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Abstract 
 

The purpose of this thesis is to provide a deeper understanding of how the Brazilian 

cultural phenomenon of jeitinho affects Swedish companies that are doing business in 

the Brazilian market. In order to conduct this research, relevant aspects of the 

phenomenon has been identified and consequently analyzed in relation to entry 

strategies and intercultural relationships. By following a qualitative research method, a 

deeper understanding of the phenomenon and how it affects Swedish companies can 

thereby be acquired. The thesis has followed a deductive research approach, due to that 

the research area was considered to be rather unexplored, and thus a better pre 

understanding of the research area seemed warranted.  

 

The literature review that has been established in this thesis includes theories related to 

internationalization, culture, relationships and jeitinho as a cultural phenomenon. The 

literature review has resulted in a conceptual framework, which demonstrates the 

relations between the different theories. This conceptual framework has thereafter been 

used in order to analyze the empirical data, which has been derived from multiple case 

companies. The empirical findings are then presented in the following chapter. 

 

The analysis chapter involves a discussion of the differences and similarities between 

theory and empirics, and is structured in accordance with the conceptual framework. 

The following and final chapter of the thesis presents the conclusions that have been 

derived from the analysis and further contains implications, recommendations, 

limitations as well as suggestions for further research. The main theoretical implications 

that this thesis has resulted in, involves filling the research gap as well as a definition of 

the phenomenon of jeitinho in a context of international business. The main practical 

implication is that an understanding of jeitinho may not be required, although it can 

facilitate the business operations of Swedish companies in the Brazilian market. As this 

thesis introduces the phenomenon of jeitinho in a new context, it can be regarded as 

highly original. Furthermore, the research can be valuable for Swedish companies that 

have entered, or plan to enter the Brazilian market. 

 

Keywords: Jeitinho; international business; Brazil; culture; entry strategies; 

relationships; social networks; bureaucracy; problem-solving; personalism; social 

capital 
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1 Introduction 

In the upcoming chapter we provide an introduction and background to the area 

which we have decided to study. Thereafter a problem discussion will be conducted 

which will explain the relevance of the topic and practical problems of the 

phenomenon. The chapter will then present the research question and purpose of this 

thesis, before concluding with the delimitations and outline of the study. 

 

1.1 Background 

 

Globalization can be seen as a process that reduces barriers between countries and 

regions, which conclude in that nations become interconnected (Hamilton and 

Webster, 2012). Berry (2005) further argues that globalization is resulting in a higher 

degree of trade and better relations between countries. Globalization can therefore be 

seen as a stimulative motive for international trade, which subsequently leads to good 

opportunities for firms to internationalize. 

 

Internationalization is explained as a process in which firms gradually increase their 

involvement in international business (Johanson and Vahlne, 1977). This process can 

take several different forms, such as internationalization through export or by 

establishing an own selling subsidiary. An internationalizing firm who wishes to 

succeed in new territories ought to create an understanding in how countries, 

institutions and other firms operate within these regions (Fletcher et al., 2013). 

 

Even though globalization is often seen as an economic phenomenon that stimulates 

international trade, it also includes other aspects, such as cultural and social 

dimensions (Hamilton and Webster, 2012). Therefore, globalization does not only 

facilitate business opportunities, but can also lead to challenges regarding cultural 

differences. Smith (1990) argues that cultural differences always will exist, even 

though the globalization is increasing. Further research indicates that local cultures 

remain distinctive, maintaining their own characteristics (Featherstone, 1996; 

Subramian and Lawrence, 1999). Furthermore, Chetty et al. (2006) argue that it is 

crucial for internationalizing firms to cope with the cultural differences between 

different countries. Cavusgil (1998:105) continues by emphasizing 'cross-cultural 

knowledge' as a key component of knowledge in the area of international business. 
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Cross-cultural knowledge constitutes an understanding of cultural differences, ethical 

values, language, negotiation styles, decision making styles and organizational 

features. 

 

However, some cultures are also associated with distinctive cultural phenomena 

referred to as informal influence processes (Smith et al., 2012a; Smith et al., 2012b). 

