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Abstract— Confidence in the Organisation's Brands may become 

a key element to determine the competitiveness of any 

Organisation in today's raw scenario of International B2B 

Export/Import Organisation. The aim of this paper will be to 

explore at the problems that affect the growth of the "business 

customers' brand trust" and analyse its effect on the long-term 

relation between the business partners and even on the businesses 

working ability in the event of its cross-border activity. Some of 

the important trust issues addressed by the research have to do 

with product quality, service reliability, corporate reputation, 

communication transparency, digital presence and customer 

support/relationship management practices. The study is 

quantitative and adopted a structured survey which was given to 

people involved in international trade activities. They reveal that 

the four factors – stable service provision, communication clarity, 

corporate authenticity, and customer communication – are key 

elements in establishing brand trust and customer relationships. 

The study offers concrete suggestions for import export businesses 

who want to achieve a more effective segmentation, establish a 

continuous relationship and link segments to future business and 

growth successes in increasingly competitive international 

markets. 
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I. INTRODUCTION 

A. Background and Technical Context 

Globalisation has influenced greatly the operations of business 

in the global markets. In today's era of globalization 

opportunities and companies doing business in import/export 

under B2B got beyond the boundaries of their countries and 

consequently had customers outside the country. In such a 

competitive market quality and price is not sufficient to run a 

business. Business customers require longterm relationships, 

with value, transparency and commitment to build trust. 

Therefore, brand trust is seen as a strategic asset impacting 

brand trust and supplier selection and maintenance. In this 

context, the function of Import Export substitution is seen as a 

remedy, to decrease uncertainty and to facilitate long term 

cooperation in business domain. 

B. Statement of the Problem 

There's a ton of brands that would be more recognizable and 

more significant in this worldwide commerce landscape and 

there are many companies that find it difficult to maintain a 

good relationship with their final consumers, in a B2B team. 

The establishment and maintenance of market trust is 

challenging in the presence of market competition, 

communication and the supply chain, as well as customer 

expectation differences. Loss of trust has an impact on customer 

retention, the stability of partnerships and the performance in 

the organization. Therefore there is a need to understand the key 

factors, which influence the concept of brand trust and 

understand brand trust impact in success of business in B2B 

environment of import-export business. 

C. Objectives of the Study 

To look at the significance of brand trust in international B2B 

trade. 

2. To determine the factors operating as a constraint in gaining 

trust with brands in foreign markets. 

To conduct a study on Trust Building with good 

product/service. 

4. To examine how corporate reputation and communication 

transparency can help to build customer confidence. 

5.To propose recommendations to promote the brand in the 

global trade conditions. 

D. Research Questions 

What are the reasons behind the importance of brand trust in 

B2B import export businesses? 

2. What are some factors that help develop a trust attitude in the 

global markets? 

3. What is the relationship between Product quality and 

reliability on brand loyalty? 

4. How do transparency of communication and corporate image 

contribute to trust building? 

5. What are some ways that companies can increase customer 

trust worldwide? 

E. Significance of the Study 

This study is an addition to literature on a process of trust 

production related to an international business relationship. It 

provides appropriate data sources based on this, managers and 

exporter, importers and persons in charge can make business 

decisions with enhanced customer confidence and, with the 

support of sustainable partnerships. The outcomes can also be 

used as a strategic tool as a reference in B2B international 

markets for brand building purposes and in business 

relationships. 

F. Scope and Limitations 

The aspect of brand trust in B2B import export businesses in 

the global marketplace is covered in the study. It encompasses 

trust issues such as product reliability, service reliability, 

corporate reputation, communication transparency and online 

presence. This study is survey and perception base study that is 

based on perception and experiences of selected participants. 

Limited samples and short period means results might be not 

applicable to other industries or areas. 

