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Abstract: This study analyzes, through a 
bibliographic review, document analysis, 
and field research, how participation in in-
ternational business missions can contribu-
te to the construction of corporate image 
and organizational reputation, taking the 
Boston 2025 Mission as a reference. The 
qualitative and descriptive approach exa-
mines recent publications and news articles 
about the event, seeking to understand how 
international visibility and media coverage 
influence the prestige and recognition of 
the institutions involved. The theoretical 
framework is based on authors who dis-
cuss corporate reputation, symbolic capital, 
legitimacy, and internationalization. As a 
complement, a questionnaire was applied 
to 13 mission participants, using a Likert 
scale from 1 to 5. The objective was to 
identify perceptions about gains in reputa-
tion, professional authority, quality of ex-
perience, and relevance of the institutions 
visited. The results show that the Boston 
2025 Mission has been presented as a spa-
ce of prestige and symbolic strengthening, 
associating participants with values of in-
novation, excellence, and credibility. Ove-
rall satisfaction was high: 100% gave scores 
of 4 or 5 for the quality of the experience 
and visits to Harvard, MIT, the Supreme 
Court, and the Consulate, with 69.2% ra-
ting these aspects as “Incredible” (score 5). 
The professional impact was also widely re-
cognized, with 69.2% rating the increase in 
authority and usefulness of the content for 
their careers as “Incredible.” Capital appe-
ars significantly: “Meeting authorities” was 
pointed out as the most valued experience 
(92.3%), followed by “Meeting institu-
tions,” “Networking,” and “Certifications,” 
each indicated by 76.9% of respondents. 
The willingness to participate again or re-
commend the mission remained the same, 

with 100% of responses between 4 and 5. 
It can be concluded that international mis-
sions are an effective strategy for strengthe-
ning organizational and professional image 
and reputation, provided they are accom-
panied by consistent institutional practices. 
The high level of satisfaction indicates that 
Mission Boston 2025 delivered value con-
sistent with the prestige attributed to the 
event.

Keywords: International business missions. 
Corporate image. Organizational reputa-
tion. Capital. Business internationalization

INTRODUCTION

Globalization and advances in 
communication technologies have intensi-
fied the process of business internationali-
zation, making corporate image one of the 
main intangible assets for competitiveness 
in global markets. In this context, partici-
pation in international business missions, 
such as Mission Boston 2025, emerges as a 
relevant strategy for increasing the visibili-
ty, prestige, and institutional recognition of 
organizations. Such events not only enable 
the opening of new markets, but also stren-
gthen corporate reputation, an essential ele-
ment for consolidating legitimacy and trust 
among stakeholders (Carvalho & Oliveira, 
2021).

Corporate image is built through 
symbolic interactions and shared percep-
tions about the company, and is strongly 
influenced by its presence in prominent 
international environments. According to 
Kim and Sung (2020), an organization’s re-
putation is shaped by how it is perceived in 
terms of its competence, ethics, and social 
engagement, aspects that can be enhanced 
by internationalization initiatives. Thus, 



DOI https://doi.org/10.22533/at.ed.8208162614011

A
rt

ic
le

 1
IN

TE
RN

AT
IO

N
A

LI
ZA

TI
O

N
 A

N
D

 C
O

RP
O

RA
TE

 IM
A

G
E:

 A
 B

IB
LI

O
G

RA
PH

IC
 A

N
A

LY
SI

S 
O

F 
TH

E 
RE

PU
TA

TI
O

N
A

L 
EF

FE
CT

S 
O

F 
TH

E 
BO

ST
O

N
 2

02
5 

M
IS

SI
O

N

3

participating in events such as the Boston 
Mission contributes to the creation of sym-
bolic capital by associating the corporate 
brand with a context of innovation, coope-
ration, and global prestige.

In recent years, studies on organizatio-
nal reputation and legitimacy have highli-
ghted the importance of media visibility as 
a mediator between corporate actions and 
public perception (Gómez & Pérez, 2022). 
The media acts as a legitimizing agent, am-
plifying the symbols of success and credi-
bility of companies participating in inter-
national events. Thus, understanding how 
Mission Boston 2025 is represented in the 
media allows us to analyze the role of these 
narratives in building corporate image and 
status, especially in the Brazilian scenario, 
where internationalization is still a challen-
ge for small and medium-sized companies 
(Santos & Figueiredo, 2023).

Recent literature on symbolic capital, 
inspired by Bourdieu, reinforces that pres-
tige and visibility are essential elements in 
the contemporary economic power structu-
re (Silva & Rocha, 2020). Companies that 
participate in international missions accu-
mulate symbolic capital by being recognized 
as innovative and committed to economic 
and technological development. This recog-
nition can generate positive reputational 
effects, influencing strategic partnerships, 
access to new markets, and strengthening 
institutional identity.