These processes have been identified as distinctive and crucial in order to understand 

local phenomena of national cultures (Smith et al., 2012b). Some of the more 

prominent cultural phenomena that have impact on the business landscape are; 

guanxi of China, wasta of the Arab nations, svyazi of the Russian Federation and the 

jeitinho of Brazil (Smith et al., 2012a; Smith et al., 2012b;  von Borell de Araujo et 

al., 2014; Chua et al., 2009). According to Ferreria et al. (2012), the most 

extensively studied cultural construct is guanxi. Guanxi can be defined as a “[...] 

concept of drawing on connections in order to secure favors in personal relations” 

(Luo, 2007:215). Pearce and Robinson (2000) emphasize the importance of paying 

attention to cultural preferences and understanding the role of guanxi, as this 

otherwise could jeopardize relationships. This cultural phenomenon is unique for the 

Chinese culture, although similar phenomena can be found in other cultures (Smith et 

al., 2012a). 

 

The perceptions regarding the different cultural phenomena tend to differ among 

researchers, and can be hard to define. Nevertheless, they are highly apparent and 

influential in their respective culture (Smith et al., 2012a; Smith et al., 2012b). These 

cultural phenomena influence the interpersonal relationships within business 

organizations and derive from cultures that Hofstede (2001) have found to be 

prominently hierarchical and collectivistic. 

 

As earlier mentioned, it is crucial for firms to understand how national cultures work 

in order to become successful in those markets (Nery-Kjerfve and McLean, 2015; 

Fletcher et al., 2013; Chetty et al., 2006). With the ongoing globalization and 

internationalization of firms it has become increasingly important for firms to 

understand cultural phenomena, as they are considered to be distinctive in certain 

markets. Indigenous aspects of a culture, such as unfamiliar cultural phenomena, 

have in cross-culture management literature been presented as negative when doing 
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business in such cultures (von Borell de Araujo et al., 2014). The main reason behind 

this is that such instances do not align with the globally constructed mainstream 

values, which may result in cultural clashes (Smith et al., 2012b). This has led us to 

investigate how and if Swedish companies are affected by such cultural phenomena 

when entering a culturally diversified market. 

 

1.2 Problem discussion 
 

1.2.1 The practical problem 

 

After researching the subject of cultural aspects affecting international business, it 

has been found that the issue of distinctive and specific cultural phenomena is an 

issue that greatly influences the success of a firm in a specific market (Smith et al., 

2012a; Vollmer and White, 2014; Ferreira et al., 2012). The BRIC economies, 

consisting of Brazil, Russia, India and China, are highly appealing partly due to their 

immense market size of 45 percent of the world’s population (Yen et al., 2011). Over 

the past few years, the potential of the emerging economies, such as the BRIC 

countries, has attracted much attention. Although the BRIC countries share certain 

values, according to the studies regarding cross-cultural dimensions of Hofstede 

(2001), they are also diverse as they have their own cultural characteristics. 

Subsequently, this means that the way business is conducted, greatly differs between 

the West and these countries due to differing cultural constructs (Pearce and 

Robinson, 2000). 

 

Previous studies regarding guanxi have stressed the importance the phenomenon has 

for firms operating in Confucian societies (Yeung and Tung, 1996; Yen et al., 2011). 

This cultural phenomenon can be described as a social network, which allows a 

reciprocal exchange of personal and social transactions (Yeung and Tung, 1996; 

Tsai, 2013). Furthermore, it is argued that guanxi may play an important role when 

internationalizing to the Chinese market, as it can assist companies in building 

partnerships and overcoming difficulties regarding bureaucracy (Hongzhi et al., 

2012; Tsai, 2013). Pearce and Robinson (2000) argue that cultural preferences and 

the understanding of guanxi are of great importance when establishing relationships 

in the Chinese market. It can therefore be argued that utilizing guanxi can result in a 

more positive business performance in the market (Yeung and Tung, 1996; Yen et 

al., 2011; Luo, 1997). However, Ferreira et al. (2012) mention that previous research 



  
 

4 

has mainly been focused on studying indigenous aspects of culture psychology in 

Asia, such as the guanxi, while ignoring other parts of the world. Furthermore, 

Ferreira et al. (2012) argue that more research on societies outside of Asia is 

warranted, and have in their article taken the example of jeitinho in Brazil. 

