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ABSTRACT 
 
This paper reports an empirical study of Brazil's country image. The purpose is to 
analyze (1) the existing perceptions of Brazil after the BRIC’s rush, (2) if there are 
differences between groups and (3) why such differences exist. Two studies were 
performed with people from foreign countries. Findings suggest that the image of 
Brazilian products cannot be considered a competitive advantage (except for typical 
products such as coffee, cachaça, etc.). It was also found that foreigners who have 
visited Brazil or with higher levels of educational attainment create an emotional bond 
and have a more positive image of Brazil. We concluded that researchers and 
marketing managers should not ignore the importance of country image or consider 
the image of Brazil as non-relevant to product acceptance in the international market. 
 
Keywords: Country image. COO effect. Marketing. International Marketing. 
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RESUMO 
 
Este artigo relata um estudo empírico sobre a imagem de país do Brasil. Assim, 
destinou-se a investigar (1) quais são as percepções que os estrangeiros possuem do 
Brasil após a corrida dos BRIC; (2) se há diferenças nas percepções entre grupos 
(divididos pelas características sociodemográficas); e (3) por que tais diferenças 
existem? Dois estudos foram conduzidos junto à estrangeiros (não brasileiros). Os 
resultados permitem inferir que: a imagem do Brasil em produtos não pode ser 
considerada uma vantagem competitiva (exceto produtos típicos como café, 
cachaça...). Verificou-se ainda que estrangeiros que já visitaram o Brasil, ou com mais 
escolaridade criam um vínculo emocional e possuem uma imagem mais positiva do 
Brasil do que os demais. Conclui-se que não convém aos pesquisadores e gestores 
de marketing ignorar ou descartar a imagem do Brasil como não relevante na 
aceitação dos produtos no mercado internacional. 
 
Palavras-chave: Imagem de país. Efeito país-de-origem. Marketing. Marketing 
internacional. 

 

1. Introduction 

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 came to end (MONTEALEGRE, 
2013), what happened on last November (BLOOMBERG, 2015). For the authors, one 
of the main signs from the market that suggests the end of the BRIC's race is the 
growth deceleration in these countries because 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. List of some evidence of 
changes in the view of foreigners, where even if subtly, Brazil started to be a key market 
for business. Improving a country's image can bring benefits such as increased product 
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exports and a greater number of tourists from other countries (MORGAN et al., 2002; 
MARIUTTI; 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.   

In order to meet the objectives, this paper have five sections. The first one 
intended to contextualize the topic under study. The second section reviews the main 
literature that supports the issues under analysis. The third chapter presents the 
methodology of the study, followed by the results and discussion. Finally, the last 
section presents the final remarks, limitations of the study and suggestions for future 
research 
 

2. Theoretical Background  

This section present the theoretical background about The BRIC's rush, country 
image and the image of Brazil and its products. 

 
2.1 The bric's rush 
 

When launched in 2001, the concept of BRIC was supported by a forecast that, 
unlike so many others previously suggested, indicated that the economies of the four 
countries, considered as emerging, would grow and their share of the world output 
would become more expressive, thus attracting foreign investment (FONSECA Jr., 
2011). Such a situation occurred when O'Neill (2001) pointed Brazil, Russia, India and 
China as emerging economies, which over the years could become the largest 
economies in the world, because of their potential to sustain the global economy in the 
coming decades. In 2006, the concept has given rise to a group per se, incorporated 
into the foreign policy of these countries.  

Based on the newly created nomenclature and driven by the growth rate of four 
emerging economies, as well as on their potential to attract investments, various 
research studies and surveys have been conducted ever since on this "novelty" called 
BRIC (ARMIJO, 2007; BARBÉ, 2010; BAUMANN, 2010; HURRELL 2006; 
IKENBERRY; WRIGHT, 2008; NARLIKAR, 2013; NOGUEIRA, 2012; 
THORSTENSEN, 2012). The member countries of BRIC account for an economic 
development model characterized by a strong growth rate and a great capacity to 
compete in a globalized world (VIVERO; MATEOS, 2010). 