Given this scenario, this study aims to 
analyze, based on the literature, how parti-
cipation in international business missions, 
such as Mission Boston 2025, can generate 
reputation and status gains for companies. 
To this end, a literature review will be con-
ducted based on authors who discuss cor-
porate image, reputation, legitimacy, and 

internationalization. The study seeks to con-
tribute theoretically to the understanding of 
symbolic strategies for reputation building in 
the context of the global economy, offering 
a look at the relationship between media, 
prestige, and business internationalization.

THEORETICAL REFERENCE

Internationalization and corporate 
reputation 

Business internationalization is a stra-
tegic process that allows organizations to ex-
pand their operations beyond national bor-
ders, increasing their competitiveness and 
legitimacy in the global market. According 
to Hitt et al. (2020), entering new markets 
expands not only the economic reach but 
also the symbolic recognition of companies, 
which come to be perceived as agents of in-
novation and modernity. Thus, internatio-
nalization is intrinsically linked to the cons-
truction of corporate reputation, an element 
that expresses organizational credibility and 
prestige before global stakeholders.

In recent years, the literature has em-
phasized that the internationalization pro-
cess should not be seen only as an economic 
decision, but as a strategy for managing ima-
ge and symbolic capital. According to Luo 
and Tung (2021), companies that invest in 
international visibility are able to legitimize 
their operations before investors, partners, 
and consumers, building a narrative of trust 
and competence. This reputational capital 
functions as an intangible asset that reduces 
transaction risks and favors long-term stra-
tegic alliances.

Corporate reputation, according to 
Fombrun and Van Riel (2020), is formed 
by the public perception of an organization’s 
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integrity, performance, and social responsi-
bility. In the context of internationalization, 
reputation takes on an even more relevant 
role, as it functions as a symbolic passport 
for entry into new markets. Recent research 
shows that companies with solid reputa-
tions have greater cultural adaptability, at-
tract international talent, and achieve grea-
ter resilience in crisis contexts (Marques & 
Silva, 2022).

Another important aspect is the role 
of the media and institutional narratives 
in shaping global reputation. According to 
Gómez and Pérez (2022), international vi-
sibility mediated by the press and corporate 
social networks enhances public recognition 
of corporate actions. Thus, the way a com-
pany communicates its presence at interna-
tional fairs, missions, and events directly in-
fluences its global image. Building a positive 
reputation therefore depends on the ability 
to communicate achievements, values, and 
purposes in a coherent and strategic manner.

For Carvalho and Oliveira (2021), in-
ternationalization also represents an oppor-
tunity for organizations to reinforce their 
institutional identity, linking their brands 
to practices of innovation and responsibili-
ty. By adopting global expansion strategies, 
companies not only expand their econo-
mic activities but also strengthen their le-
gitimacy with international partners. This 
legitimacy, when supported by consistent 
communication, consolidates reputation 
and contributes to brand positioning in the 
global market.

Finally, the literature points out that 
the internationalization process involves 
significant reputational challenges. Santos 
and Figueiredo (2023) highlight that en-
tering foreign markets can generate image 
risks, especially when there are cultural di-

fferences or failures in adapting corporate 
communication. Thus, strategic reputation 
management becomes essential to balance 
the expectations of different audiences and 
strengthen organizational identity in the in-
ternational arena. Thus, reputation is both a 
result and a tool of the internationalization 
process, being indispensable for the conso-
lidation of companies in competitive and 
dynamic contexts.

International Business Missions and 
Institutional Image Building

International business missions have 
established themselves as strategic instru-
ments of economic diplomacy and institu-
tional projection, promoting the exchange 
of knowledge and the creation of coopera-
tion networks between companies and in-
novation ecosystems. According to Ribeiro 
and Cunha (2021), participation in mis-
sions organized by government or private 
entities offers companies a unique oppor-
tunity to strengthen their international pre-
sence, expanding not only their access to 
new markets but also their symbolic visibili-
ty to society and investors.

These initiatives function as spaces 
for social legitimation, in which companies 
build their image through associations with 
innovation, sustainable development, and 
strategic partnerships. According to Oliveira 
and Prado (2020), involvement in interna-
tional missions contributes to the formation 
of a positive institutional identity, as it po-
sitions the organization in prestigious envi-
ronments and global cooperation. Thus, the 
projected image is not limited to economic 
performance, but encompasses intangible 
values related to credibility and corporate 
responsibility.
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Recent studies indicate that the re-
putational impact of corporate missions is 
strongly related to media coverage and the 
institutional discourse generated around 
the event. According to Torres and Almei-
da (2022), the narrative constructed by the 
media can transform corporate participation 
into a symbol of success and competence, 
influencing the public perception of legiti-
macy. Thus, the analysis of official reports 
and communications on events such as 
Mission Boston 2025 reveals how symbolic 
mechanisms are used to reinforce the repu-
tation and status of the companies involved.

