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INTERNATIONALIZATION PROCESS OF THE NBA IN BRAZIL: DIFFERENTIATION, BARRIERS AND ENTRY MODES

1 Introduction
	It was a different Saturday at Villa-Lobos Park in São Paulo. With the cellular phone in hand, Arnon de Mello Neto was about to log into his twitter account to post a picture of the Brazilian player Anderson Varejão, giving a basketball clinic for 50 underprivileged youth.
	The behavior, considered normal for a sport fan, proved to be different, because it dealt with the NBA 3x, an American basketball league event, the NBA, that for the second time was being organized by the official NBA league in Brazil. The event was part of the promotion strategy for the “NBA Global Games”, the worldwide event that brings the match between Chicago Bulls and Washington Wizards, and also the Brazilian player Nenê Hilário, for the the first time in South American soil, happened on October 12th, 2013 at HSBC Arena in the city of Rio de Janeiro.
	Arnon de Mello Neto (interviewed in Aug 12, 2013 for two hours in his office Rio de Janeiro) is the general director of the league in Brazil. With strong experience in business abroad, Arnon knows he has a great product in hand. Today, the NBA is the sports league with greatest international presence in the world and since 2000, has 15 offices around the world spreading the magic of its spectacular players. However, Arnon also knows the challenge of developing this project in Brazil will be proportional to its greatness.
	Basketball regressed only in terms of popularity in the country. With a glorious past, it lost in the last 20 years its rank to volleyball as “Brazilians second sport”, went on national television, saw their idols dwindle and only in 2012, after 16 years of absence, it returned to play in the Olympics. Yet, it was surpassed in number of participants in sports like skateboarding, running, swimming and table tennis.
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Added to this we have structural problems. Until 2007, Brazil did not have an arena with minimum standards for the spectacle that is a NBA game, and the HSBC Arena determinant in the choice of Rio de Janeiro to host the event.

2 NBA as an Organization
	“I deal in the area of finances, but this is not uncommon in sports. The NBA depends on several financial institutions, such as banks. Even though I never worked with basketball, I have always followed the league games. I have a keen interest in the sport,” said Arnon that does not command the NBA in Brazil for nothing. His education background in business and finance in American universities syncs well with the spirit of business that prevails in the League since David Stern, former CEO, now succeeded by Adam Silver, who took command in 1984.
	The National Basketball Association (NBA) is a professional sports league and global business comprised of 30 sports franchises located in the United States and Canada. (Proni, 1998). Each franchise obtains a license that allows that team to compete for the  championship, and are initially valued at $ 1.1 billion on average (Forbes, 2015). The NBA has a strong economic model that includes equal distribution of multi-year national television contract revenues and significant revenue sharing among member teams. (Fitch Ratings, 2015).
	To ensure the competitiveness of the tournament there is stipulated a ranking of players and salary cap, which prevents a team to monopolize the best athletes, while the system of recruitment for new players, the so-called ‘Draft’ is done by lot, excluding teams playing in finals of that year (NBA, 2015).
	In addition to its male basketball league, the NBA manages the WNBA, professional women's league and the D-League, players' development league. It also has a social responsibility program called “NBA Cares” with more than 230 million dollars donated and 2.8 million hours in volunteer work in 850 locations in the United States and worldwide (NBA, 2015).
	To support all this structure, the League has four offices in the US and 15 other around the world, including the one Arnon manages, which was recently created in Brazil. All directed by the general headquarters based in the Olympic Tower building on Fifth Avenue in Manhattan, New York.
	In this building are also the NBA media group; NBA TV, an exclusive television channel; the NBA.com, news portal about the League and its players; the NBA Entertainment, responsible for stock trading and marketing, events and products for film and TV circulating worldwide.