Based on joint efforts that demonstrate the involvement of the four countries, 
the BRIC classification adds something beyond the label of emerging countries. 
According to Fonseca Jr. (2012), it immediately adds a "brand" through a new 
expression that distinguishes these countries from other emerging countries. In a world 
where information is constantly produced and conveyed, can foster changes and is 
deemed as essential, brand management is crucial to expose the individual importance 
of each country to the group and the global context. As advocated by Fonseca Jr. 
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(2012), China is one of the engines of the world economy. Russia is important in terms 
of safety, given the size of its nuclear arsenal and relevance in the energy market. India 
is relevant demographically and has regional influence, in addition to being the largest 
"real" democracy in the world. Finally, Brazil is a key player in negotiations on 
sustainable development and trade. 

From this perspective, considering that the concept of the race of emerging 
countries, known as BRIC, seems to have come to end (MONTEALEGRE, 2013), the 
influence of these years of exposure and growth on Brazil's image is worth of analysis.   

 

2.2 Country Image 

 

A country's image is developed by the combination of several elements that 
generate preconceptions, which may influence the products manufactured in a 
particular country (MARIUTTI; GIRALDI, 2012). When consumers make purchasing 
decisions, they seldom have access to all the information required; thus, their 
evaluations and decisions are influenced by aspects of the product that they can 
observe - including the country of origin - and this provides consumers with the basis 
for defining the level of quality of the product they wish to purchase. (GUILHOTO, 
2001) 

Consumer perception of a country's image helps shape stereotypes relative to 
these beliefs with respect to their landscape, culture and economy. These beliefs form 
a complex mental structure, which allows consumers to make an initial assessment of 
a country's performance, and conclusions about the attributes of the products 
(VERLEGH et al., 1999). The authors understand the stereotypes of a country based 
on three dimensions: social and economic structure, culture and geography. 

The socioeconomic dimension is the pattern of interrelationships between the 
elements of a social system that can be represented by parameters such as 
development, wealth, political power, industrialization and prestige. By contrast, the 
geographical dimension is understood by means of perceptions about climate, 
landscape and environmental aspects. Finally, the cultural dimension is defined as the 
ways in which members of a group are different from members of other groups 
(VERLEGH et al., 1999). Guilhoto (2001) emphasized that culture includes values and 
patterns of behavior involving groups of people, and they help to distinguish one group 
from another, thus affecting both the way people see a situation and the way in which 
these observations influence their behavior. Culture is represented by elements such 
as religion, education level, government, family and language. 

A country's image influences consumer assessment of products from a country, 
causing the so-called "country-of-origin effect" (COO) (GIRALDI; IKEDA, 2009). 
Therefore, the country-of-origin effect may be considered as an intangible barrier to 
entry into new markets or countries, in the form of consumers’ negative views of 
imported products (AGBONIFOH; ELIMIMIAN, 1999; WANG; LAMB, 1983), that is, 
people have stereotyped evaluations of other people and countries and, thus, the 
products manufactured in these countries (BALABANIS et al., 1999). Limiting factors 
of the country-of-origin effect include consumer characteristics that, according to 
Giraldi and Tornavoi (2005), can be: age, sex, education and conservatism, brand 
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familiarity, fluency in the country's language, need for cognition, degree of involvement 
with culture, motivation and number of clues about the product. 

Consumers' stereotypes about countries and people can transcend the 
assessment of brands or specific products and determine purchase intentions and 
people's behavior (HAN, 1989; JAFFE; NEBENZHAL, 2006; JOHANSSON et al., 
1985; ULGADO; LEE, 1998; WHITE; CUNDIFF, 1978).   

 

2.3 Image of Brazil and its products  

 

After the theory about country image is explained, the issue must be 
contextualized from the perspective of studies conducted on Brazil's image. Overall, 
Brazil's products are not associated with high quality. For example, the study of 
Gaedke (1973) showed that food, textile and electronic goods manufactured in 
developing countries were perceived as inferior to American products.  

