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THE USE OF COUNTRY OF ORIGIN IMAGE (COI) IN THE INTERNATIONALIZATION STRATEGY OF EMERGING MARKET MULTINATIONALS
Abstract
Studies about internationalization of emerging market multinationals (EMMN) suggest three main approaches to internationalization: one proposes that such companies represent a new phenomenon and that demand new theories because existing are based on analyzes with multinationals from developed markets; another points out that existing theories explain the behavior of these companies, and the third view, on which this study is based, argues that EMMN process should be studied and that such investigations can extend existing theories. In this process, scholars emphasize the importance of studying the role that the country of origin plays. However, the literature review shows that few studies analyze jointly the internationalization of EMMN and the influence of its origin country in the international  strategy. The present study aims to understand the determinants  that influence the use of the country of origin image (COI) in the international strategy of EMMN.  Theoretical review will encompass pertinent themes and will be complemented by a field research in two empiric phases: one qualitative and exploratory aiming to identify variables that influence the COI use in international strategy, followed by a quantitative phase through a survey. Both phases will be conducted with international operations managers and corporative brands managers of EMMN.
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1. INTRODUCTION
The present competitive context is characterized by transformations in the conditions and volatility in the ambient, factors that offer changes in competition rules (Ghauri & Santangelo, 2012). A big part of the present literature highlights the importance of globalization and internationalization as key elements in the organization competitiveness. This happens because internationalization is a phenomena which is directly related to agents, organizations and social actors involved in the globalization process (Fleury & Fleury, 2012). It´s observed that competition in global bounds got intensified over the last decades in all industry segments (Giraldi & Tornavoi, 2009), as a result internationalization became more than a way  (Ansoff, 1990), but an attractive alternative for the organizations compete and acquire new competences to survive in the markets they operate (Fleury & Fleury, 2012). Thus, the globalization movement demands a differentiated positioning by the organizations (Oliveira, Moraes & Kovacs, 2010), which started developing international strategies to keep on thriving, therefore many organizations expanded their target and started operating among frontiers offering services, products and setting up operations in other countries.
The emerging market multinationals (EMMN) have advanced in the internationalization process and have made great incursions into the global arena since 1990 (Guillén & Garcia-Canal, 2009) becoming object of scientific studies. This happens mainly due to two factors: 1) the importance of the emerging economies’ role in the global market and 2) the discussions about the theorization of the internationalization of multinationals from emerging countries, for there is still no consensus among the international business academics on explaining such process. From these discussions three approaches on EMMN internationalization rise:  1) the first proposes that such companies represent a new phenomena and demand new theories because the existing ones are based on analyses of multinationals from developed markets (Mathews, 2006, Luo & Tung, 2007); 2) other researchers show that there is nothing new and that the existing theories explain the behavior of such companies, and 3) the third pint of view argues that it´s necessary to study EMMN process internationalization and that such investigations may broaden the existing theories (Cuervo-Cazurra, 2012, Ramamurti, 2012). The present study supports the third approach.
In order to contribute to extend the literature about EMMN internationalization, Ramamurti (2012) published a comment discussing the peculiarities of EMMN internationalization and showed four variables that interfere in the internationalization strategy of these companies, which are: global context for internationalization, the multinational evolution stage, industry and the country of origin effect. In the process of international competition, scholars such as Cuervo-Cazzura (2012) and  Magnussun, Hass and Zhao (2008) also highlighted the importance aroused by the country of origin.
Since 1960 international marketing academics have been studying the importance of the country of origin (COO) in international transactions focused on the final consumer (Usunier, 2006). The country of origin effect is composed by three elements: 1) economical-physical resources and industry capacities; 2) cultural values and institutional policies and 3) economic politics and govern industries (Senthi & Elango, 1999). Such elements show an image of the country that can be understood as a result of its geography, history, music, art, proclamations, famous citizens among other national characteristics (Kotler & Gertner, 2002).
The symbolic and emotional connotations of the country of origin turn it into an image attribute and interfere in the assessments and the decisions the consumers make at buying related to the products manufactured in that country (Giraldi, Giraldi & Scaduto, 2011). On this account, company´s country of origin influences the strategy and the operating system in international markets (Senthi & Elango, 1999). However, most of the investigations about COO aim at the analysis of the final consumer which needs studies focused on multinationals, so the impact of the relationship between the multinational ´s origin country and the performance of the company´s internationalization hasn´t been empirically explained so far  (Elango & Senthi, 2007).
Furthermore, when the literature about the COO aims at the study of EMMN, it shows that the origin country usually challenges these companies instead of benefitting from them  (Marai, Lascu, Manrai, 1998;  Pappu, Quester & Cooksey, 2007), once there is a stigma that products from emerging countries are seen as commodities with low prices and poor quality and for this reason,  consumers from developed markets tend to assess these products negatively (Magnusson et al., 2007). Accordingly, Tallman & Yep (2009) suggest that the multinationals from less developed countries that enter in more advanced markets must omit their origin country, being able to do it in two ways: presenting itself as a local company or building its identity from a third country.
On the other hand, Brazil as other countries from BRIC have gained evidence in the world economy over the last decades, outstanding among emerging economies. The interest  in Brazil is due to its growing representativeness in the global economical scenario (Cavusgil & Kardes, 2013), being considered an important receptor of direct external investment in the world (UNCTAD, 2011) and having multinationals making great incursions in new markets (Guillén & Garcia-Canal, 2009). It´s observed that some international companies are taking Brazil´s image to build their positioning, such as the case of the German company Sucos do Brasil, the French brands Pan de Sucre (beachwear), Hipanema (accessories and fashion),  Sable Chaud (lady´s fashion) and L´Occitane au Brésil, weakening the stigma that products from emerging countries are seen negatively. This way, after the emerging countries insertion and their multinationals in global economy, it´s asked whether the country of origin image  must still be omitted by EMMN in international operations or even if COI of emerging countries may be used in a positive way and that being so, in which sectors and how.
The study aims to answer the following problem question: What are the determinants that influence the use of COI by EMMN in its internationalization strategy? 
The study will contribute to broaden the knowledge structure on this theme, due to the importance of deepening studies about the internationalization process and multinational operations from emerging countries in international markets as it´s recommended by international business and international marketing researchers, such as Ramamurti (2012), Gammeltoft, Barnard & Madhok (2010), Mellahi, Demirbag, Cavusgil & Demirbag (2010). Its main contribution will be to verify if COI from emerging countries may be used by their multinationals and how, and systematize variables that interfere in the use of COI in the internationalization strategy of companies from emerging countries by the way of a conceptual scheme covering two study lines. 
To answer the question pertinent themes will be reviewed, such as:  EMMN internationalization context, Country of Origin Effect, EMMN industries and business line, Multinational´s evolution stage, Country of destination environment, Product category and company positioning and strategies used by EMMN to go global.