3 History of the NBA
	The NBA, contrary to what it may seem, had a very turbulent past. It was founded in 1946 with the name of BAA, Basketball Association of America, with only eleven (11) teams divided into two divisions: Boston Celtics, Chicago Stags, Cleveland Rebels, Detroit Falcons, New York Knickerbockers, Philadelphia Warriors, Pittsburgh Ironmen, Providence Steamrollers, St. Louis Bombers, Toronto Huskies and Washington Capitols. (NBA, 2015)
	During the early years, ups and downs marked its history, some facts are crucial to its consolidation: the merge with NBL (a competing league) and the creation of the final name NBA; racial integration of African Americans into the game; the technical growth with the emergence of key players Bill Russell, Wilt Chamberlain and George Mikan who were treated as idols and fostered the creation of rivalries; and the migration of small towns franchises for large markets. In the following decades we observe the growth of the NBA as a sports organization with the expansion of the number of teams, the consolidation of its visual identity and the success of its product licensing program (NBA, 2015).
	The League’s final ascent would take place in the early 80’s, with the professionalization imposed on the same model that had been working in the National Football League, the NFL, transforming the game into a family event that strives for entertainment and organization. In the same period star players emerged such as Larry Bird, Magic Johnson, and the greatest of all, Michael Jordan. They were responsible for laying the foundation for the mega global business it is today (Proni, 1998).


4 NBA Internationalization in the World
	Much of the initial effort of the NBA internationalization process in the world happened with the International Basketball Federation’s (FIBA) decision from 1989 to the adoption of professional basketball players in its competitions. At that time there was only one relevant professional players league in the world, the NBA. This movement culminated in the old league’s desire to become global. In 1984, a Brazilian named Oscar Schmidt, became the first foreign player to be selected in the NBA Draft (Euchner, 2008), and in 1987 there were matches of NBA franchises in other parts of the world. The Soviet Union, Spain and Italy received in the late 80’s such matches, but only in the following year. On January 11 and 12, 1990, in Japan the first official pre-season games outside the United States took place, when the Phoenix Suns and the Utah Jazz met twice at the Tokyo Metropolitan Gymnasium (NBA, 2015).
	Since 1991, the NBA strives to have their teams or players involved in exhibition or pre-season games in countries such as China, France, Germany, England, Greece, Italy, Japan, Mexico and Spain (Andrews, 1999; Euchner, 2008; Lynch, 2004), the same year in partnership with USA Basketball, the American basketball team, the NBA released its first professional players for the pre-Olympic tournament in Puerto Rico and the Barcelona Olympics in 1992. This team had 3 of the greatest players of all times and with 10 players in the basketball Hall of Fame, who won the gold medal dominating all the games in a way never seen before. This was an unplanned worldwide phenomenon in the media with all the “magic” and the characteristic entertainment of NBA basketball. This team was immortalized with the name “Dream Team” (see Fig.1):
Figure 1 - Photo of the "Dream Team"
	From there, the rise of the League was meteoric. More TV contracts were signed, product licensing of franchises spread trough shops around the world and their players have become global superstars. The playoffs of the 1996 NBA Finals (the final stage of competition where teams play each other and are eliminated) were followed by 171 countries (Proni, 1998).
	Given the popularity of basketball as it is played all over the planet and continuing its global expansion, from 2000, the NBA franchises began to recruit more and more international players to form their teams.
	Throughout the 2000s the NBA opened several offices around the world. As new players were recruited, new markets were opened. A successful example was in 2002 when the Chinese giant Yao Ming at 7 feet 6 inches was chosen 1st in the Draft, establishing China’s entry in the League, the largest consumer market in the world (Lee, 2007).

