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THE IMPACT OF GLOBALIZATION ON CORPORATE 
CULTURE IN THE TIME OF COVID-19

Abstract:
Globalization is very important for companies that want to compete in the global arena. Corporate 
culture is crucial for the success of companies, and accordingly, globalization is important because it 
affects corporate values and norms. It creates a global arena where values and norms are being intertwined. 
There are positive values from globalization, which are human rights, feminist values, environmental 
values, and negative values, which are corruption, greed, alienation and etc. Opportunities for companies,  
regarding globalization, is creating cooperation and long-lasting bond with companies abroad and 
increasing their target market. Globalization, like any other trend in history, can be used by companies 
as an opportunity or it can be a missed chance. 
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1. INTRODUCTION

The concept of globalization is being used when we describe countries that 
change their culture, society, and economy as a result of international cooperation. 
The analysis of global trends is very important because it has a tremendous effect 
on corporate culture. The aim of globalization is to create a global society that is  
being linked through modern technology. Nevertheless, the outcome of globalization is 
the global system with a conflict of interest. Furthermore, there are interest groups, 
countries, and corporations that fight for power and influence. It is further defined 
as the intensification of relations on the global level where local events can easily 
become globally recognized. In its simplest term, it represents a conglomeration 
of culture, values, ideas and etc.  

The global environment, above all, increases cultural diversity, which leads to 
the elimination of artificial barriers and allows countries, companies, and individuals 
to connect in a comprehensive way. There are optimists that see the concept of 
the state as irrelevant and argue that freedom, coming with globalization, will create  
economic cooperation without barriers. There are pessimists that argue that glo-
balization increases the power and wealth of certain individuals, countries, and 
international institutions. Lastly, there are those that are neither pro nor against 
globalization, rather they argue that globalization is a fact and there is a need for 
adaptation. It is yet to be seen how a situation with pandemic will affect corporate 
culture. The increasingly important argument is that the digitalization of business 
processes will increase hierarchical processes of doing business, which will, eventually, 
increase cultural biases (Delios, Perchthold & Capri, 2020, 5).    
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This research paper analyzes the importance of the 
effects of globalization on corporate culture in the time 
of COVID-19. Firstly, it will focus on the impact of glo-
balization on corporate culture. Secondly, it will evaluate 
the effects of the global pandemic on corporate culture. 
Thirdly, it will analyze the effect of the global pandemic 
on individuals in the corporation. 

2. THE IMPACT OF GLOBALIZATION ON 
CORPORATE CULTURE

Globalization creates environment where corpora-
tion in one country can have influence on corporation in 
another country. There is mutual influence where com-
pany in one country is changing its corporate culture as 
a result of cooperation. Problem exists because there is 
overall impression that more powerful companies are af-
fecting smaller companies. For example, people that work 
in company in Serbia, think that their company should 
adjust its corporate culture in accordance with German 
companies because they are more successful. Sometime, 
it is very difficult to find a perfect balance between ac-
cepting what is good from other companies, but keeping 
the existing values that are necessary. Serbian companies 
strive toward German model, but German identity and 
values are different from those of Serbian. Globalization 
is changing the world economy and companies need to 
satisfy customers from different background (Zaitseva et 
al. 2016, 7182) and that means that no matter how power-
ful one company is, it has to change its corporate culture 
in order to be more successful. 

Globalization leads to a situation where one com-
pany is trying to impose values on the other company. 
Problem arises when values and norms in one company 
are completely consolidated. Changing values within the 
company is challenging, changing values from outside is 
very difficult! Values and norms are altered, only when 
company sees goals and interest. Direct communication 
and practical cooperation can lead to the change in values 
and norms. Success of one company can, definitely, have 
impact of other company accepting the values. Globali-
zation has its own ways of altering corporate values in a 
more subtle way. Since the opening of the world is one the 
values of globalization, people go abroad and work in dif-
ferent companies. When they come back home, they bring 
new corporate values with them, which they spread fur-
ther in the company they work in. Interest is what makes 
people and companies accept new values and compared 
to political values, economic values are much easier to 
spread (Seita 1997, 448). 

Changing the structure of company and methodology 
of doing business is another outcome of globalization, 
where employees are forced to accept new values if they 
want to stay employed. Global trends that, eventually be-
comes values, can spread to different companies around 
the world. For example, awareness of global warming 
can lead to values of companies being environmentally 
friendly or feminist values that argue for better treatment 
of women in companies. Imposing values is another as-
pect where company in one country will not cooperate 
with company in another country if human rights are not 
being respected. Undoubtedly, globalization has brought 
both positive and negative aspects. Nevertheless, it is a 
fact, that is not going away and situation with pandemic 
brought new values on global arena, which are affecting 
companies around the world. Digitalization of all business 
operations will be future that all companies need to take 
advantage of.

2. THE EFFECTS OF THE GLOBAL PANDEMIC 
ON CORPORATE CULTURE

Global events affect corporations and corporate val-
ues around the world. For example, political changes, 
such as free trade agreements and the eurozone affect the 
everyday businesses of corporations and, most impor-
tantly, their values. The ability for offshore operations al-
lows companies to move abroad and avoid paying taxes, 
which is considered unethical in some parts of the world. 
Furthermore, technological trends brought a complete 
digitalization of business operation, which brought values 
such as working online, the lack of face-to-face commu-
nication, etc. The increase of competition brought values 
that require companies to be successful at any cost, some-
times at the cost of human dignity.  