2. THEORETICAL FOUNDATION
Since the end of the 20th century the international context has suffered several alterations. The first EMMN internationalization movements started in 1970s with international operations in other developing countries (Mellahi et al,. 2010; Fleury & Fleury, 2012). In the beginning of the 1980s the second wave of EMMN internationalization started highlighting  Asian companies – this phase was featured as the growth of Foreign Direct Investments in the companies (Mellahi et al,; 2010). In the 1990s domestic and foreign markets were more open, followed by the fall of communism, by the final of the Uruguay Round and by the creation of the Commerce World Organization (Ramamurti, 2008). Moreover, the deregulation and privatization of telecommunications and technological advances reduced costs and barriers, so the companies could compete in international markets (Ramamurti, 2008). Such context produced mixed results because while developed countries increased their riches, most of the other nations seem not to have benefitted from capitalism (Ricart, Enright, Ghemawat, Hart & Khanna, 2004). On the other hand, the advances brought by globalization stimulated companies from developed countries to intensify their activities in emerging markets whose operating costs looked more attractive and showed potential market consumers (Ramamurti, 2008). So, the emerging economies started growing and the companies from such countries started to rethink how to allocate their resources and many of them started investing in their internationalization.
The structure and strategies used by companies from emerging countries are different from the developed countries ones (Eren-Erdogmus et al,; 2010) demanding that effective theoretical models be extended to explain how such multinationals aim to get advantages from opportunities and resources in international markets (Ramamurti, 2012; Gammeltoft et al,. 2010). Encouraging discussions about this theme, Ramamurti (2012) presents a model that considers four variables as determinants of the internationalization strategy of an EMMN as observed in chart 1.
One of the factors mentioned by Ramamurti (2012) is the country of origin effect which is composed by economical and physical resources and industry capacities; cultural values and institutional norms, and government economical and industrial politics (Senthi & Elango, 1999) and these elements design an image of the country. According to Martin and Cerviño (2011) in global economy, a big part of the multinationals develop and manufacture teir products in several countries and in this context, the country of origin or country brand appear to be as important source of information about the product. Niss (1995) quotes that stereotypes from the country of origin may be negative or positive, thus the management of this image of the product nationality becomes an important element in the company´s international marketing strategy.
Ramamurti (2012) shows other factors besides the country of origin that may influence EMMN internationalization strategy such as the global context for internationalization; EMMN industry and the evolution stage as multinational. That is, such factors reflect in the internationalization speed, in the choice of the target country and in the way to enter new markets (Ramamurti, 2012) and it may also influence the aspects of EMMN´s marketing strategy, as the company positioning (if it´ll be aligned with the origin market positioning or if it´ll be modified) and the composed marketing decisions (Ghauri & Categora, 2010). Consequently, to compose this theoretical refential of the study, the variables lighlighted by Ramamurti (2012) will be revised. Such variables resulted in a research framework highlighting the COI – an aspect of one of the strategy determinants of EMMN international strategy – to connect it to the others. It was added to the international strategy determinants the product category and the destined market ambient to verify how these variables interfere in the use of the COI in the international strategy. Table 1 shows the variables that will be revised and will be the base of this thesis. 