5 NBA Internationalization in Brazil
	With the relevance that Brazil has acquired internationally, largely due to economic progress and the creation of a powerful consumer market, in addition to holding global events like the World Cup soccer in 2014 and the 2016 Olympics, the sports world turned to Brazil and its consumer market.
	In the sports area of Brazil now has an increasing number of players in the American League since 2002. In the following year, the first event with the “NBA” brand was held in Brazil, the “Latinos Unidos”, a clinic for needy children with press conferences attended by players Nene Hilario and Argentinian Manu Ginobili in the cities of São Paulo and Buenos Aires. “Brazilians like basketball and have many idols who already play in the United States,” Arnon said stressing the importance that Brazil now has within the League since 2002.
	He continues: “For seven players on the court. Outside the court we follow  the same tune. Brazil is now the fifth largest market in number of subscribers to the League Pass, a paid service for transmission of Internet gaming which corresponds to 40% of merchandising sales throughout Latin America”, Arnon boasts.
	In 2012, with the opening of the first sales office in the country, “the physical presence is important for us to be on top of events, to show how important the Brazilian market is. We need to give greater visibility to the games, increasing the distribution of content”, Arnon said, after confirming in a news conference, the realization of bringing the first NBA pre-season game to Brazilian soil. “It was a challenge to bring this pre-season game to Brazil and to make it viable. Convincing partners was not such a complicated task, but there are many details to be observed. South America has never had such a big event. It is a great responsibility to replicate the spectacle that is out there. Our biggest challenge is to bring the full experience to the fan, as if he were in the United States.”
	Partnership is the keyword for the League's activities in Brazilian territory. Since coming here, that proved the strategy adopted by the League. The online store www.lojanba.com was the first step, “The partnership with Netshoes to create the official store was an important step. We want to increase the supply of products. The NBA brand has not lost value in Brazil. It remains strong in the unconscious people. We must learn to work it properly” explains Arnon.
	The second came with the feasibility of carrying out two editions of “Global Games” in the country in 2013 and 2014. The IMX group was the promoting partner in Brazil in 2013, who after it was accomplished, confirmed the expected success, “We had a very positive feedback about the game. The teams were satisfied, the media, sponsors and especially the public. We wanted to give NBA fans an identical experience as to what they would have in the United States, show and deliver the best event in the league for our audience, an official game and all its attractions, and we made it happen”, says Arnon. In 2015 this same event was confirmed with the unprecedented participation of Flamengo, one of the major Brazilian basketball teams.
	The third step came with the strategic partnership with the NBB, New Basketball Brazil, the NBA in 2015 is to advise the LNB, National Basketball League, in attracting sponsorship and championship organization.
	Arnon’s enthusiasm is just the beginning, “The NBA is growing a lot. We are reaching our goals gradually. Brazil is an important market and we still have much to explore. We have many plans for Brazil, we will focus on our NBA 3X platform, each time having youth and children practicing the sport. We will expand more and more.”

6 Sport in Brazil
	Brazil was home to one of the most important sporting events on the planet: The World Cup of Soccer in 2014. And will host the Olympics in 2016, another of the most important sporting events. Amid the intense mobilization of the country in the preparation of these events, there is much discussion in the media and social networks on the economic, social and political consequences generated by this full incorporation of Brazil in the so-called international entertainment economy.
	“Some important data: Sports in Brazil moves 1.6 % of GDP, something like 67 billion reais a year (Servia´s GDP in comparison). However, when compared with US figures - the mecca of global sports marketing - these figures are still modest. It is also estimated that this growth reaches 2 % of GDP by 2016, the year of the Olympics in Rio de Janeiro (Pluri Valuation, 2012).
	Recent global phenomena confirm this enthusiasm, as the tournament MMA, Ultimate Fighting Championship - UFC, which has already held 23 editions in dozens of cities (UFC, 2015).
	However, the sport is far from a national passion. According to sports marketing consultants Sport+Markt, 62.4% of Brazilians do not practice any sport and among those who do, 11.1% play soccer. (Sport+Markt, 2011)