 

Brazil is considered to be one of the most important emerging economic and political 

countries, which ought to be further studied due to its diverse cultural and 

psychological characteristics (Ferreira et al., 2012). The cultural phenomena jeitinho 

is by social scientists regarded as one of the key components of Brazilian national 

identity (Barbosa, 2005; DaMatta, 1986; Hofstede et al., 2010a). Jeitinho is 

considered to be such a fundamental part of the Brazilian culture, that without it, the 

culture would be almost indefinable and not understandable (Hofstede et al., 2010a). 

Ferreira et al. (2012) further emphasize the importance of jeitinho, mentioning that it 

is an institutionalized social practice within the Brazilian society. However, jeitinho 

is a concept that is hard to define since Brazilians have various interpretations about 

what it actually is (Rodrigues et al., 2011). Whilst there are many definitions of the 

Brazilian jeitinho, Duarte (2006) defines it as a concept which is based on networks 

of mutual benefit and result in relationships of trust. It can therefore be argued that 

the Brazilian jeitinho is what guanxi is for China, hence a network of social 

relationships that may play an important role for business performance in these 

markets (Smith et al., 2012a; Smith et al., 2012b). 

 

Due to the strong connection that jeitinho has to the Brazilian culture, it makes it an 

ideal research context for how such phenomena affect an internationalizing firm. 

Furthermore, Vollmer and White (2014:46) argue that “learning the meaning of 

jeitinho is key to understanding how to do business there”. Hence, it may be 

interesting to dig further into this Brazilian phenomenon called jeitinho, since it is 

portrayed as an important aspect in order to succeed in the Brazilian market. 

Previous research regarding the perception of cultural phenomena indicates that 

jeitinho is significantly more distinctive in comparison to other cultural phenomena 

(Smith et al., 2012b). The use of jeitinho is furthermore a question of magnitude, 

rather than of incidence, which proves that jeitinho is a cultural phenomenon that 

impregnates the entire Brazilian society (Smith et al., 2012a). 
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Brazil is currently ranked as the fifth largest country in terms of population, and the 

tenth largest economy in terms of GDP (Vollmer and White, 2014; Cavusgil et al., 

2013). Additionally, Brazil is ranked third in terms of foreign direct investment 

received (World Bank, 2014). The country has a rapidly growing middle class, which 

has caused an increase of consumer goods and services (Cavusgil et al., 2013). In 

other words, the country has great potential for internationalizing firms. Currently 

there are approximately 220 Swedish and Swedish-related companies located in 

Brazil, and Sweden is one of the ten largest investors in the country (Embassy of 

Sweden Brasilia, n.d.). Hence, Swedish companies ought to be interested in whether 

jeitinho has influence on the way business is conducted in the Brazilian market. The 

practical relevance of the outcome of this thesis could therefore help Swedish 

companies to enhance their performance and make the process of internationalization 

more efficient. 

 

1.2.2 The scientific research gap 

 

Previous research has emphasized the importance of acknowledging cultural 

phenomena such as guanxi, wasta, svyazi and jeitinho. Yet, Ferreira et al. (2012) 

argue that the subject has not been extensively studied in certain markets outside of 

Asia and that further research is warranted. Despite the fact that jeitinho is a 

fundamental part of the Brazilian culture, the phenomenon has remained largely 

unstudied. The limited research that exists on the subject is largely focused on the 

psychological aspect of the phenomena, as well as in an organizational context 

(Duarte, 2006). A contributing reason to the why the subject has not been extensively 

studied could be that the definition of jeitinho tends to be rather diverse depending 

on the context. This is an aspect that can be found to be rather peculiar, since “[...] 

the jeitinho operates as a ‘hermeneutic key’ to understand Brazilian culture” (Amado 

and Brasil, 1991:38). Furthermore, it seems that there is an absence of previous 

research regarding jeitinho in the scope of international business. 