3. [bookmark: _Toc406061730]METHOD
The present study will be composed by two empiric phases, using a mixed methodology approach which aims to work on research problem and achieve the objectives proposed using different methodology strategies.
The first phase will be qualitative and aimed at the exploratory nature because of the researches dedicated to the variables investigated. In this phase, field work will show the variables that influence the COI use in international strategy and how its use interferes in EMMN international strategy. The qualitative phase is necessary to check if the input variables on the left side of the research framework are relevant on the use of COI.
Based on the revision of the pertinent themes, semi structured interview guide will be used to interview in depth the international operations managers and corporative brands managers from Brazilian multinationals.
The data analysis of the qualitative phase, which will be held with discourse analysis, will allow the elaboration of an instrument to achieve the quantitative phase through a survey, also with international operations managers and corporative brands managers.
The research universe encompasses Brazilian multinationals and respondents are operations managers and corporate managers, people that occupy hierarchical levels that allow them to have a broad vision of the organization, that is, performing executive or management positions. The sample selection criterion will be of the non-probabilistic type, driven by accessibility to e-mails and contacts of managers belonging to the target audience for this research. Being a survey, the method of data collection occurs by applying questionnaires, so that the respondents complete the questionnaires themselves (Hair, Babin, Money, & Samouel, 2005). 
For data processing and analysis, Microsoft Excel tools (tables, graphs) will be used, seeking to analyze the frequency and rank of responses. We will also use the IBM SPSS Statistics package Chi-squared test analysis to check for statistically significant differences between groups (Hair et al., 2005).  Chart 2 illustrates research framework.
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Source: Ramamurti (2012)










Table 1 – Theorical framework study items	
	Determinants that influence EMMN international strategy
	Decisions about international strategy

	EMMN internationalization context 
	Internationalization speed

	Country of Origin Effect 
	Target country

	EMMN industries and business line  
	Mode of entry

	Multinational´s evolution stage
	Companies positioning

	Country of destination environment
	Marketing program

	Product category and company positioning
	


Source: the authors
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Source: the authors, based on Ghauri & Categora (2010) and Ramamurti (2012)
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