7 The Organization of Basketball in Brazil x Popularity
	In Brazil, the organizational structure of a sport modality comprising of various levels of implementation, operation and control; the municipal and state levels, through clubs or sport entities, controlled by leagues, associations and federations; the national and international levels, through training centers and national teams, controlled by confederations, Olympic Committee and international federations. (Meira & Bastos, 2011)
	The Basketball is organized by the CBB, Brazilian Basketball Confederation. The CBB, by definition is a non-profit institution. The institution has become so complex that it has several administrative positions: executive, judicial, financial and media, related as follows: president, vice president of foreign affairs, vice president of events, regional vice-presidents, general secretary, technical superintendent, legal advisor, advisor to the president, media relations, tax advice, senior sports court of law, national disciplinary committee and prosecution of sports justice. There are also state federations of basketball, each with its own championship, which are subordinate to it. (Ferreira Júnior, 2008), “The No. 1 challenge is to get basketball to the last position. We will work in partnership with the CBB and the LNB, and we want basketball to have visibility”, says Arnon.
	Arnon knew what he would find here. Brazil has three Olympic cycles (12 years) without attending the greatest event of world sports, the Olympics. An entire generation has grown up without a win and idols to look up to, at the same time he saw sports such as Volleyball, Swimming, Handball and Judo and gain popularity and media space.
	However, times are changing. With the creation of LNB, National Basketball League, the largest number of Brazilian players going to the NBA, added to the recent participation of the Brazilian national basketball team in the last Olympics, you are starting to see a light at the end of the tunnel,  “the Brazilian basketball has entered the game again!” says Arnon.

8 Sports and Entertainment
	“It's not just sport, it is entertainment also” says Arnon when asked the reason for the delay of the execution of an NBA game in Brazil. “The responsibility is great to replicate the spectacle that is out there. Our challenge is to get the complete experience to the fan, as if he were in the United States.”
	By 2007 we still didn’t have a sports arena with air conditioning, sound systems and a good enough stage to hold such a spectacle indoors. These essential basic conditions were given from the realization of Pan American Games in Rio de Janeiro, when building some sports facilities and after the completion of the FIFA World Cup of soccer in 2014 with the construction of new equipment throughout the country.
	“It would be great if we could have more arenas across the country to bring more games in the future and not just in Rio de Janeiro. But unfortunately, today only the HSBC Arena is able to receive NBA games in Brazil” says Arnon.
	In addition, the organization of the spectacle is fundamental to pass on the same consumer experience that American consumers are used to. “Details such as safe parking, comfortable seats, bars and restaurants, several points of entry, good signage and acceptable rows are part of everyday events that we promote throughout the world,” exalts Arnon, who trusts that the World Cup and the Olympics will bring a new way of working in Brazil “With these new features it is only a matter of time. The consumer requires this new reality, and that's where we come in” says Arnon.
	The example of the National Basketball League (LNB) is a good clue. Launched in December 2008, bringing together the main leaders and the most representative clubs of Brazilian basketball, with the objective of bringing the popularity of the sport to second position in Brazil, second only to soccer.
	Already in its 7th edition, the league replaces the strong partnership with Globo media by force and the NBA know-how in a partnership of three years which provides for exchange in sports and commercial areas, with the NBA assuming the mission to attract sponsors, which will ultimately endorse the LNB as a sports investment model of success for companies that are investing in sports.
	The sport has characteristics that differentiate it from other entertainment industry products such as unpredictability, family fun and the loyalty factor/patriotism operation in world events (Buarque, 2006).
	It is very common a complete disrespect of athletes and sports entities to compensatory measures in the sponsorship agreement, as use of the sponsor's logo in sporting goods and the advertising leaflets displayed in the events, in addition, the soccer culture hinders the development of other sports in Brazil (Buarque, 2006).

9 The monopoly of Soccer
	For some time now it is known that soccer is known as the most popular sport in the world. In Brazil it is no different. Known as the “soccer country”, Brazil, according to the Getúlio Vargas Foundation, has thirty million members (approximately 16% of the total population), 800 professional clubs, 13,000 amateur teams and 11,000 athletes federated (FGV, 2000) It also has a legion of 151 million fans (Multi Consulting, 2012) and moved in 2010, 2.43 billion reais (Deloitte Brazil, 2010).
	Realistically, these numbers represent a near monopoly fans, sponsorship investments and exposure in open media in one sport and its universe. Almost always private investments end up being a safe haven for companies aiming for exposure of brands and citizens education policy through sports. (Buarque, 2006)
	It was not by chance that the two versions of the event “Global Games” held in Brazil were held on 2013 and 2014 October 12th holidays, with time slots in the programming of Rede Globo, the largest broadcaster in the country. “The goal was to be as close as we could to the fans. The choice of date clearly not passed according to the TV, but the planning of the teams and the agreement with our partners”, reported Arnon.