 

Comparative studies conducted by Smith et al. (2012a) and Smith et al. (2012b) have 

examined the distinctiveness of jeitinho along with other cultural phenomena. By 

determining the distinctiveness of cultural phenomena, Smith et al. (2012a) and 

Smith et al. (2012b) conclude the research by assessing whether adaptation of 

management practices are needed in order to efficiently deal with cross-cultural work 
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relationships. Other research (Duarte 2006; 2011; Rodrigues et al., 2011; Ferreira et 

al., 2012) regarding jeitinho have prominently focused on defining the phenomenon 

by conducting qualitative studies with respondents residing in Brazil. Their findings 

implicate that jeitinho exists in several contexts and that the phenomenon can be used 

as an informal problem-solving strategy. The conclusions departing from these 

studies were mainly theoretical contributions that may provide a deeper 

understanding of jeitinho. Other researchers (Balbinot et al., 2012; Amado and 

Brasil, 1991, Nery-Kjerfve and McLean, 2015; von Borell de Araujo et al., 2014) 

have chosen to study the phenomenon in an organizational context, and largely 

focused on managerial aspects, firmly management. However, no previous research 

has been found that have studied the phenomenon of jeitinho in relation to 

international business. 

 

A theoretical gap has thereby been identified in the scientific research when it comes 

to the effects that jeitinho may have on international business. Since this thesis will 

examine the importance of the cultural phenomenon of jeitinho from the angle of 

Swedish companies doing business in Brazil, the outcome of the thesis may 

contribute in filling this theoretical gap. Furthermore, as the thesis will provide a 

conceptual framework of the phenomenon of jeitinho in relation to international 

business, it will also result in a theoretical contribution.  

 

1.3 Problem definition 
 

We have concluded that there is a need for a better understanding regarding the 

importance of jeitinho in relation to international business. We are also of the 

opinion that the results of this thesis could be of great practical interest for managers 

who are establishing, or already have established, themselves in the Brazilian market. 

In order to get the best possible understanding of the effects jeitinho has on Swedish 

companies, that conduct business in the Brazilian market, we have chosen to divide 

our main research question into two sub-questions. 
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Main research question 

 

After a discussion and definition of the problem, the following research question has 

been developed: 

 

 

 

 

 

 

 

Sub-question A 

 

The first sub-question constitutes the first step towards answering our main research 

question, and it aims to research the effects that jeitinho has on the entry strategies of 

Swedish companies entering the Brazilian market. 

 

 

 

 

 

 
 

 

 

Sub-question B 
 

The final step towards answering the main research question will be conducted 

through answering our second sub-question, which covers the effects that jeitinho 

has on interpersonal relationships between Swedish companies and their Brazilian 

counterparts. 

 

 

 

 

 

 

 

 

1.4 Purpose 
 

The purpose of this thesis is to acquire a deeper understanding of how jeitinho, as a 

distinctive cultural phenomenon, affects Swedish companies that conduct business in 

the Brazilian market. By examining the phenomenon of jeitinho and describing its 

How does the Brazilian phenomenon jeitinho affect 

Swedish companies when doing business in the 

Brazilian market? 

How does jeitinho affect the entry strategies of Swedish 

companies when entering the Brazilian market? 

How does jeitinho affect Swedish companies’ 

intercultural relationships with their Brazilian 

counterparts? 
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components, the impact that the phenomenon has on Swedish companies can be 

analyzed. The thesis will be conducted in an exploratory nature and will be done by 

investigating the influence that the phenomenon has on the companies’ entry 

strategies, as well as their intercultural relations. Furthermore, the thesis aims to 

provide recommendations for Swedish companies that have entered, or plan to enter, 

the Brazilian market. 

 

1.5 Delimitations 
 

This study is limited to only investigate how the cultural phenomenon of jeitinho 

affects Swedish companies. The empirical data will therefore only derive from 

Swedish companies that have experience of the Brazilian market. The thesis will not 

explore the problem from a Brazilian perspective, since the thesis derives from 

Swedish companies that have internationalized to Brazil and thus experienced the 

cultural differences between the countries. A Brazilian respondent would not have 

experienced these differences and would already be familiar with the characteristics 

of the Brazilian culture. 
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1.6 Outline 
 

 

Chapter 1 

• Introduction 
This chapter will consist of a background regarding the studied topic, followed by a 
problem discussion aligned with our research question and purpose of the study. 
The chapter will then be concluded with the delimitations and outline of the study. 