In addition to the communicational 
effect, international missions provide com-
panies with an accumulation of relational 
and symbolic capital, concepts discussed by 
Bourdieu and updated by Silva and Rocha 
(2020). Participating in environments of 
high institutional prestige generates recog-
nition and competitive differentiation, whi-
ch can translate into greater influence in the 
economic field. This dynamic shows that 
the reputational value obtained is not limi-
ted to the short term but contributes to the 
consolidation of the brand and the streng-
thening of its organizational legitimacy.

Additionally, business missions repre-
sent a form of organizational learning and 
international social capital building. Accor-
ding to Carvalho and Oliveira (2021), di-
rect contact with research and innovation 
centers, as occurs in Mission Boston 2025, 
strengthens strategic knowledge and expands 
the network of corporate relationships. This 
exchange of experiences enhances innova-
tion and reinforces institutional credibility, 
essential factors for competitive positioning 
in global markets.

On the other hand, it is important to 
consider that the image built through these 

initiatives depends heavily on the consisten-
cy of post-event actions. Marques and Silva 
(2022) emphasize that, without the conti-
nuity of concrete practices of internationa-
lization and cooperation, symbolic prestige 
tends to fade over time. Thus, for business 
missions to produce lasting reputational 
effects, organizations need to integrate the 
learning and visibility gained into their lon-
g-term strategies, consolidating a solid and 
sustainable reputation.

The Uppsala Model and the 
Internationalization Process in the 
Boston 2025 Mission

The Uppsala Model is one of the most 
influential theories in the field of internatio-
nal business. In general, it argues that inter-
nationalization is a gradual and evolutionary 
process, in which companies increase their 
commitment to foreign markets as they ac-
quire knowledge and experience. Instead of 
big leaps, organizations prefer incremental 
steps to reduce uncertainty and risk.

It deals with how companies choo-
se foreign markets and their modes of en-
try. The initial assumptions of the Uppsala 
Model consider that companies start their 
international activities in countries that are 
psychologically closer and then move on to 
more distant ones. The modes of entry into 
these markets also occur progressively, with 
less initial involvement followed by increa-
sing commitment of resources (Dal-Soto, 
2014).

Applying this concept to the subject 
of this study, it can be observed that busi-
ness internationalization is described in the 
sources as a strategic process that allows or-
ganizations to expand their operations and 
increase their competitiveness and legitima-
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cy. The Boston 2025 Mission functions as a 
fundamental stage within this logic of gra-
dual learning proposed by Uppsala, because:

a) Knowledge Acquisition and Risk 
Reduction: The Uppsala model em-
phasizes that a lack of knowledge 
about foreign markets is an obstacle to 
expansion. International missions act 
precisely as tools for organizational le-
arning, offering direct contact with in-
novation ecosystems and research cen-
ters, such as Harvard and MIT. This 
exchange of experiences strengthens 
strategic knowledge and helps manage 
the reputational challenges and ima-
ge risks inherent in entering foreign 
markets.

b) Commitment and Relationship 
Networks: An important update to the 
Uppsala Model focuses on insertion 
into networks. Sources indicate that 
participation in the mission promotes 
relational capital, enabling the creation 
of cooperation networks and strategic 
partnerships. The results of the field 
research corroborate this application, 
since “Networking” and “Knowledge 
of authorities” were some of the most 
aspects valued by participants (76.9% 
and 92.3%, respectively), facilitating 
insertion into globally prestigious 
environments.

c) Building Incremental Legitimacy: 
Internationalization is not just an eco-
nomic decision, but a quest for legiti-
macy. By participating in a high-level 
mission, the company or professional 
acquires symbolic capital and gradu-
ally strengthens its image, linking its 
brand to internationally recognized 
values of innovation and excellence.

The Boston 2025 Mission can be un-
derstood, from Uppsala’s perspective, as an 
immersion and learning strategy that re-
duces the psychological distance between 
the Brazilian market and global centers of 
excellence, consolidating the reputation ne-
cessary for internationalization to be sustai-
nable and legitimate.

METHODOLOGY

This study uses a qualitative and des-
criptive approach, supported by a literature 
review, document analysis, and question-
naires. According to Gil (2020), this type of 
research seeks to understand and organize 
existing knowledge on a topic, allowing for 
the examination of concepts, perceptions, 
and practices related to the phenomenon 
under investigation. For this work, the the-
oretical review helps to understand topics 
such as corporate reputation, institutio-
nal image, symbolic capital, and business 
internationalization.