10 What is the future of the NBA in Brazil?
	The timing is interesting. We live in a time of euphoria of federal investments in sports infrastructure in Brazil. New arenas were built with international standards of comfort, visibility and accessibility. Sportingly Brazilian basketball seems to be heading for a new era, more competitive, internationally respected, with an organized national championship and with new idols inspiring a new generation of athletes.
	On the other hand, the old cultural problems (organization, political corruption, informality and the Brazilian way) are wide open to each new event hosted. Economic strength is not the same, the consumer market is showing signs of slowing and the country can afford the price in a decade.
	Arnon is convicted that this is the right time to land in Brazil, but with caution. What are the competitive advantages of this modality in the country of soccer? Is the League competent to adapt to the visible problems in our society? Which barriers will be faced that must be overcome by the various actors in this process of internationalization? What should be the entry-level models to ensure the sustainability of the business? The next few years will tell.

11 Teaching Notes
11.1 Summary
	The teaching case NBA Internationalization Process in Brazil: Differentiation, Barriers and Entry modes presents the time Arnon de Mello, CEO of NBA in Brazil, professional league of North American basketball, landed hard in Brazil. Over the past three years has created a commercial structure, established sports and strategic media partnerships and conducted major events like the recent "Global NBA Games", the first basketball games promoted by the NBA on South American soil in 2013 and 2014 at HSBC Arena in Rio de Janeiro. However, not everything is perfect for Arnon. Until 2007 Brazil did not have an arena with the minimum standards for the spectacle and that is a departure from the NBA, basketball, sport concerned reversed only in terms of popularity and sponsorships in the country and lost ground for several other sports, which added to the virtual monopoly soccer compared to other sports, cause major barriers to be overcome by the director of the league in Brazil.
	Students should review the entry barriers and ways considering the international dimensions and propose solutions NBA entry strategies in Brazil.
Keywords: NBA; Internationalization Process; Differentiation; Entry barriers; Entry modes.
11.2 Educational Objectives
	The case was developed with the aim that students are able to identify and discuss the various facets of the NBA internationalization process, described in the case and, from it, develop alternatives to the NBA, considering the advantages and disadvantages of each proposal.
	The student must identify the differential of the US NBA, the internationalization barriers and strategic input alternatives and NBA development in Brazil.
	The case should be used in disciplines strategy and international business or international management graduate courses like master in business administration and master of science in administration.
11.3 Issues suggested for discussion of the case
Question 1. What is the NBA’s competitive advantage in Brazil? Can the same successful business model of the current American League be put in place in Brazil? Why?
Question 2. What are the barriers faced by the NBA in the internationalization process in Brazil?
Question 3. What are the Entry modes that could be used by the NBA in the internationalization process in Brazil?
11.4 Suggested Teaching Plan
	One can see the differences in organizational structure of the sport in Brazil, which are precarious and amateur in the business development conditions, compared with the same structure found in sports organization in the United States, the structure that provides all the necessary support to success current NBA business.
	Some of the studies of the threats of an organization in a process of internationalization relate the severity of the threat of entry with the existing barriers and the reaction of the established competitors that the entrant can anticipate (Porter, 1986).
	The class discussion could follow focusing on the organizational structure of the sport in the United States, compared to the form of organization and the structural problems in Brazil. It is possible to infer some entry barriers sources (Porter, 1986; Barney, 2007; Peng, 2011) existing in Brazil for the development of the NBA.
	The case would be discussed in two hours, distributed as follows:
• Class Distribution in teams of up to four students and engagement of the group: 10 minutes
• Case presentation by the teacher: 15 minutes
• Case reading by the teams: 20 minutes
• Choose the Rapporteur: 5 minutes
• Break (10 minutes)
• Case Discussion in team: 20 minutes (the rapporteur will structuring the discussions)
• Reading and approval of the structured group by the Rapporteur: 5 minutes
• Group Discussion: 20 minutes
• Conclusion (teacher talk): 5 minutes.