Ghoshal and Tanure (2004) argued that Brazil's image abroad is still associated 
with an emerging country undergoing economic, political and social hardship; 
consequently, products with low prices and low profit. Other studies (ALMEIDA; 
DROUVOT, 2009; GIRALDI; CARVALHO, 2006; GIRALDI; NETO, 2008; PESSOA; 
AYROSA, 2010) seem to confirm this aspect, where the results showed an unfavorable 
and negative image of Brazil. These results are important sources of information for 
managers of companies whose aim is internationalization.  

 

3. Materials and Methods 
 

The objective of this paper is to verify the existing perceptions about Brazil after 
the BRIC’s rush. Another objective was to study if there are any differences between 
groups and why do such differences exist. Thus, two studies were conducted - the first 
was a cross-sectional survey, and the second sought to explore the theme, through 
interviews - as described below. 

 

3.1 Study 1 

The methodological procedures used to collect answers to meet the objectives 
of this study followed the steps proposed by Hair et al. (2005) for the cross-sectional 
survey method.  

 

Measures 

In the instrument, the scales were adapted from Brazilian studies conducted by 
Ayroza (1998), Giraldi (2005) and Nebenzahl et al. (2006). Thus, the data collection 
instrument contained two parts. The first was comprised of the characteristics of 
respondents (gender, age, country of origin and academic degree). The second part 
contained 28 observable variables, divided into five latent variables: general aspects 
of Brazil: people and products (14 observable variables), emotional response (3 
observable variables), arts-related attitudes (3 observable variables), marketing 
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aspects (4 observable variables) and importance in the global scenario (4 observable 
variables). 

The measurement scale consisted of a Likert scale, where respondents 
attributed degrees of agreement from 1 (strongly disagree) to 5 (strongly agree).  

 

Research sample 

To perform this research, the study population consisted of foreigners from 
countries that are the main trade partners of Brazilian export companies and have 
economic relations with them. With the aid of the researchers’ networks, an invitation 
was sent through digital media (email, Facebook, closed groups) containing a link to 
fill out the online survey.  

In total 255 questionnaires were returned. This sample, however, cannot be 
considered as probabilistic, given that the probability of inclusion of each member of 
the population in the sample is not known nor equivalent (MALHOTRA, 2006).  

 

Data analysis 

The collected data were analyzed using the software SPSS Statistics 21, 
through univariate and multivariate analyses. The next steps were followed: (1) 
preparation of the data matrix (2) descriptive analysis of the sample; and (3) 
multivariate analysis to determine the underlying structure of the dataset from the 
survey. 

  

Preparation of the data matrix 

First, we tested the statistical assumptions on multivariate applications. Thus, 
the data collected passed through the following treatments: identification of outliers, 
missing values, distribution of data, multicollinearity, homoscedasticity and 
dimensionality. 

A simple frequency distribution of the missing data showed that there were no 
missing data. By calculating Mahalanobis Distance (level of significance 0,001), 10 
questionnaires were excluded because they were outliers. Analysis of normality was 
performed by the Kolmogorov-Smirnov test, and no abnormal variables were 
observed. A collinearity test was applied by the analysis of values of tolerance and the 
variance inflation factor (VIF), and none of the variables presented a high level of 
multiple associations. A Levene’s test, through ANOVA, checked the equality of 
variances in the samples (homogeneity of variance – p>0.01). None of the variables 
showed heteroscedasticity.  

The one-dimensionality of the construct was verified through exploratory factor 
analysis (EFA), maximum likelihood extraction and Oblimin rotation with 28 country 
image indicators, divided into five latent variables. Three observable variables of the 
dimension General aspects of Brazil: people and products were excluded because 
they had very low commonalities and cross-loadings above 0.40.  
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Sample Characteristics 

The sample used in this study was comprised of 245 questionnaires. There were 
respondents from 30 countries and the main ones were Portugal (38.45%), United 
States (7.8%), Paraguay (14.1%) Germany (5.5%), Mexico (5.1%), Belgium (4.7%), 
Canada (3.5%), England (3.1%), and Argentina (2.4%).  