The bibliographic research covers na-
tional and international scientific publica-
tions produced between 2019 and 2024. 
The selection followed criteria of thematic 
relevance and timeliness, prioritizing studies 
that discuss organizational reputation, legi-
timacy, and business participation in inter-
national events. According to Marconi and 
Lakatos (2021), the use of recent sources 
contributes to the theoretical consistency of 
the study.

In addition, a documentary analy-
sis of institutional materials, news reports, 
and public records related to the Boston 
2025 Mission was conducted. According to 
Cellard (2020), this procedure allows us to 
understand the scenario in which the dis-
course is produced, revealing how different 
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agents construct representations about the 
prestige, visibility, and authority of the or-
ganizations involved.

As a complement to secondary sour-
ces, a questionnaire was administered to 
participants in the Boston 2025 Mission, 
seeking to identify individual perceptions 
about gains in reputation, networking, and 
institutional value. The instrument was sent 
to 22 participants, and 13 responded. Al-
though this is not the expected total, this 
response rate is common in field research. 
To deal with this reality, the literature re-
cognizes that smaller groups can indicate 
relevant trends when they bring together 
participants who are more engaged or more 
willing to contribute to the research, which 
is common in exploratory studies. Authors 
such as Gil (2020) and Marconi and Laka-
tos (2021) point out that when the sample is 
composed of individuals directly involved in 
the phenomenon being analyzed, their re-
ports help to identify patterns of perception 
that may reflect, albeit in an estimated way, 
trends present in the larger group. Thus, the 
responses collected were treated as a valid 
set to point out directions, recurrences, and 
predominant assessments among the mis-
sion participants, without the intention of 
strict statistical generalization.

To organize and interpret the collected 
material, the study followed three stages. In 
the first stage, a systematic search was con-
ducted in the Scielo, Scopus, Web of Scien-
ce, and Google Scholar databases, using 
descriptors such as “business internationa-
lization,” “corporate reputation,” “symbolic 
capital,” “organizational legitimacy,” and 
“international business missions.” In the 
second phase, the selected texts were cate-
gorized according to their theoretical con-
tributions. In the third stage, an interpretive 

analysis was performed that related the the-
oretical evidence to the empirical material 
from the documents and questionnaires.

The interpretation of the data followed 
the principles of thematic content analysis, 
according to Bardin (2021), allowing us to 
identify patterns of meaning related to the 
construction of institutional image and the 
perception of status associated with partici-
pation in the Mission. This method makes 
it possible to examine not only the explicit 
content of the responses, but also the values 
and expectations that appear in the reports.

Together, the literature review, docu-
ment analysis, and questionnaires provide 
a broad view of how participation in inter-
national business missions can contribute to 
strengthening organizational reputation and 
identity. By combining different sources of 
information, the study seeks to present a 
consistent picture of the participants’ expe-
riences and the symbolic effects generated 
by the event.

The Eclectic Paradigm (OLI) and 
Asset Mobilization in the Boston 
2025 Mission

One of the most robust theories to 
explain why companies and professionals 
seek internationalization is the Eclectic 
Paradigm, also known as the OLI Model, 
proposed by John Dunning. According to 
Dunning (2001), an organization’s deci-
sion to expand internationally depends on 
a combination of three main advantages: 
Ownership, Location, and Internalization.

Participation in the Boston 2025 Mis-
sion can be analyzed as a strategic tool to 
consolidate these three pillars:
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a) Ownership Advantages (O): The-
se refer to a company’s unique intan-
gible assets, such as technology and, 
crucially, reputation. Sources indicate 
that the mission strengthens this pillar 
by generating symbolic capital and in-
creasing the professional authority of 
participants (rated as “Amazing” by 
69.2% of respondents). By associating 
its brand with prestigious institutions 
such as Harvard and MIT, the com-
pany acquires a competitive differen-
tiation asset that can be taken to any 
market.

b) Location Advantages (L): These 
are the benefits of being present in a 
specific geographic location. Boston is 
described in the sources as one of the 
world’s leading innovation ecosystems, 
home to globally renowned centers. 
The interest of 100% of participants 
in the quality of institutional visits de-
monstrates that the value of the mis-
sion lies largely in its strategic location, 
which offers direct access to authori-
ties and cutting-edge knowledge that 
would not otherwise be accessible.

c) Internalization Advantages (I - 
Internalization): This pillar explains 
the preference for carrying out acti-
vities within the organization itself 
rather than outsourcing them. In the 
context of the mission, this is reflec-
ted in the accumulation of relational 
capital and the creation of proprietary 
networking. Instead of just observing 
the global market from a distance, the 
company “internalizes” this knowled-
ge and these connections (valued by 
76.9% of participants), transforming 
external learning into a lasting internal 
strategic competence.

The Boston 2025 Mission acts as a 
catalyst for the Eclectic Paradigm, allowing 
organizations to develop their property 
(reputation), leverage location (Boston’s 
ecosystem ), and promote the internaliza-
tion of cooperation networks essential for 
global legitimacy.

