1

Track 1 - International business after the BRIC’s rush 
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PERCEPTIONS OF BRAZIL'S COUNTRY IMAGE AFTER THE BRIC’s RUSH

Not long ago, Brazil, Russia, India and China attracted jealous glances in the international arena. Forecasts showed the emergence of these countries so that they would no longer depend on developed countries for their economic growth. However, many signs from the market have shown that this conclusion may have been hasty and that the race of emerging countries known as BRIC seems to have come to an end (Montealegre, 2013). For the author, one of the main signs from the market that suggests the end of the BRIC's race is the growth deceleration in these countries as a result of the European crisis and the slow growth of the US economy and problems in the management of BRICs, which increases distrust of investors. This does not mean that these markets have exhausted their potential for growth, but the golden age is over, and new countries are becoming the preferred choice of investors.   
However, the decade of the fast-growing BRIC countries projected their image in the international arena. The long-time exposure of these countries on TV news shows, newspapers, magazines, meetings and international events may have contributed to building their country image, which influences the country-of-origin effect of products traded internationally. Thus, this article aims to answer the following research questions: (1) What are the existing perceptions about Brazil after the BRIC's rush? (2) Are there any differences between groups? (3) Why do such differences exist? 
Clearly, when a company decides to act in the international market, it should be prepared to be faced with stereotypical attitudes toward products and services that can both foster and hinder the development and implementation of marketing efforts in the destination country (Guilhoto, 2001). For most authors, Brazil still has a negative image, a situation that seems to be improving over the years. Some evidence of changes can be listed in the view of foreigners, where even if subtly, Brazil started to be seen as a major market for business. Improving a country's image can bring benefits such as increased product exports and a greater number of tourists from other countries (Morgan et al., 2002; Mariutti and Giraldi, 2012).  
In addition, country image, according to Mariutti and Giraldi (2012), is an area of study that is gaining interest among researchers internationally. It is highly relevant to business growth and strongly related to a nation's social, cultural and economic positioning. Thus, this study aims to broaden the understanding of the stereotypical beliefs of foreigners about Brazilian organizations - their products and their respective marketing, the Brazilian people, Brazilian arts - and about a broader and political issue, which relates to the image of Brazil abroad.  

MATERIALS AND METHODS
Two studies were conducted - the first was a cross-sectional survey with 245 non-brazilians, and the second sought to explore the theme, through interviews with 24 people from 12 countries.
		
RESULTS
This study advances two central research questions about Brazil's country image. The first is an analysis of the perception of Brazil's image after the pinnacle of BRICs. It is found that the image of Brazilian products cannot be considered a competitive advantage (except for typical products such as coffee, cachaça, etc.). As a result of product evaluation, companies do not receive very positive reviews in the various dimensions, except for companies that have overcome the country’s negative image and emerged as major global players, such as Embraer, Havaianas, Natura and Novex. These results do not differ significantly from those found by Giraldi in 2005, when there was no big inference about BRICs yet. 
The second issue is about the emotional response of respondents of both study samples to Brazil, especially by respondents who have visited the country. It was found that foreigners who have visited Brazil have created an emotional bond and have a more positive image of it. Similarly, respondents with higher levels of educational attainment also have a more positive image of Brazil. 
However, Brazil still has a negative image, a situation that does not seem to have improved over the years, contrary to previous studies (Mariutti and Giraldi, 2012). A possible sign of change to such image, probably the result of BRIC, is that foreigners see Brazil as an emerging market which growth potential. 
Based on these results, it is suggested that marketing managers of companies operating in foreign markets should not underestimate the importance of images associated with country of origin. Nevertheless, the results raise an important issue, which refers to products and brands with positive stereotypes, such as the typical Brazilian products. It is up to the international market to explore this niche market.
The findings raise new questions. What are the key factors that influence the perception of foreigners? Are products that cater for the niche market of people with higher levels of education more efficient overseas? Similarly, are products targeted at women more efficient in the international market? Is there an efficient way to change foreigners’ stereotyped beliefs and sense of nationalism? These issues raise possibilities of researching and understanding country image and the country-of-origin effect as well as its impact on consumer behavior, marketing strategies and brand equity.
In short, researchers and marketing managers, as already warned by Zeugner-Roth and Diamantopoulos (2010), should not ignore the importance of country image, or dismiss it as non-relevant for product acceptance in the international market.
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