II. LITERATURE REVIEW 

Brand trust is a relevant notion in business and marketing 

research in recent times, especially in international trade with 

very long-term customer relationships, where a high investment 

and a high level of uncertainty exists, especially in a B2B 

context. In many cases, import/export contracts are concluded 

on a global scale with geographies, laws, cultures and 
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economies that are not presumed and it is essential to build up 

trust – this will subsequently provide easier cooperation and 

also reduce the perceived risk. Brand trust is in fact the measure 

determined by how much (or little) your brand's customers 

believe you can deliver value, consistent, integrity, proficient, 

transparent and reliable. Scientists have recognised that 

establishing trust is not merely a friendly greeting, but takes 

time and a series of positive experiences and are keeping the 

promise of a Communications / Commitment. In B2B, trust is 

everything and purchasing is often a multi-decision maker 

process, with a number of different characteristics being 

considered when evaluating the supplier such as the quality of 

the product, the reliability of the service offered, financial 

stability of the supplier, reputation and supplier performance. 

Recent study has revealed that organizations with high levels of 

brand trust: are more likely to keep customers; maintain the 

relationship; get an edge over their rivals; and achieve 

sustainable expansion. Trust is not just defined by a vague sense 

of stability and consistency but customers see the ability to 

deliver to a consistent quality as a sign of competence and 

dependability of the organisation. Also, in the way of building 

trust, like-wise service reliability is one of the critical service 

factors that indicates the ability of the service organization to 

keep promises, keep time schedule for product delivery, 

provide timely assistance services and such like factors. 

Corporation reputation is another one of the critical measures 

in building trust, which indicates the overall impression other 

stakeholders have about the credibility, professionalism and 

ethical attitude of the corporation. If you have a good 

reputation, your business customers will be interested in 

building a long-term relationship with your business as there's 

less uncertainty. In the recent days communication 

transparency has become a spotlight as customers want to be 

well-informed, have honest communication and receive 

information in a timely way about various business activities 

and transactions. As an organisation evolves with the 

development of digital technologies, so do the methods for 

building trust – through own websites, digital marketing tactics, 

social media, online feedback reviews, and engagement 

programmes. In the era of digitalization, presenting a mark of 

your brand's presence to the organisation constitutes an 

important part of gaining your brand's legitimacy and 

professionalism in the international market. Moreover, from a 

relationship marketing perspective it was concluded that trust 

would constitute the foundation of enduring relationships and 

have an impact on relationship behavior including cooperation, 

commitment, satisfaction and the creation of value. This 

research in combination indicates that brand trust is a 

multifaceted strategic asset that is impacted by quality, 

reliability, reputation, transparency, customer support, and 

digital engagement. It's those companies that are the most 

willing and ready to be successful with these factors in terms of 

business that will have the best chance to gain buyer 

confidence, strengthen the relationship, improve organizational 

performance and thrive in the globally competitive 

import/export B2B marketplace. 

III. RESEARCH METHODOLOGY 

The type of research that used in this study is descriptive type 

of quantitative, in the research with descriptive type and 

quantitative approach, the factors that influence the value of 

consumer trust in a brand that can be observed in B2B import / 

export firms in the global market. Research methodology is a 

blueprint of how the data are to be acquired, how they are to be 

analyzed and interpreted in relation to the objective of the 

research, and the research questions raised from it. The study 

focuses on perceptions of business people of the practice of 

building trust in international trading settings, leading the 

researchers to use a descriptive research design. Because of the 

descriptive approach, the researchers were able to identify what 

was present, what the respondents were thinking and what 

patterns there were in regards to brand trust across the various 

markets. The study is quantitative since numerical data has been 

obtained from the structured questionnaire and used statistical 

data analysis. To provide in-depth knowledge of the research 

problem, knowledge of both primary and secondary sources are 

obtained. The export/import enablers such as business owners, 

export managers, import managers, supply chain, logistics, 

marketing managers etc., who make decisions in international 

trade, participated in the focus groups. Secondary data collected 

include relevant material from academic publications such as 

journals, books, research papers, and publications from the 

trade and industry from corporate publications and online 

business databases tied to international marketing, relationship 

management and brand trust. A convenience sampling 

technique was used, given the study area's situations of 

accessibility, availability, and willingness of the respondents in 

the study. Sixty (60) respondents came from different 

professional positions of B2B import-export sector. 

