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Abstract
This panel seeks to help researchers from the EIBA community visualize the difficulties companies from emerging countries face and the strategies they use when internationalizing through exports. It will offer the panel´s audience two exciting examples of medium size companies that are having success in the international competition. It will also bring the perspective of a leading  Brazilian researcher of export issues. The two companies are even more interesting as their products are not dependent of natural resources. 
Tv Pinguim is a studio dedicated to creating entertainment for young audiences. Their best known show, Fishtronaut,  currently airs in over 80 countries and is consistently rated as one of the top shows on Discovery Kids Latin America. 
Probac  develops and produces  serums, deep slides and other products for  bacteria identifications and microbiological analysis.  It has over 15% of the Brazilian market and  exports to 6 Latin America countries.
Professor Angela Rocha, who pioneered the studies of Brazilian exports,  will present a brief summary of the difficulties emerging market´s  companies have so much difficulties exporting and why a few manage. She will also make considerations about  opportunities for research in the area.



Panel overview
The difficulties for emerging  firms to succeed in exporting almost anything not dependent of the comparative advantages of their countries are well known: Institutional voids, lack of infrastructure, high taxes, economical instabilities and, last but not least, the internal market curse – the fact that several of its countries have big internal markets that allow their companies to grow and be profitable for long periods of time without going abroad. Evidence of those difficulties are the strong dependence of those countries of commodities, the frequencies in which they incur in foreign trade deficits the subordinate role their companies often play in global value chains. 
With the Bric´s rush era ending and especially the decline of China´s growth rate, the commodity prices frenzy is out and the internal market protection by every country is  in.  The  challenge for companies and policy formulators to export products of at least medium   value added, differentiated products,  has never been so strong. Yet, as theory and practice have demonstrated, meeting the challenge is not simple. 
The issue has attracted the attention from researcher’s interested in the issue from a development perspective (Gereffi, Humphrey, & Sturgeon, 2005), from an economic performance angle (J. Carneiro, da Silva, & da Rocha, 2011) or a concern with the over exploitation of common resources (Iizuka & Katz, 2011), among others. Yet, the theories available are far from  explaining, for emerging countries in general and Latin American ones in particular,  “why and how export emergence in differentiated products takes place” (Artopoulos, Friel, & Hallak, 2013 p. 20). 
This panel seeks to stimulate the debate among the EIBA community about the subject by offering it exciting examples of the difficulties the firms from this region face when they confront competition in the external market for high value added products. And it also want to show examples of  how some companies are  managing the challenge, using a lot of  creatively and even more persistence. It also seeks to provoke the community interest in the subject by offering it  brief summary of where the research on the topic stands now and the opportunities the topic present.   
The examples from the field will be provided by directors of two firms that have significant  exports in high value added sectors. One, TV PinGuim, produces digital content for TV and other platforms. The other, Probac, from the sector if from the  medical, odonatological and hospital equipment and produces serum and other products for microbiological diagnostic.  
The presentation of TV PinGuim will be done by Celia Catunda or, in case professional compromises prevent, by Kiko Mistrorigo.  Both are founders and directors of TV PinGuim, one of Brazil’s most experienced and acknowledged animation companies. The studio is dedicated to creating, developing, and producing entertainment for young audiences worldwide. In their 20+ years, TV PinGuim has provided projects and series for Discovery Kids, Cartoon Network, Disney Junior, Netflix, Yoopa, Al Jazeera Children’s Channel, TV Globo, SBT, TV Cultura, and more, their animation portfolio covering a diverse range of subjects including the environment, science/sci-fi, and social skills.  TV PinGuim accrues about 50% of its revenues from exports. 
TV PinGuim studio is best known for their award-winning show, Fishtronaut, which currently airs in over 80 countries and is consistently rated as one of the top shows on Discovery Kids Latin America. In 2014 Celia created and directed the preschool series Earth to Luna!, now airing on NBC Sprout and Discovery Kids Latin America, where it reached the number-one spot in the ratings. "Earth to Luna!" is also airing on UK, Sweden and Taiwan. Also in works at TV PinGuim is an action-adventure sci-fi animated series which takes place on the distant planet of Gemini 8. This series is currently airing on Disney Jr LatAm. They are also behind popular shows such as Where Does it Come From?, kids content, iOS apps, publishing, and kids newspaper segments.
The presentation of Probac Brasil will be done by Bruno Godinho, Sales, Distribution and Logistics Director.  Probac puts a heavy emphasizes on product research and development. Seven of its full time employees, almost 10% of its work force, are dedicated to research. It sees as its mission developing products that save lifes by shortening diagnostic time and allowing treatment to begin sooner, or by making identification of bacteria more precise and allowing  for more precise identification of the correct antibiotics to be used in treatments. 
Probac was started as doctors identified,  in the hospitals in which they worked, that there was  lack of certain products they needed to perform their duties or that these products were available in the market but at prices that made them prohibited for the always short budgets of the hospitals. Starting from these opportunities, Probac have had impressive results in developing diagnostic products that are cheaper or more effective than those that were previously available. It also has occupied a market space that did not interest big multinational companies, because they dealt with diseases that are not so common in the home countries of those multinationals anymore. Typical of these are infections caused by salmonella, shigella and Escherichia Coli, that have being almost eliminated in countries with good sanitation systems.
Probac exports to Colombia, Chile, Bolivia, Peru, Guatemala and México. It has been working for six month now in obtaining the Conformité Européenne Mark, a pre-requisite to obtain authorization to export to any country of the European Union. From two years ago, Probac have been having consulting support from APEX, the federal export promotion agency. Apex took the initiative of offering Probac support free of costs, as it identified the company as being one of high export potential in areas of national strategic interest.    