Reputation and Image Theories: 
Impression Management and RBV 
in the Boston 2025 Mission

The construction of corporate image 
and organizational reputation on the global 
stage does not occur passively; it is the result 
of deliberate strategies aimed at consolida-
ting legitimacy and competitiveness (Bue-
no, 2016). In the context of Mission Boston 
2025, two theoretical currents stand out to 
explain this phenomenon: Impression Ma-
nagement Theory and Resource-Based View 
(RBV) Theory. Both offer complementary 
lenses for understanding how professionals 
and companies transform an international 
experience into an asset of prestige and sym-
bolic power.

Impression Management Theory re-
fers to the process by which individuals and 
organizations attempt to control the percep-
tions that others form about them. When 
participating in high-level events, organi-
zations use media narratives and symbolic 
events to shape an identity that projects suc-
cess, ethics, and innovation. In the Boston 
Mission, this theory manifests itself in the 
way the media acts as a legitimizing agent, 
transforming visits to elite institutions into 
a symbol of competence and status for Bra-
zilian participants.

The application of this impression ma-
nagement is evident in the media coverage, 
which describes the mission as a “platform 
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for transformation” and a space for institu-
tional diplomacy. For professionals, being 
associated with names such as Harvard and 
MIT serves as a signaling strategy: by pro-
jecting an image linked to these centers of 
excellence, they shape their stakeholders’ 
perceptions of their own authority and vi-
sion for the future. This communication ef-
fort is crucial, as global reputation depends 
on the ability to communicate values cohe-
rently and strategically.

On the other hand, the Resource-Ba-
sed View (RBV) (Bueno, 2016) focuses 
on internal asset management. According 
to this view, reputation is not just an “im-
pression,” but a strategic intangible resour-
ce that, because it is rare and difficult to 
imitate, generates sustainable competitive 
advantage. Sources indicate that reputation 
functions as a “symbolic passport” that faci-
litates entry into international markets and 
the formation of strategic partnerships, re-
ducing transaction risks and increasing resi-
lience in crises.

For participating companies, Mission 
Boston 2025 acts as an incubator for new 
resources and capabilities. Direct access to 
authorities and the accumulation of relatio-
nal capital (cited as one of the most valued 
experiences by 92.3% and 76.9% of res-
pondents, respectively) become strategic 
assets that the company now holds. This 
capital does not dissolve after the event, but 
becomes part of the institutional identity, 
differentiating the organization in a market 
where internationalization is still a challenge 
for many.

The effectiveness of these resources 
is proven by the field research data, where 
69.2% of participants rated the increase in 
their professional authority as “Incredible.” 
From the RBV perspective, this increase in 

authority is the materialization of a resource 
that values the individual and the company 
in the labor market and business environ-
ment, allowing the cutting-edge knowledge 
acquired to be transformed into internal 
strategic impact.

However, the success of Impression 
Management and the sustainability of RBV 
depend on consistency between discourse 
and practice. Sources warn that media expo-
sure and symbolic prestige can become fra-
gile if not accompanied by concrete results 
and authentic conduct. A reputation built 
solely on narratives, without the proper de-
livery of real value or organizational trans-
formation, risks erosion and loss of trust in 
the long term.

In this sense, total satisfaction (100% 
positive reviews) with the quality of visits 
and content shows that Mission Boston 
2025 has managed to align symbolic ex-
pectations with actual delivery. For partici-
pants, certifications, honors, and established 
networking (valued by 76.9%) are not just 
memories, but tangible evidence of a new 
level of competence and recognition that 
now integrates their portfolio of capabilities.

The integration of these theories re-
veals that internationalization, via business 
missions, is a dual process. While Impres-
sion Management ensures immediate visibi-
lity and legitimacy before society and inves-
tors, RBV ensures that gains in reputation 
and knowledge are internalized as lasting 
competitive advantages. This combination 
is what allows Brazilian companies to ex-
pand their borders with greater security and 
prestige.

In conclusion, Mission Boston 2025 
exemplifies how strategic image manage-
ment and the pursuit of intangible assets are 
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essential for success in the global economy. 
By cultivating a solid reputation supported 
by high-level partnerships and consistent 
communication, professionals and compa-
nies not only “appear” better in the eyes of 
the market, but also become more capab-
le of facing the challenges of international 
competitiveness.

RESULTS AND DISCUSSIONS

Overview of media coverage of 
Mission Boston 2025

The journalistic sources and public 
communications consulted reveal that Mis-
sion Boston 2025 has been widely publici-
zed as a highly prestigious experience, with 
a strong emphasis on institutions of inter-
national excellence—such as Harvard Uni-
versity and the Massachusetts Institute of 
Technology (MIT)—and on opportunities 
for networking, innovation, and institutio-
nal diplomacy. The coverage indicates that 
the mission includes visits to global referen-
ce centers, with promises of immersion and 
exchange of experiences in innovation (Re-
vista do Administrador, 2025).