The average age of respondents was 30 years old, ranging between 17 and 66 
years old. The sample consisted of 53.7% women and 46.3% men. With regard to 
marital status, there is a large concentration of single respondents (66.7%) while 28.6% 
of respondents are married. Moreover, 57.3% of respondents have an undergraduate 
degree, 28.6% have a graduate degree, and 14.1% have no academic degree. 

  

3.2 Study 2 

 

The qualitative step was performed because the quantitative step did not 
provide large inferences about the motives of these scores and, thus, there was the 
need to explore the nature of the phenomenon under analysis (Flick, 2009).  

This step was implemented by applying interviews with questions drawn up 
based on observable variables proposed by Ayroza (1998), Giraldi (2005) and 
Nebenzahl et al. (2006), with the same standards used in Study 1. The script was 
composed of 18 open questions, available in versions in Portuguese, English and 
Spanish.  

For this step, the delimitation of the sample is characterized by its non-
probabilistic, intentional and convenient nature, where researchers select the elements 
while admitting that they can somehow represent the universe (Gil, 2010). Therefore, 
interviews were conducted with 24 people from 12 countries, namely: Colombia, 
Ireland, Italy, Spain, Peru, Venezuela, France, Germany, Canada, Mexico, Argentina 
and Uruguay. The interviews took place through online tools for voice and video calls. 

For data analysis, the material was transcribed verbatim. The collected data 
have a hybrid format; they were grouped by words, and content analysis was used as 
an examination technique. 

 

Sample characteristics 

A total of 24 people was interviewed from 12 countries, namely: Colombia (4), 
Ireland (2), Italy (2), Spain (2) Peru (1), Venezuela (1), France (1), Germany (6), 
Canada (2), Mexico (1) Argentina (1) and Uruguay (1). Respondents are 29 years old 
on average (between 19 and 46 years) and they are mostly women (18 in total).  

Out of the 24 respondents, 16 have an undergraduate degree, 5 hold a graduate 
degree, and 3 have no academic degree. Among the respondents, 17 have already 
visited Brazil, while others indicated that they gather information about the country 
through various media and their Brazilian friends. 
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4. Results 

 

This section presents the results based on the research purposes that support 
the empirical studies. Firstly, we investigated the existing perceptions about Brazil after 
the BRIC's rush. Additionally, we checked if there are any differences between groups 
and why such differences exist.  

 

4.1 Existing perceptions about Brazil after the BRIC's rush  

 

Through analysis of the dimensions of Brazil's image (Table 1), it was found that 
the sample had a positive emotional response towards Brazil. It was also found that 
the respondents believe in the quality of Brazilian art, but they consider the quality of 
products to be average; they also think that there is little investment in marketing for 
Brazilian products. 

 

Table 1: Analysis of country image dimensions 

Source: Authors' calculations based on survey data 

*Reliability estimated using Cronbach's alpha 

 

Particularly, Brazilian products seen as trustworthy (3.45) on average and 
companies have achieved average production standards (3.53) and are creative. 
However, it appears that the products are not seen as environmentally friendly (2.94), 
and they do not have a positive technical evaluation.  

This analysis was corroborated in the interviews, where it was found that Brazil 
does not produce high-quality material, but such material can be recognized worldwide 
as having average quality. As far as this topic is concerned, foreigners who have visited 
Brazil have a different perception from those who only know the country through the 
media, that is, people who have never visited Brazil recognize products as having 
average or low quality. Those who have been to Brazil stressed that some products 
may be recognized as high-quality as compared to the situation in their countries of 
origin, as in the case of fruits, vegetables and meat. They also mentioned that they 
found products in Brazil that do not exist in other countries. 

Latent variables 

Number of 
observable 
variables 

Mean 
Standard 
deviation 

Reliability* 

General aspects of Brazil: 
people and products 

11 3.25 0.439 0.877 

Emotional response 3 3.82 0.707 0.780 

Arts-related attitudes 3 3.71 0.784 0.869 

Marketing aspects 4 2.92 0.747 0.824 

Importance in the global 
scenario 

4 3.49 0.670 0.810 
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However, when such quality is compared to prices charged, it was found that 
the high cost of products was commonly perceived by respondents as not consistent 
with the average or low quality of such products.  