A brief summarie and outline of possibilities offered by the field of research of Latin America´s firms export will be presented by professors Angela da Rocha. She has 13 books published, as author or organizer, and articles published in national and international journals, among which are: Journal of Business Research, Entrepreneurship Theory and Practice, Entrepreneurship and Regional Development, Journal of International Entrepreneurship, International Marketing Review, International Journal of Retailing and Distribution Management, Journal of International Business Studies, Advances in International Marketing, European Journal of Marketing, Journal of Product Innovation Management, Latin American Business Review, Brazilian Administration Review. 
Angela started investigating the factors that  influence exports of Brazilian firms as early as the 1980´s. Her 1987 JIBS paper (Christensen, da Rocha, & Gertner, 1987) continues to be one of the most cited on the subject. She has continually revisited the theme, the latest time having been three years ago (J. M. T. Carneiro, da Rocha, & Silva, 2011). Angela has also contributed to the field by supervising the doctoral researches of many. Some of her ex-students are among the most preeminent Brazilian researchers now. 
Ilan Avrichir is an associate professor at ESPM, a business and social communication university in São Paulo, Brazil. He has published on the Brazilian granite producing and exporting cluster of the Espírito Santo State. The cluster is an interesting example of emerging country companies having success in upgrading from exporting raw material to doing so with more finished products. He is now supervising students studying the Argentinian Mendoza wine cluster, the Brazilian medical, hospital and odonatological equipment industry and soccer clubs exporting players. He will mostly coordinate the panel. Time allowing and if it meets the discussion flow, he will present his framework to analyzing export intensity of emerging market companies. 


Why the panel should be of interest to EIBA members
EIBA community has always been sensitive and interested in the subject of exports from emerging markets. Some of its members most cited papers are about the subject:  (Cavusgil & Zou, 1994)(Cavusgil, 1984) (Uner, Kocak, Cavusgil, & Cavusgil, 2013) ( Ghauri ,  Lutz , &  Tesfom , 2003) ( Tesfom ,  Lutz , &  Ghauri , 2004) are just a few examples. 
The call for papers of this year conference makes explicit reference to the ending of the BRIC´s rush and the need to learn new ways to operate in the new, post BRIC´s era. We understand that the panels theme is directly related to the call, as it is focused on the topic of exporting high value added products by emerging countries companies. The topic will be of extreme importance for emerging countries, as the era of easy exporting of commodities is gone. Countries and companies will be increasingly in big need of hard currencies and  big pressure to accrue through exports.
Although the panel will bring only two examples of how companies are dealing with these challenges, we made an effort to increase as much as possible the diversity of our sample of two. One company is from the service sector and already a mature exporter while the other is a manufacturer in the initial phases of internationalizing through exports. 
And finally, we assumed that as the conference will be in Brazil, the attendant will be interested and sensitive to learn about the reality of business in the country. Bringing this reality into a conference room through the testimonials of directors of local companies, and giving the audience the opportunity to interact with them is as close as possible to being in the companies under the circumstances of a conference. Having the interaction moderated and enriched by academics that dwell with the subject will increase the learning and fun of the section.


Section format and synopsis of the activities to be performed 
The format of the panel will be that of a round table. 
It will open with a very short remarks  by the panel organizer that will very briefly introduce the panelist and give the audience an outline of the panel objective and structure.
We will then proceed to the testimonials of the two companies’ representatives. Each of them will make a short description of their companies history, with focus on the difficulties they faced on the process of internationalizing and the strategies they have used to overcome them. The two companies’ representatives will speak in sequence, one right after the other.
We will then have the first opportunity for participation by the audience. The coordinator will ask the audience to focus their participation in the form of questions of clarification from the companies´ representatives. It is expected that this will give the presenters the opportunity to clarify and address issues that the audience is interested in and that their presentation did not cover. 
We will then ask Professor Angela to present her comments. She will present a brief summary of the main point that were learned from research on the topic and try to integrate the two testimonials just given with these research results. She will also try to highlight points not covered yet by research and promising opportunities for new studies. 
At this point, we will ask the companies´ representative to comment on Angela´s talk. We will ask them if the framework she presented seem adequate to them to explain their trajectories and internationalization path. Do they think the research results coherent with their experiences? Do they see themselves represented in the description the professor made of the exporting companies?
The next activity will be to open up the panel for questions and opinions from the audience.
As the last activity the coordinator will try to summarize the main points discussed and highlight the learnings from the panel
	Activity
	Time
	Accumulated time 

	Opening remarks: Ilan
	5 minutes
	5 minutes

	Panelist 1: Celia 
	14 minutes
	19 minutes

	Panelist 2: Bruno
	14 minutes
	33 minutes

	Questions from the floor
	9 minutes
	42 minutes

	Angela
	15 minutes
	57 minutes

	Discussion among  Celia and Bruno and Angela
	10 minutes
	67 minutes

	Discussion among the audience and the panelist
	18 minutes
	85 minutes

	Closing remarks: Ilan 
	5 minutes
	90 minutes
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