Chapter 2 

• Literature review 
In this chapter we will provide the reader with relevant literature regarding the 
subject that will be used in order to analyse the empirical data. We will furthermore 
illustrate how the identified themes are interconnected by presenting a conceptual 
framework.   

Chapter 3 

• Methodology 
In the methodological chapter we will present our choice and motives for 
methodology that we have found applicable in order to conduct the research.  

Chapter 4 

• Empirical findings 
Here we will display our empirical findings that will be presented in a fashion so that 
it is evident for the reader what is of value for the analysis. 

Chapter 5 

• Analysis 
In the analytical chapter we will connect the empirical findings to the conceptual 
framework, together with our own voice and analysis of the subject. We will also 
correlate the findings and discuss the similarities and dissimilarities that are evident.  

Chapter 6 

• Conclusion 
In the final part of the thesis we will summarize our main arguments and 
implications, of both practical and theoretical nature, based on what can be found 
in the analysis. Consequently, this will enable us to answer our research question. 
We will also present our recommendations and suggestions for further research. 
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2 Literature review 
 

In this chapter we will present the theoretical framework, on which the thesis is 

based upon. The chapter begins by introducing internationalization as an 

overarching concept, where entry strategies and psychic distance will be further 

explained. Consequently, we will define culture and cultural differences which will 

be followed by a presentation of theories regarding relationships. This will lead us in 

to a thorough presentation of the cultural phenomenon of jeitinho. The chapter will 

be finalized with a conceptual framework, which will provide the reader with an 

understanding in how the theories relate to each other. 

 

2.1 Internationalization 
 

Although many efforts have been made in order to understand the concept of 

internationalization, Johanson and Vahlne’s (1977) Uppsala internationalization 

model is considered to be the most frequently cited framework regarding the subject 

(Coviello and Munro, 1997). Johanson and Vahlne (1977) argue that increased 

market knowledge and reduced uncertainty are two decisive factors when increasing 

the commitment in foreign markets. Furthermore, increased knowledge and reduced 

uncertainty can be obtained through international experience in foreign markets. The 

authors continue by arguing that the internationalization process is of an incremental 

nature. However, much has changed since the model first was introduced and a 

revisited model was published, which takes networks and relationships into greater 

consideration (Johanson and Vahlne, 2009). The revisited model is based on business 

network research, which argues that markets are considered to be networks of 

relationships. Becoming a part of these networks is thereby crucial in order for the 

internationalization to be successful. Furthermore, trust and commitment, which both 

are preconditions for internationalization, can be obtained through relationships. 

When entering new international markets, market entry internationalization 

knowledge is suggested to be the most essential knowledge, which includes the most 

suitable entry mode (Fletcher et al., 2013). 

 

2.1.1 Entry strategies 

 

Once a market has been selected, a firm needs to know how to penetrate that market 

(Meyer and Tran, 2006). Cavusgil et al. (2013) argue that it is necessary for a firm to 
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align its capabilities in order to internationalize, thenceforth choose the most suitable 

entry strategy for the foreign market. Market size, business environment and market 

potential, are some of the factors that influence the choice of entry strategy. Cavusgil 

et al. (2013) categorize the main entry strategies into three different groups: trade-

based, contractual and investment. 

 

Emerging economies, such as Brazil, are renowned for their extensive market size 

and high growth potential which inevitably makes these markets attractive (Meyer 

and Tran, 2006). Meyer and Tran (2006:194) argue that when entering an emerging 

economy “The entry strategy needs to allow for strategic adjustments and increases 

of resource commitments to adapt to environmental change”. Furthermore, this is 

because such markets have a tendency to lag behind in terms of institutional 

environment and economic development. Hence, there is a risk of entering these 

markets and Meyer and Tran (2006) claim that these markets should be treated 

differently than developed markets. Johanson and Vahlne (1993) argue that when 

firms are facing risk, they are prone to choose an entry strategy that requires less 

commitment. 