COVID-19 brought challenging tasks for companies 
and it had an effect on corporate values. If there are strong 
cultural norms in a company, its executives will make 
long-term plans, if there are weak and immoral cultural 
norms, companies will make short-term plans (Li et al. 
2021, 8). In other words, if there is a strong sense of in-
tegrity in companies, their workers will collectively try to 
organize business that will bring benefits in long term. 
If there are weak cultural values, such as corruption and 
greed, companies will be oriented toward a short-term 
profit. Furthermore, the pandemic created such a situa-
tion where companies have to reevaluate their perspec-
tives on human health and human life. COVID-19 created 
the interconnection between health, social welfare, and 
economy (Lorenzo & Sibillo 2020, 4). The company by its 
nature cares for profit, achievement, and long-term goals. 
It is expected of workers to contribute as much as they 
can. They are unable to do that if their health is not good.  
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The new corporate culture in the time of the pandemic 
will require investing more in workers’ health and well-
being. Interestingly enough, the pandemic will reassess 
values, more in individualist countries than in collectiv-
istic countries (Kaczmarek et al. 2021, 2). In individual-
ist countries, people care more about themselves, they 
value freedom, while in collectivistic countries, people 
care more for collective harmony. COVID-19 will alter 
values in companies with individualistic values in a way 
that workers will have to develop more ethical standards 
regarding the care and the well-being of others. 

The pandemic brought uncertainty and companies will 
have to adjust very fast to new threats and opportunities, 
which means that cultural values will change in a way that 
it will be expected from workers to be even more flexible 
and adjustable to changes and challenges. Furthermore, 
employees will have to be more innovative when it comes 
to finding better ways of dealing with problems and chal-
lenges. There is a chance that the pandemic will increase 
sympathy and create an environment where corporate 
values will be respected, and care for each other present 
(Dhaliwal, 2020). As with any other global trend, the pan-
demic crisis can provide companies with the opportunity 
to create values that are humane and values that will care 
for human dignity. 

3. THE EFFECT OF THE GLOBAL PANDEMIC ON 
AN INDIVIDUAL IN A CORPORATION

A global pandemic will affect communication between 
employees. Management will have a challenging task to 
create an environment where employees can effectively 
communicate. There will be digitalization in communica-
tion, which means there will be fewer emotions involved. 
This can lead to a lack of understanding and empathy 
when it comes to communication between employees. The 
new corporate values will include remote-working hours, 
where employees expect their employers to allow them to 
organize their time in completing the tasks. Employees' 
awareness regarding health will rise and the employees 
will expect their employers to create a safe working envi-
ronment for them. The pandemic created fear in employ-
ees of losing the job. The new norm within organizations 
will be a tendency to comprehend the psychology of fear, 
caused by the pandemic. The digitalization of business op-
erations will further increase the awareness of rules and 
norms. If employees work from home and there is a com-
plete digitalization of business processes, more rules and 
norms will be necessary in order for businesses to operate 
more efficiently. Since employees are the most important 
assets of the company, the management will have to care-
fully plan its business operations. 

Socioeconomic risks caused by the pandemic crisis can 
include unemployment and unpredictable financial situa-
tions. Furthermore, there can be a sense of loneliness and 
psychological issues as a result of the loss of loved ones 
(Garcia-Sanchez & Garcia-Sanchez 2020, 3). Financial in-
stability creates tension in people and the tension reduces 
productivity and innovation. Companies will have to take 
into consideration, very seriously, how they treat their 
workers and in which way they will help them overcome 
those problems. Every company is money-oriented, but 
the tension with the pandemic will create uncertainty and 
fear among people, which can negatively affect produc-
tion, and by that, the financial situation. There will be an 
increase in conservation values among workers in a com-
pany (Daniel et al. 2021, 2). Those values are the ones that 
are necessary for survival. This means that other values 
can suffer, such as human rights values, feminist values, 
and other liberal and modern values. An individual in a 
company will be affected as a result of the pandemic crisis, 
in a way that he will have to find ways to cooperate with a 
stressful and unpredictable environment. 

4. CONCLUSION

Every global trend radically transforms businesses and 
their corporate values, which have to be adjusted in or-
der to deal with new challenges. In the short-term and 
medium-term periods, companies would have to adjust 
to trends of a global pandemic in order to be successful. 
In the long term, companies should adjust their corpo-
rate values in a way to embrace digital trends that became 
more relevant in the time of the pandemic. COVID-19 
created an opportunity for companies to impose values 
of internationalization through digitalization on their 
employees. It will impact companies in a way that they 
will have to embrace human values such as caring for the 
health and well-being of their workers. Furthermore, cor-
porate values will be changed in a way that companies 
will have to allow workers to do their job from home and 
to believe that they will responsibly finish their work. In 
regard to individual values, employees will be more afraid 
for their health, well-being, and financial situation as a 
result of the unpredictable future cause by the pandemic, 
which can reduce the productivity and efficiency of work-
ers. In order for a business to function successfully, there 
will be a necessity for companies and their employees to 
nurture values such as understanding, empathy, and toler-
ance so that the business can be more successful. 
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