Geographical context of the study was that of the businesses 

that are involved in conducting international trade related 

operations in different geographical regions as well as in 

various markets. In order to accomplish the desired objectives, 

a structured questionnaire was developed, this questionnaire 

was broken down into two sections. The first section covered 

demographic information such as gender, age, education, 

naming and designation while the second section covered 

information about perception of product quality, perception of 

service reliability, perception of corporate reputation, 

transparency of company communication, customer support, 

perception of the company's web site, timely delivery, long-

term relations with the company, and trust in the brand. 

Respondent opinions were measured using a 5-point Likert 

scale from "Strongly Disagree" to "Strongly Agree. The 

questions were re-worded for clarity, relevance and reliability, 

following a preliminary study with limited respondents. 

Participants' reactions were captured to make appropriate 

modifications to enhance the effectiveness of the survey 

instrument. The distribution of the final questionnaires was 

through online questionnaires, e-mail, business relationships 

and networks. All participation was voluntary and the 

respondents were made aware of the goals and academic form 

of the research prior to filling out the survey. 

Collected data were later organised and coded and then 

analysed in a descriptive way to provide inferences about the 

brand trust in the global B2B market. Frequency Count for 

distribution of the answers were produced by using flow chart 

technique for number of questions to present the respondents 

characteristic and perception in understandable format the 

percentage were calculated. All the means constructed to 

measure the general level of consensus on each of the trust 

building factors and rank analysis to measure the relative 

importance of the different factors that affect the brand trust. 

Numbers of Results obtained were presented as Table so that it 

will be presented organized and interpretable to make 

comparison clearly between each variable. Product quality, 

service reliability, Company reputation, Communication 

transparency, Customer support, Internet presence, timely 

delivery were assumed as the independent variables while 

Brand trust was assumed as the dependent variable. The use of 
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instruments has been given attention in order to achieve an 

instrument that is more accurate and valid in research. To 

identify the content of the questionnaire, literature search, 

expert consultation and pilot test were carried out and the items 

of the questionnaire were tuned up with the research objectives 

to achieve the internal consistency reliability of which 

appropriate methodological techniques were used. Precautions 

have been taken to maintain the ethical aspects of the research 

process. Informed consent, free response and confidentiality of 

participants' answers were obtained and these would only be 

used for academic purposes. No data on individuals has been 

shown and no results altered or distorted. Some of the research 

procedures were limited in planning and execution and 

procedures were widely accepted in open areas. A sample of 

100 respondents was used and nothing can be generalized to a 

larger population of respondents. This study might suffer from 

sampling bias as a consequence of implementing a convenience 

sampling method and might be predominantly perception based 

that can be affected by individual judgment and experience. 

Time and resources were also limited, resulting in limited data 

collection, and precluding more sophisticated forms of analysis 

and more qualitative approaches like interviews and focus 

discussion. Besides, market conditions, economic conditions, 

geopolitics and technology may influence the customers' 

perception and level of trust and are constantly evolving in an 

international context while international businesses are 

operating in an international environment. The methodology 

used in this study, however is systematic, reliable and practical 

and would carry out a thorough analysis of the phenomenon of 

brand trust in global B2B trade and would give insights to the 

following strategic factors that can influence customer trust, 

stability of relationship and the sustained business success in 

the international markets. 

IV. RESULTS AND DISCUSSION 

Data gathered from 60 respondents who are (B2B) Import 

Export firms of various markets in the world, which was then 

interpreted and analyzed with the chapter. The response to a 

structured questionnaire which sought answers focused on 

understanding the factors influencing brand trust in 

international business environment. The data collected are 

displayed in tables and analysed in terms of frequency and 

percentage. The results offer important insights related to the 

importance of product quality, service reliability, corporate 

reputation and transparency, in shaping brand trust and in 

building long-term business relationships. This is then shown 

in the form of a table and explained and discussed in 

conjunction with the graph showing the table. 