	When considering the participation of basketball by the public and participants  in Brazil the lack of a more efficient government policy for changing this scenario, is a likely NBA difficulty in developing its business satisfactorily, as well as the differentiation of their product, as a mark of great success in this sport it can find enormous difficulty of access to the consumer market due to the almost absolute monopoly of soccer with regard to investments related to the sports in Brazil.
	Identified to vary the NBA in Brazil, the barriers to entry in the Brazilian market, and entry modes, it can encourage students to think of the possibilities of growth that exist for the NBA.
11.5 Case analysis and literature review
Question 1. What is the competitive advantage of the NBA? Can the same successful business model of the current American League be put in place in Brazil?
	Based on the concept of product and market of Ansoff (1977), the teacher can work the concept of differentiation by Porter (1986) from the generic competitive strategies (cost leadership or differentiation) aimed at a broad scope of market or narrow scope (focus) .
	Or choose differentiation types by Mintzberg and Quinn (2006) in the Chapter  of strategic positioning in his work The Strategy Process, which covers the product differentiation concepts / services, quality, design, support, image, no differentiation and price.
	Additionally, it could support the analysis in the methodology by Barney and Hesterly (2007) that says the purpose of differentiation is to create the perception that the product / service is valuable, and describe ways to differentiate: (i) product characteristics (composition, design, use): The NBA product is based on unique characteristics worldwide. Works as sport business with the goal of bringing entertainment to your target audience, these consumers formed mostly by families, which impacted by a strong media presence of the product elements and a powerful consumer experience at the point of sale, making them faithful fans of their brands. (ii) product complexity (number of components, complex raw materials): The NBA product attraction formula is exalted by the worldwide promotion of all elements of the game. Players, who due to excellence as they perform their services and the way their images are exploited are raised to the status of global idols; high performance icons, victories and charismatic in the sport. Franchises (teams) are playing, mostly multinational organizations and are working in order to add value to the business, grow their brands, enhance their history and relationship with the community they serve and the league as a whole, which regulates the entire ecosystem with transparent governing rules, generating reliability of the final product. (iii) timing of the product launch (pioneering, launch product at the right time to market and gain competitive advantage): launching  the NBA at the time that the global sporting world turn their eyes to Brazil, the government invests in sport, getting back into a cycle of prosperity attracting consumers as well as private investors. (iv) location (physical location can benefit relations between the company and its consumers): Rio de Janeiro, a cultural capital of the country, the Brazilian city most visited and recognized worldwide, final stage of the FIFA World Cup 2014 and Olympic host 2016, and historic home of the sport. (v) product customization (customized products according to customer request): The league brought the country to some game franchises identified with the Brazilians, the Chicago Bulls franchise where the greatest player of all time played, Michael Jordan, responsible for the mass of the NBA name in the world and in Brazil in 90’s, the Washington Wizards franchise where Nene Hilario, the first Brazilian to play in the league, the Cleveland Cavaliers franchise where the Brazilian, Anderson Varejao plays. (vi) consumer marketing (advertising and marketing efforts that seek to change the perception of customers): The marketing and advertising effort invested by the league in Brazil are guided by a well established public relations work, daily actions of digital marketing, with promotions and transmission of Internet gaming and the achievement of specific events league in the country as the "NBA 3x3" and the "Global NBA Games". (vii) reputation in  domestic associations and between companies (established relationship with the consumer community): The NBA in Brazil enjoys a positive image of transparency and organizational efficiency, image reflections fostered by the global organization and its activities in the United States and the rest of the world. (viii) the association of functions of a company (companies are different as they have different specialties / expertise, even if they belong to the same industry): based on the North American model and still in trade culture of Brazilian soccer, business functions could be discussed for the consolidation of a differentiated product. (ix) association with other companies (differentiation based on deliberate combination with products of other companies, such as movies, travel): For the implementation of its product in Brazil, the NBA has worked in association with other companies, Netshoes works the logistics sale and promotion of products with the official NBA Store (www.lojanba.com) and the Global IMX group was partner of the event promoter of the Global Games in Rio de Janeiro. The League also partnered with LNB, National Basketball League, cooperation and commercial and sports exchange.