Articles published on regional web-
sites, such as Tudo Doms (2025), highlight 
that the mission is presented as a “platform 
for transformation,” especially for professio-
nals seeking to expand their international 
connections. The media discourse associates 
participation with building prestige and di-
fferentiation, reinforcing the perception of 
status and institutional recognition.

Other versions of the program, orga-
nized by educational institutions and bu-
siness networks, reinforce the character of 
“immersion in innovation and technology,” 
with the purpose of training leaders to trans-

form cutting-edge knowledge into strategic 
impact within organizations (Atitus Educa-
ção, 2025).

These articles reveal that Mission Bos-
ton 2025 is portrayed as a symbol of success 
and professional development, transcending 
the technical aspect and assuming symbo-
lic and reputational value. Thus, the event 
consolidates itself as a means of social legi-
timization and institutional image building, 
as discussed by Ribeiro and Cunha (2021).

Interpretations in light of the 
literature — reputation, legitimacy, 
and media

The results of the media analysis are 
in line with recent literature on corporate 
reputation, organizational legitimacy, and 
public visibility. According to Fombrun and 
Van Riel (2020), reputation is a reflection of 
social perceptions about the organization’s 
practices and values, while legitimacy is 
built through institutional recognition and 
alignment with cultural and social norms.

According to Gómez and Pérez (2022), 
the media plays a central role in this process, 
acting as a mediator between corporate ac-
tions and stakeholder perceptions. Thus, the 
presence of Brazilian companies and institu-
tions at international events such as Mission 
Boston 2025 strengthens symbolic visibili-
ty and contributes to the legitimization of 
their brands.

Contemporary studies on corporate 
communication also point out that reputa-
tion does not depend only on economic re-
sults, but on how the organization commu-
nicates its identity and purpose (Zamith, 
2021). Media coverage of international ac-
tions serves as an instrument for projecting 
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prestige, reinforcing the narrative of innova-
tion and excellence.

However, as Santos and Figueiredo 
(2023) point out, building reputation in 
global markets requires consistency betwe-
en image and practice. Media exposure wi-
thout concrete results can generate fragile 
reputations that are vulnerable to crises. 
This perspective reinforces that the prestige 
obtained through participation in interna-
tional missions must be accompanied by ef-
fective organizational transformation.

Finally, recent studies on reputational 
risks (Nguyen, 2022) warn that highly vi-
sible companies are more exposed to image 
damage in the event of inconsistency betwe-
en discourse and conduct. Therefore, the 
symbolic prestige conferred by international 
events must be managed with caution and 
authenticity.

Critical discussion: limits and 
implications of the international 
visibility strategy via missions

The analysis shows that participation 
in international missions can be effective as 
a symbolic strategy for building reputation 
and organizational status. Association with 
prestigious institutions, such as Harvard 
and MIT, and positive media coverage con-
fer symbolic capital and legitimacy on parti-
cipating companies (Silva & Rocha, 2020).

However, it is necessary to recognize 
the limits of this strategy. First, the repu-
tation built from media exposure depends 
on the consistency between the projected 
image and actual organizational practices. 
According to Carvalho and Oliveira (2021), 
the misalignment between discourse and 
practice can compromise institutional cre-
dibility and damage reputation.

Second, the prestige derived from par-
ticipation in international missions tends to 
be symbolic, based on perceptions and as-
sociations, and not necessarily on concrete 
performance indicators. As Marques and 
Silva (2022) observe, reputational recogni-
tion must be linked to the delivery of real 
value to sustain long-term legitimacy.

In addition, the positive impact of the 
media is variable and can amplify both fa-
vorable and negative aspects. Gómez and 
Pérez (2022) point out that high visibility, 
although strategic, increases the organiza-
tion’s vulnerability to image crises. There-
fore, reputation management must include 
constant monitoring of communication 
and consistency between institutional iden-
tity and practices.

Finally, the selective nature of this stra-
tegy must be considered: only companies 
with financial resources and social capital 
can participate in international events, whi-
ch can accentuate inequalities in symbolic 
legitimacy among different economic actors 
(Ribeiro & Cunha, 2021).

Contributions and limitations of the 
research

The analysis developed confirms the 
hypothesis that participation in internatio-
nal business missions can be understood as 
a strategy for building corporate image and 
business internationalization. The results 
show that Mission Boston 2025, by being 
widely publicized in institutional and jour-
nalistic media, acts as a symbolic instrument 
for strengthening reputation.