Respondents believe that Brazilian products are reliable, but they are not 
prestigious in the international market. In other words, they cannot perceive Brazil as 
a standout in any sector, as is France with cosmetics and perfumes, Germany with the 
automotive industry and the United States with high-tech products. So, when asked 
which product is the most closely associated with the image of Brazil, some product 
categories and brands were mentioned, such as food products (meat, fruits, soy, rice, 
beans), drinks (coffee, beer and cachaça), footwear (Havaianas flip-flops) and 
cosmetics (Natura and Novex). Except for the aircraft manufacturer Embraer, they do 
not see Brazil as a country that develops high technology. 

With respect to the people, respondents from the sample believe that the 
Brazilian people are trustworthy (3.47) and hard-working (3.44), but generally violent. 
This result was confirmed by the interviews; foreign respondents stated that among 
emerging countries, Brazil is best remembered by violence. It can thus be inferred that 
even if the country has grown and expanded its markets, and sought to become a 
major player in the global economic arena, violence is still strongly characteristic of the 
nation. In the respondents' opinion, violence is caused by social inequality and poor 
access to education, which leads to social problems, poverty and drug use. 

As for the emotional response of foreigners to Brazil, the respondents like Brazil 
(4.19) and sympathize with Brazil (4.02). In the interviews, the understanding of the 
emotional response of foreigners to Brazil is divided into two subcategories: (1) 
country-related aspects and (2) national companies operating in foreign markets.  

When understood in its broadest form, i.e., as a nation, Brazil produces a very 
positive image on the minds of people from other countries, which confirms the results 
of Study 1. This image is mainly portrayed in Brazil's natural beauty and Brazilians' 
hospitality, in addition to more traditional aspects that have earned the country 
worldwide recognition, such as sports and festive celebrations. Over time, these 
features have highlighted the country in the global arena, although they have 
strengthened the country's image as "decorative, but not helpful" (MARIUTTI; 
GIRALDI, 2012). 

When the analysis is more closely associated with emotional response to 
Brazilian companies, it is noteworthy that over the past decades, companies have been 
earning importance and prominence abroad. According to Rocha and Melo (2011), 
many companies are earning importance and international visibility, e.g., Gerdau, Vale, 
Marcopolo, JBS-Friboi, Marfrig and Weg. Therefore, respondents showed that they 
increasingly trust Brazilian companies, especially by highlighting Brazil's position in the 
global economy, a reputation that is assigned to companies trading internationally.  

However, some of the respondents said that although Brazil had grown in 
economic terms and had gained greater respect from international agencies, they still 
found it hard to believe in Brazilian organizations, with possible exceptions made only 
for companies whose brands are consolidated in foreign markets, such as Natura. This 
shows that further efforts are required of organizations about their products and ways 
to market them in order to foster a positive country image and gradually eliminate 
negative aspects. 
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As for arts-related attitudes, both studies confirmed that Brazil is acknowledged 
in the international art scene (3.69). These results appear to result in a positive 
emotional response, associated with national characteristics of festivities and artists. 
Therefore, regard artistic skills, Brazil is perceived as a country that stands out 
internationally for their creativity, especially through music, where Bossa Nova and 
Samba are particularly famous.  

Nevertheless, when creativity is considered for product design, foreigners do 
not recognize Brazilian products as innovative and creative. This fact is confirmed by 
the analyses of Kotler and Gertner (2004), which linked the image of Brazil to carnival, 
natural beauty, soccer and music, or to people, such as Pele, Gisele Bündchen, 
Ronaldo and Zico. These predicates are also defined by Mariutti and Giraldi (2012) as 
"decorative, but not useful" in the competition by Brazilian companies in the global 
arena.  

