Branding Brasil

Studies and aplications

Vivian Iara Strehlau

PhD and MSc Program in International Business
www.espm.br/pmdgi

o
0
A
N
g
08
C 8
Gar
o\
BT
rrg



Effects of Country image

Country
branding

Immigration Products —
and Country of
consumprion ' Origin Effect

Brazilian
identity in
brands

Brazilian
brands

Afinity Stereotypes Nostalgia }
Animosity Knowledge Experiences /
Ethnocentrism Involvement



Brazil’'s Image evaluation

Global
Importance

Germany KL 3,09 3,46 3,61 2,88
Spain XY 3,31 3,49 3,68 2,96
France 3,97 3,16 3,49 3,62 2,79
England KRN 3,19 3,50 3,49 271
I -1 3,29 3,53 3,54 2,89
MY 3,35 3,72 3,64 2,94
4,06 3,46 3,57 4,05 3,34
4,15 3,60 3,87 3,87 3,40
Uruguai  [EEPRT 3,66 3,92 4,09 3,55
4,06 3,42 3,63 3,89 3,21
0,601 0,831 0,854 0,886 0,772
Sample: 4373
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In what aspects are they diferent?

S Reliability> EUA B0 Paraguai
roduc Criativity - Espanha Uruguai
Distribution France/England Paraguai
Companies—> I!re!nce Paraguai

ElSIEl (MEOTEMEE Economy-> ltaly Uruguai
Arts Spain BB Uruguai
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Why?



Image building

Place identity
History, Politics,
Economy, religion,
culture, language Contact point’s
Tourism, people,

. _ _ companies, products,
Projected place image Actual experience Business opportunities
Marketing communication, investments
apexirasit - Media, symbols .
’ Perceived place

image

ultural expressions

o 2R Art, music,
® popular culture

Other agents
Word of mouth, blogs,
social media, pictures, etc

“nvironment influence
Politics, Economy,
Social, Technological

; The . |Wiasamasen
11] e = Economist | mswiseasiess

Fonte: Adaptado de Govers







A ° ‘ "‘r".
‘,t"Q" ""‘v ' o



* Country influence for an unknown brand

Dimension Knowledge Buy
Economy and production * NS
Afect NS NS
Marketing * NS



And the brazilian companies?

Do not have Have
54% international international 46%
websites websites

Unidades préprias Franquias

96% adapt only 56% adapt the 38% use country branding elements
the language on language

the site (english -

95% and spanish

- 65%)

An international website is when a company have a domain registered in the country in which it

operates.
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Country Related images Companies using this %

branding elements
elements
i Artecola, Bematech, CCAA,
Projects and works related to e S Gl G
Mod technology , research and Embraer, Gerdau, Gol, lbope, JBS g4 o
odern devel t iontifi d Friboi, Marfrig, MAZ Brasil, 3
evelopment ( scientific an ;
cou ntry . . . Natura, Odebrecht, Sabo, Totvs,
academic ), use of various social vale, via Uno, Weg, Wizard
networks.
ili i Artecola, Bematech, CCAA,
Happy Smiling people, parties , dance. e B Gl G
7 Embraer, Gerdau, Ibope, Itau, 69,6
populatlon MAZ Brasil, Natura, Odebrecht,
Porto Seguro, Vale, Wizard
. i i i Artecola, Bematech, CCAA,
Worklng People _m work S.It.uatIOHS ’ Embraer, Gerdau, Ibope, JBS 47 .8
population prOfeSS|0na| aCt|V|ty- Friboi, Natura, Odebrecht, Vale, ’
Wizard
K = K3 () ElC.Ea
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LANGUAGE INSTITUTS

‘ - _ ]
/ 0 1300 institutos
WIZA R D 3 millones de libro
1 millon de alumnos
15 mil profesores

8 idiomas
i PRESENTE TAMBIEN EN COLOMBIA Y PARAGUAY _'
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L i
Lightweight
Supes lightweght Odorless
100% Made in Brazil =~ *™"*¥%9only  Bresthable nylon meterl
Handmade in Brazil prevents stong odor Heli’iity

Guarantee top comfort, you can feel
e waking barefoot!
The shoes can kept folded in
your bag. of even in your pocket

B BT e

Break-proof Sole Base
Super durable and unbreskstile sole

Stylish

for long lasting used Outragecusly fashionable, MAZ shoes
MAZ shoes can be washed are availabie in 0 many colors
in the wathing machine, as mwach as 1600 colors combination

diry fast in 10-15 minutes « s s 0
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