The main contribution of this study is 
to highlight the interrelationship between 
media, reputation, and legitimacy, empha-
sizing how public narrative influences or-
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ganizational perception. This finding rein-
forces the studies by Fombrun and Van Riel 
(2020) and Gómez and Pérez (2022), who 
defend the centrality of communication and 
public exposure in the formation of the con-
temporary corporate image.

However, the research has limitations 
inherent to the qualitative and documen-
tary approach. The dependence on secon-
dary sources prevents the measurement of 
concrete impacts in t r terms of economic 
performance or innovation. In addition, 
the articles analyzed are institutional and 
promotional in nature, and may emphasize 
positive aspects to the detriment of critical 
assessments.

Despite these limitations, the study 
contributes to broadening the debate on the 
symbolic importance of business missions 
in building corporate image and organiza-
tional legitimacy, especially in developing 
countries such as Brazil, where internatio-
nalization is still a process in consolidation.

Field Research: Interview with 
participants of the Boston 2025 
Mission

The analysis of the field research re-
sults is based on the objective responses of 
13 participants in the Boston 2025 Mission, 
a sample that aims to identify prevailing 
trends and assessments, in line with the ex-
ploratory nature of the study. The question-
naire used allowed for the collection of per-
ceptions using a Likert scale, cited by Lucian 
(2013), from 1 to 5, where 1 meant “Bad” 
(did not like) and 5 meant “Incredible.”

The objective assessment categories ex-
plored in the questionnaire, which consti-
tute the primary results of this section, were 
as follows:

Scale Evaluation (1 to 5): 
Professional Reputation and 
Career Development

Participants were asked to evaluate va-
rious aspects of the mission in relation to its 
individual and professional impact:

a) Impact on Professional Authori-
ty: We sought to measure participants’ 
perceptions of how the Boston 2025 
Mission influenced their professional 
authority.

b) Relevance of Content: The rele-
vance of the content presented during 
the mission to the participants’ careers 
was evaluated.

c) Broadening of Worldview: The ex-
tent to which the mission broadened 
participants’ views on their careers and 
the international academic/professio-
nal world was measured.

Scale Evaluation (1 to 5): 
Networking and Program 
Quality

The evaluations also focused on the 
effectiveness of the mission in terms of con-
nections and the quality of the scheduled 
events:

a) Networking Opportunities: The 
emergence of networking opportuni-
ties during the mission was evaluated.

b) Level of Internal Connections: 
Participants evaluated the level of con-
nections and partnerships established 
with other mission participants.

c) Quality of Institutional Visits: The 
quality of visits to institutions such as 
Harvard, MIT, the Supreme Court, 
and the Consulate was evaluated.
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Scale Evaluation (1 to 5): 
Overall Satisfaction and 
Recommendations

Finally, satisfaction and future inten-
tion metrics were collected:

a) Overall Satisfaction: Participants 
rated their overall satisfaction with 
their experience in Boston.

b) Willingness to Recommend/Par-
ticipate Again: Participants’ willing-
ness to participate in future editions 
or recommend the Boston Mission to 
others was evaluated.

Choice of Best Experiences

In addition to the scale assessments, 
participants selected the best experiences 
they had at Mission Boston 2025 from a list 
of options. The categories of experiences lis-
ted for selection were:

a) Meeting authorities

b) Meeting institutions

c) Networking

d) New friendships

e) Getting to know new cultures

f ) Identifying business opportunities

g) Certifications, honors, and 
recognition

Field Research Results

The consolidated results show that, in 
several categories, 100% of participants ra-
ted aspects of the mission with the highest 
scores (4 - Very Good or 5 - Amazing), whi-
le other metrics had mostly positive scores, 
but with a slight variation in ratings.

Below is a consolidation of the results 
of the objective questions:

Professional Impact and 
Content

The assessment of the direct impact on 
participants’ careers was also significantly 
positive, but showed a slight dispersion in 
scores:

a) Impact on Professional Autho-
rity: 69.2% of respondents rated the 
impact as “Amazing” (5), while 15.4% 
rated it as “Very Good” and 15.4% 
gave other scores.

b) Content Relevance: The majo-
rity, 69.2%, considered the content 
“Amazing” (5), while 15.4% rated it 
as “Very Good” and 15.4% gave other 
scores.