Marketing aspects, primarily related to Brazilian products, reflect the small 
investment made by Brazilian companies, and the sample believes that the products 
are not widely available nor are easily found around the world. These analyses are 
evidenced in both studies. Respondents argued that there is little advertising of 
Brazilian products, mostly on the Internet rather than in mass media. However, they 
highlighted the high creativity of advertisements that address natural aspects of Brazil, 
e.g., animals, forests and beaches, besides the use of images of carnival and women.  

For the respondents of this study, it is not easy to find Brazilian products in their 
countries, and this is a recurrent situation both in Europe and in the Americas. Only 
products regarded as traditional in Brazil are found more easily (for example, 
Havaianas flip-flops, coffee, beans and cachaça). Yet, respondents suggested that 
these products hardly explore the 'made in Brazil' label, i.e., their packaging does not 
highlight the country of origin.  

Finally, respondents from the sample believe that Brazil is respected in the world 
economy (3.69), and it is considered as important in the international political arena 
(3.55); such importance is passed on to companies - which have become respected 
internationally (3.35).  

Considering the BRIC context and exposure of emerging economies in the world 
scenario over the past few years, Brazil has increased its involvement in cooperative 
regulation of international economic relations, exerting greater influence on decision-
making mechanisms (Almeida, 2008). This exposure and recognition of Brazil as an 
emerging country, in the view of respondents, boosted the prestige of Brazil as a major 
player in the global market. According to respondents, the country can be considered 
one of the largest economies in the world, and it is highlighted as the most powerful in 
Latin America.  

However, the results suggest that even though it is the 7th largest economy in 
the world, Brazil still lags behind countries such as the US and China - not only with 
regard to economic aspects, but also in general aspects of growth. According to the 
respondents, although the country is facing unfavorable times economically, it can 
resume growth, and they point the exploitation of natural resources as a way to boost 
the industry and, consequently, the economy. Another issue identified as a problem, 
which hurts the image of Brazil, is the corruption that occurs in the political context and 
in major Brazilian companies. 
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Still, Almeida and Drouvot (2009) pointed out the fact that developed countries, 
on average, make a better assessment of the image of underdeveloped countries. 
Studies indicated that countries like Japan, Germany and the United States have the 
most favorable image, while emerging countries such as Mexico, Thailand, Taiwan are 
countries considered to have an unfavorable image.  

As for Brazilian companies operating in foreign markets, there is weak 
recognition and respect in the world economy, because they are little influential in the 
international market. The most consolidated companies in the foreign market, which 
were cited in the survey, are Ambev and Natura. 

In general, the image of Brazilian products cannot be considered a competitive 
advantage (except for typical products such as coffee, cachaça, etc.); these results 
corroborate those found by Giraldi (2005). Brazilian companies operating in a country 
where its image is unfavorable, should adopt strategies to minimize such negative 
impact.   

 

4.2 Differences between groups  

 

As a complement, this paper sought to check whether there were different 
analyses and views between the groups, by dividing them into personal characteristics 
(such as gender, marital status and education) and how respondents learned about 
Brazil. In this sense, an analysis was made while dividing the sample into two groups. 
The first group has visited Brazil and the second group watched or read news about 
Brazil in the various media and or have Brazilian friends (Table 2). The results 
demonstrate that emotional response shows significant difference between the two 
groups; those who have visited Brazil, in general, make better assessments of all 
country image aspects. This result is confirmed by Study 2. 

 

Table 2: Difference between groups in country image evaluation 

Source: Authors' calculations based on survey data 

* The t-test showed statistically significant differences for a range of 95% confidence. 

Latent variables 

Have visited Brazil 

Learned about 
Brazil through the 
media or Brazilian 

friends 

T-test  
Mean 

Standard 
deviation 

Mean 
Standard 
deviation 

General aspects of Brazil: 
people and products 

3.29 0.502 3.19 0.409 0.100 

Emotional response 4.03 0.777 3.73 0.661 0.002* 

Arts-related attitudes 3.81 0.876 3.68 0.743 0.212 

Marketing aspects 3.00 0.810 2.91 0.715 0.400 

Importance in the global 
scenario 

3.64 0.736 3.43 0.631 0.026* 
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However, there was a difference in the analysis of country image among 
different levels of education for all latent variables, except for marketing aspects (Table 
3). In general, the higher the level of education, the better the evaluation of Brazil's 
image. 