Table 4.1. Product Quality Influences Brand Trust 

 Frequency Percentage (%) 

Strongly Disagree 2 3.33 

Disagree 3 5.00 

Neutral 7 11.67 

Agree 24 40.00 

Strongly Agree 24 40.00 

Total 60 100.00 

Fig. 4.1. Product Quality Influences Brand Trust (Likert 

Scale Bar Chart) 

 

Conclusion: From the result it can be deduced that one of the 

important factors which impairs the trust of the brands in the 

import export businesses is the quality of products. 

Respondents had a 80.00% agree and strongly agree rate for one 

of the largest components to building the trust is a consistent 

product quality. 8.33 % disagreed and 11.67 % were neutral. 

Business customers attribute great importance to the quality 

consistency as an indicator of competence, reliability and 

professionalism of the organisation. In the international market 

( buyer/supplier across geographical boundaries) the quality 

assurance is one of the important tools for reducing 

uncertainties and confidence building. Thus, a homogeneity in 

product quality would have more positive impact on the 

company's relationship with clients and would lead to a lasting 

competitive advantage. 

Table 4.2. Service Reliability Increases Trust 

 Frequency Percentage (%) 

Strongly Disagree 1 1.67 

Disagree 4 6.67 

Neutral 6 10.00 

Agree 27 45.00 

Strongly Agree 22 36.66 

Total 60 100.00 

Fig. 4.2. Service Reliability Increases Trust (Likert Scale 

Bar Chart) 
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The next major criterion that determines brand trust is 

timeliness of services, which is the interpretation in case of 

music. It can be concluded from the results that there is a 

positive relationship between reliability and trust between two 

business partners at least to 81.66 % of the respondents agreed 

and strongly agreed. Eight percent of respondents 

unsurprisingly disagreed and 10.00% were neutral. Reliability: 

Timely, Order Fulfillment, Continuity of Business and Good 

Problem Solving. The findings indicate that the factors of 

reliable service performance are important in the international 

buyers in evaluating suppliers. Reliability of services 

minimizes the risk for businesses, improves business 

transactions, and gives customers confidence. That's why 

businesses with a high frequency of meeting customer 

satisfaction criteria have greater chances of achieving a loyal 

customer and customer retention rate at the foreign level. 

Table 4.3. Corporate Reputation Influences Supplier 

Selection 

 Frequency Percentage (%) 

Strongly Disagree 2 3.33 

Disagree 3 5.00 

Neutral 8 13.33 

Agree 25 41.67 

Strongly Agree 22 36.67 

Total 60 100.00 

Fig. 4.3. Corporate Reputation Influences Supplier 

Selection (Likert Scale Bar Chart) 

Analyse the results and draw from them an interpretation. Over 

78.34% said that the reputation of the companies either good or 

bad, definitely affects the people's decision to buy item from 

them. A good reputation is an indication of the credibility, 

professionalism, ethics and effectiveness of the operation of an 

organization. There is limited means in B2B import export 

market that the businesses have to use to check their suppliers 

before they are able to enter into a business relationship with 

them. In this sense, reputation needs to be established as an 

alternative, and an aim of reducing subjective uncertainty. The 

positive impression by stakeholder groups of a company will 

increase the likelihood of a company being more competitive in 

its marketplace, if it is the company they want to buy from. The 

results therefore support the significance of having a 

mechanism in place to manage reputation to facilitate the 

building of trust in global trading. 