Networking and Connections

The topic of networking received strong 
endorsement, although with nuances be-
tween external opportunities and internal 
connections:

a) Networking Opportunities: 
61.5% rated the opportunities as 
“Amazing” (5), with 23.1% as “Very 
Good” (4) and 15.4% in the other 
categories.

b) Level of Connections and Part-
nerships with Other Participants: In 
this dimension, the highest concentra-
tion of votes was in the “Very Good” 
(4) category, with 53.8% of responses. 
The rating “Amazing” (5) was chosen 
by 30.8% of participants, while 7.7% 
chose the rating “Good” (3) and 7.7% 
chose the lower ratings.
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Overall Satisfaction and Program 
Quality Assessment

The areas that achieved the highest 
approval ratings in the “Very Good” (4) and 
“Amazing” (5) categories were:

a) Overall Satisfaction and Willing-
ness to Participate/Recommend: In 
both questions, 69.2% of participants 
rated the experience as “Amazing” 
(5), and the remaining 30.8% rated it 
as “Very Good” (4), totaling 100% po-
sitive ratings in the highest categories.

b) Quality of Institutional Visits 
(Harvard, MIT, Supreme Court, Con-
sulate, etc.): This category also received 
100% of ratings between “Very Good” 
and “Amazing,” with 69.2% rating it 
as “Amazing” (5) and 30.8% as “Very 
Good” (4).

c) Broadening of Vision (career and 
international world): Like satisfac-
tion and quality of visits, broadening 
of vision received 100% of responses 
between “Very Good” and “Amazing,” 
with 69.2% rating the experience as 
“Amazing” (5).

Best Experiences of the Mission

In the section where participants chose 
their best experiences, “Meeting authori-
ties” stood out as the most valued element, 
being selected by 12 of the 13 respondents, 
equivalent to 92.3%.

Other relational and recognition as-
pects were widely cited, with three catego-
ries tied for second place, selected by 76.9% 
of participants (10 responses):

1.	 Getting to know institutions.

2.	 Networking.

3.	 Certifications, honors, and 
recognition.

The experiences of “New friendships” 
(61.5%), “Getting to know new cultu-
res” (46.2%), and “Identifying business 
opportunities” (46.2%) were considered 
the best in a smaller proportion.

In summary, the objective results indi-
cate that the mission was perceived as a re-
sounding success, particularly in terms of its 
organization, institutional quality, and abili-
ty to generate satisfaction and recommenda-
tions, with the highest appreciation focused 
on contact with authorities and institutions, 
and on the certifications obtained. The le-
vel of satisfaction was so high that 69.2% of 
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participants rated overall satisfaction, insti-
tutional visits, and broadening of vision as 
“Incredible.”

CONCLUSIONS

The research showed that participating 
in international business missions, such as 
Mission Boston 2025, can strengthen the 
reputation and status of companies. The li-
terature review and document analysis indi-
cated that events of this type are presented 
by the media and the institutions involved 
as prestigious experiences, associated with 
innovation and excellence, which favors 
the image of companies by linking them to 
world-renowned centers such as Harvard 
and MIT.

The findings of the field research con-
firm this perception of value: 69.2% of par-
ticipants rated the impact of Mission Bos-
ton 2025 on their professional authority as 
“Incredible” (score 5). In addition, 69.2% 
rated the relevance of the content presen-
ted for their career as “Incredible” (score 
5), while another 15.4% rated it as “Very 
Good” (score 4). The quality of the institu-
tional visits (which included Harvard, MIT, 
the Supreme Court, and the Consulate) was 
rated as “Very Good” (4) or “Incredible” (5) 
by 100% of respondents, with 69.2% ra-
ting it as “Incredible” and 30.8% as “Very 
Good.”

The literature confirms that interna-
tionalization also involves symbolic aspects, 
reinforcing credibility and recognition on 
the global stage. Empirical data corrobora-
tes the importance of symbolic capital: the 
experience most valued by participants was 
“Meeting authorities” (selected by 92.3% of 
respondents). Other aspects of prestige and 
recognition were widely cited, such as “Get-

ting to know institutions,” “Networking,” 
and “Certifications, honors, and recogni-
tions,” each selected by 76.9% of partici-
pants. The experiences of “New friendships” 
(61.5%), “Getting to know new cultures” 
(46.2%), and “Identifying business oppor-
tunities” (46.2%) were considered the best 
to a lesser extent.

However, these gains depend on con-
sistency between the image promoted and 
the organization’s actual practices. When 
there is no alignment, the effect can be fra-
gile and subject to loss of trust. The high 
satisfaction observed suggests that, in this 
case, the promised value was delivered, since 
69.2% of participants rated their overall sa-
tisfaction with the experience as “Amazing” 
and the remaining 30.8% as “Very Good,” 
totaling 100% of ratings at 4 or 5.

It can be concluded that international 
missions can be a valid strategy for stren-
gthening corporate image, provided they 
are part of an ongoing reputation policy 
focused on transparency, accountability, 
and innovation. The perception of success 
of Mission Boston 2025 is reinforced by 
the willingness of participants to participa-
te again or recommend it, which was rated 
as “Amazing” by 69.2% and “Very Good” 
by 30.8%, totaling 100% endorsement in 
the highest ratings. It is recommended that 
future studies evaluate the concrete impacts 
of these initiatives, such as financial results, 
partnerships, and performance indicators.
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