widen the range of stakeholders as credibility comes 

with the supervision of citizens. Corporate social responsibilities are taken under careful consi-

deration based on reputational capitalism, leading to the social license to operate and legiti-

macy. Hence, stakeholders’ management and engagement by responding to social demand is a 
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key pillar to acquiring and maintaining “social license to operate” and legitimacy. After the 

Covid-19 pandemic, state actors see companies as associates to cope with societal, economic, 

and environmental issues, especially MNEs. On the contrary, the credibility of companies is 

decreasing in the eyes of non-state actors such as social groups or citizens. 

 

6. Future research 

 

The need for business diplomacy is well structured. However, a clear description of the functi-

ons of business diplomacy is somewhat remaining questioned. By doing that, business diplo-

macy might differentiate itself from notions such as relationship marketing, public relations, 

etc. Business diplomacy needs to define its position in the internationalization process and stra-

tegy as its role is increasing based on previous research. A general conceptualization of business 

diplomacy in the context of MNEs is clear. But its approach to small and medium enterprises 

is lacking. SMEs will need to implement business diplomacy as an easier way to enter a new 

market.  
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