(x) product mix (changes in the mix of products that the company leads the market, the association with new technologies, exclusive and limited editions): the North American model could be transplanted to Brazil with minor modifications. (xi) distribution channels (the form of distribution of the products, the way the product reaches the customer, the services offered to you): Due to the small number of arenas in a position to receive the NBA, distribution channels would be highly selective. (xii) service and support (level of care and assistance associated with the product): and also the additional infrastructure involved should be taken into account in discussions to finalize a Brazilian model.
	The characterization of this differentiation may reveal which attributes would be better absorbed by the Brazilian market, since basketball has had moment of glory and positioning in relation to Brazil.
Question 2. What are the barriers faced by the NBA in the internationalization process in Brazil?
	Entry barriers are part of the above analysis, but is practically an analysis aside, because of its importance to the case, since it is the NBA's entry into Brazil. The teacher can work on this issue in different depths. Teachers can limit themselves to ask what are the NBA entry barriers in Brazil, asking students to identify these barriers in the case. Next, the teacher presents the theoretical framework and compares what was discussed with the theory in order to show if there are any other barriers that were not mentioned or discussed. Porter (1986) presents three types of barriers of entry: (1) Technological Barriers (technology investments capable of generating competitiveness against rivals already established on the market. The amount of resources to be invested in acquisition or technological improvement depends on how dependent technology is); (2) regulatory barriers (law); and (3) barriers "informational". Porter (1986) further specifies the six major sources of barriers to entry: economies of scale, product differentiation, capital required, cost disadvantages regardless of size, access to distribution channels and government policy (Porter, 1980). Furthermore, this early work should mean to the students the importance of identifying these barriers of entry, which depending on its severity, are possible threats that can make the process of internationalization of the NBA unfeasible. Whatever the depth of analysis, it must prove that the proposal is tempting from a financial point of view, if we consider only the power of the NBA brand in the world.
	Another option for teachers is to adopt the method by Peng (2008), which allocates beyond the barriers of the Porter model, the institutional barriers in the internationalization process.
Question 3. What are the Entry modes that could be used by the NBA in the internationalization process in Brazil?
	International expansion is performed by exporting products / services, licensing agreements, strategic alliances, acquisitions and establishing new wholly owned subsidiaries (Hoskisson et al., 2005). The means of entering international markets and their characteristics are shown in Figure 2. Each has its advantages and disadvantages.
Fig. 2 Entry modes
	The choice of entering in international markets is critical to the financial performance of the organization of these markets. Research suggests that the choice used the NBA's input mode strategy was to establish strategic alliances with companies already established in Brazil's e-commerce sector and sports organization. This strategy enabled the NBA share risks and resources to enter new markets.
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Figure 1 - Foto do “Dream Team”
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Fonte: http://i2.cdn.turner.com/nba/nba/media/history/dreamteam_370.jpg
Fig. 2 Modos de Entrada
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Fonte: Hoskisson et al. (2005)
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Tipos de Entrada

Caracteristicas

Exportagbes
Licenciamento
Aliangas estratégicas

Aquisigio

Nova Subsidiéria totalmente prépria

Custo elevado, pouco controle
Baixo custo, pouco risco, pouco controle, baixos retornos
Custos compartilhados, recursos compartilhados, riscos
compartilhados, problemas de integracdo (por exempl
duas culturas corporativas)

Rapido acesso a novos mercados, custo elevado,
negociagtes complexas, problemas para fundir-se com
operages domésticas

Complexa, muitas vezes custosa, consumidora de tempo,
risco elevado, méximo controle, retornos potenciais acima
da média