 

Table 3: Difference between groups in country image evaluation 

Source: Authors' calculations based on survey data 

* The t-test showed no statistically significant differences for a range of 95% 
confidence. 

 

There was no significant difference between genders, although women, on 
average, make better assessments of country image dimensions (except for Brazil's 
importance in the global scenario). Likewise, marital status showed no significant 
differences between the groups, although, on average, married respondents view the 
image dimensions of Brazil more positively. 

 

4.3 Why do such differences exist? 

 

After differences between groups were found, especially among respondents 
who have visited Brazil and the others, as well as between groups with different levels 
of education, the third question of this study was analyzed: Why do these differences 
exist? Thus, a theoretical basis was sought in the literature to justify the difference in 
the assessment.  

First, it should be noted that the stereotypes of a country comprise a series of 
beliefs about the landscape, culture and economy of that country. These beliefs form 
a complex mental structure, which allows consumers to make inferences about the 
attributes of products, i.e., an initial assessment of their performance (VERLEGH et 
al., 1999). In this case, the beliefs of the respondents who did not visit Brazil are the 
result of their knowledge and stereotypes disseminated through the media. These 
stereotypical beliefs can change according to respondents' experiences (the visit 
itself), especially if they are positive. 

Latent variables 

No graduate 
degree 

Undergraduate Graduate 

Mean 
Standard 
deviation 

Mean 
Standard 
deviation 

Mean 
Standard 
deviation 

General aspects of 
Brazil: people and 
products 

3.11 0.453 3.20 0.448 3.29 0.405 

Emotional response 3.60 0.795 3.79 0.700 3.96 0.660 

Arts-related attitudes 3.45 0.858 3.68 0.764 3.89 0.760 

Marketing aspects*** 2.83 0.717 2.96 0.764 2.90 0.723 

Importance in the 
global scenario 

3.25 0.647 3.48 0.678 3.62 0.643 
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However, the recent economic and financial crisis in Europe (and other 
developed countries), threatens the strength of relations between economically "weak" 
and "strong" nations, renewing the sense of nationalism - which can influence the 
feelings of ethnocentrism and animosity (antipathy remains related to political or 
economic events - Klein et al., 1998) of consumers (DE NISCO et al., 2013), affecting 
the evaluation of Brazil's image. That is, there is a mental promotion of products and 
image of the country of origin of respondents. 

Similarly, consumers seek to preserve or improve their self-images with the 
purchase of products that they consider in line with such self-images, and avoid buying 
or evaluating products that are not consistent with them (SCHIFFMAN; KANUK, 1997). 
Thus, Brazilian products may somehow fail to represent the self-images of foreigners. 

Furthermore, country image analyses require an assessment of respondents' 
degree of knowledge of a given country. One cannot assume that people know the 
degree of development of any other country (CAI, 2002). Therefore, the greater the 
knowledge (that is, level of education), the greater the individual's ability to compare 
the attributes of products and rate them. In addition, they are usually more updated 
and informed. Thus, the level of knowledge is indirectly associated with evaluation bias; 
if the level is high, the bias is reduced (BIAN; MOUTINHO, 2011). 

Finally, the image that people have of certain countries directly influences the 
purchasing process. That is, consumers, based on their preconceptions, make an 
image that determines the importance or lack of importance of a certain product or 
brand in the market. They mentally develop a positive or undesirably negative 
communication composite, interfering with the performance that can change over time. 
(TONI; SCHULER, 2007) 

 

5. Conclusions 

 

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.). 
Because 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; 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.  
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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. 

The main limitation of this paper is the sample, because it is not possible to 
determine how representative of the population of foreigners this sample is. 
Nevertheless, suggestions for further research include efforts to supplement this 
analysis in similar samples.  

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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