 

 

Table 4.4. Transparent Communication Strengthens Trust 

 Frequency Percentage (%) 

Strongly Disagree 1 1.67 

Disagree 2 3.33 

Neutral 5 8.33 

Agree 28 46.67 

Strongly Agree 24 40.00 

Total 60 100.00 

Fig. 4.4. Transparent Communication Strengthens Trust 

(Likert Scale Bar Chart) 

Interpretation (Transparent communication) had one of the 

highest percentage respondent agreements of all of the trust 

building factors in the research. Almost 86.67% said 

agree/strongly agree to the question ‘Transparent 

communication is important and is a key to trusting B2B 

relationships. Eighty-three percent (8.33%) were neutral in 

response and 5.00% disagreed. The results show the need for 

accurate information and honest communications, timely 

updates and transparency in the way the business is conducted 

with international customers. Clear communication results in 

less risk of mis-communication, greater communication quality 

and higher confidence between the trading partners. The 

equipment required to achieve transparency can help 

organizations earn the trust and confidence in the worldwide 

market place, in addition to the establishment of enduring 

customer partnerships agreements. 

Finally, the present study concludes that brand trust is important 

consideration and it should be encouraged that B2B 

importexport enterprise need to be promoted and nurturing the 

brand in strategically as an important topic. Analyzing the 

results of the survey, one can say that the main determinants 

that have consolidated impact on building trust at business 

customers are product properties, reliability of services, 

reputation, clear communication of company. The variable 

transparent communication and service reliability got the 

maximum endorsement amongst the variables which indicates 

that the users of this modern world have expectation of being 

responsive, open and consistent. Trust was also found to be 

related to product quality which serves as the conduit between 

the performance of the product and the performance of the 

organization in terms of competency and reliability. Corporate 

image, which guarantees the credibility and professionalism of 

the customer was also cited as an influencing criterion in the 

process of suppliers selection. 
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On summarising the findings, it can be observed that the 

findings demonstrate multi-dimensional trust development 

which demands handling quality management, reliable service 

delivery, building up the reputation and communicating 

transparently about practice of communication as a part of 

business strategy. Proper handling of these aspects can help 

business to get a satisfactory set of customers, can help boosting 

the business relationship, keeping repeat customers and can 

help in improving the business performance in the long run. The 

findings also validate that brand trust has become the eyes of 

the beholder and is a way to build relationships and an ongoing 

source of competitive advantage in B2B import-export markets. 

V. CONCLUSION AND FUTURE WORK 

This paper presented an investigation to look into the 

relationship between brand trust in B2B import-export business 

and it investigated the main factors affecting the building of 

brand trust in international markets. The results indicate that 

trust in brand has become a very important strategic asset for 

companies with activities in increasingly competitive and 

interdependent situations in international commerce. Study 

findings revealed that product quality, reliability of the service, 

corporate image and communication transparency are the 

essentials to build business customers' trust. Consequently, a 

company that is consistently making quality products, and 

rendering dependable services, continuity with individuals and 

a good corporate image will more readily build a customer 

relationship and trust. Another finding of the study is that there 

are three phenomena which can be yielded from trust: (1) 

Uncertainty reduction, (2) Perceived reduction of business risk, 

and (3) Relationship stability between buyer and supplier. 

Another very important topic of import export business with 

B2Bs is trust which is related to selection of supplier, costomer 

maintenance, repeat customer and extended grooms of the 

organisation. From the results, general guidelines could be 

conceived as an investment strategy instead of a marketing 

project: think of trust building. By engaging with customers, 

participating in other aspects of business, and communicating 

customer issues, businesses can improve their chances of 

success and outcompete their rivals in the global market. The 

observations of the importance of brand trust provide a 

perspective which very few participants, sampling technique 

and self reported answers are limitations of the study. The 

numbers and samples in various industry and countries could 

increase Abec's development of research. Discussion about the 

impact of current megatrends, including digital transformation, 

artificial intelligence, sustainability, cybersecurity and cross-

cultural communication can also be included. Moreover, there 

could be differences in the approaches to building customer 

confidence and some of these differences could be explained 

through a crossregional and sectoral comparison. Global trade 

is currently in a state of change and as a result there will be an 

increased demand for sustained trust in the future, and 

organisations need to constantly update their relationship 

management activities and invest in projects that help them to 

increase trust, confidence and continued stakeholder 

relationships in global trade. 
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