 

Trade-based entry modes, such as direct and indirect exporting, are examples of 

entry strategies that are characterized by low commitment, as well as low risk and 

low control (Cavusgil et al., 2013). By using a trade based entry mode, a firm may 

engage in international trade, despite having a strategy that involves maintaining 

domestic operations.  In contractual entry modes, such as licensing and franchising, 

the firm engages in agreements with international partners, which in turn results in 

higher commitment, risk and control compared to trade-based entry modes. These 

modes do not necessarily entail equity, as it also can involve non-equity modes, such 

as technology transfer. Investment entry modes involve foreign direct investment, 

such as joint ventures and wholly-owned subsidiaries. These entry strategies 

facilitate the company to maintain control over the operations, and therefore give the 

company a high level of control. However, as they involve investment of capital and 

ownership of equity, they are also entailed with the highest risk, commitment and the 

lowest flexibility of the three categories. 

 

 



  
 

12 

Entry strategies that entail high control provide the firm more responsibility for 

decision making and strategies as well as a larger share of the profits. However, entry 

modes associated with higher control have a high price, as they require more 

resource commitment (Anderson and Gatignon, 1986), which leads to lower 

flexibility (Cavusgil et al., 2013). An entry mode that requires more commitment is 

considered to be involved with greater risks, since the exit barriers are higher. 

Typically, when foreign investors enter the Brazilian market, they tend to do so 

through joint ventures. This entry mode enables foreign entrants to enter Brazil 

through partnerships with family firms, which are linked with less bureaucracy, rapid 

decision making and increased flexibility. Furthermore, Chang et al. (2012) argue 

that in culturally distant markets, there are normally large knowledge barriers which 

a joint venture can reduce. The local knowledge that can be obtained through 

partnerships enables an entry mode of high commitment, since unfamiliarity is 

reduced. However, Cavusgil et al. (2013) argue that firms who lack knowledge of a 

market tend to begin their internationalization through a trade-based entry mode, in 

order to minimize risks that derive from uncertainty. Johanson and Vahlne (1977; 

2009) further argue that a lack of institutional market knowledge, such as knowledge 

of language, norms and rules, can increase the psychic distance to a market. This is 

another factor that may influence the choice of entry mode when internationalizing to 

a specific market. 

 
2.1.2 Psychic distance 

 

When internationalizing into foreign markets, previous research has proven the 

concept of psychic distance to be a significant factor (Johanson and Wiedersheim-

Paul, 1975; Johanson and Vahlne, 1977; 2009; Griffith and Dimitrova, 2014). The 

concept is defined by Johanson and Wiedersheim-Paul (1975) as differences 

regarding factors such as culture, industrial development and business environment, 

between the home economy and the host country. These differences influence the 

flow of information from and to the market, which may affect the internationalization 

process regarding aspects such as entry strategy, joint actions and market selection 

(Griffith and Dimitrova, 2014). However, the psychic distance between markets may 

be reduced through relations, experience and acquisition of information, thus 

increasing the knowledge of the foreign market (Johanson and Wiedersheim-Paul, 

1975). Since changes regarding the business environment frequently occur, the 
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psychic distance cannot be considered as constant. This can be explained by the 

rampant state of the modern business world, in which events move more quickly 

(Johanson and Vahlne, 2009). 

 

In recent research, the concept of psychic distance has been distinguished into two 

different dimensions, business distance and cultural distance (Evans et al., 2008). 

Business distance can be described as differences related to the economic 

environment, business environment, language, legal and political system. Cultural 

distance is in this perspective associated with the cultural values that are rooted in a 

country. The reason behind this distinction is to clarify the uniqueness behind the 

two different aspects of psychic distance. By viewing these two dimensions as 

unique, the reason as to what causes the distance to a market can be further 

understood. Since psychic distance is a measure of a manager’s perception of a 

market, the two unique distances has different influences upon a manager’s strategic 

choices, and are therefore important to distinguish. 

 

2.2 Culture 
 

During the last two decades, the importance of national culture in a context of 

international business has become increasingly important, and has further been 

demonstrated to have an impact on various business activities (Leung et al., 2005). 

Leung et al. (2005) argue that a great part to this contribution is the underlying 

studies by Geert Hofstede (1980). Hofstede et al. (2010b:6) define culture as “[...] 

the collective programming of the mind that distinguishes the members of one group 

or category of people from others”. Hofstede et al. (2010b) further argue that since 

culture is shared with others from the same social environment, it is always a 

collectivistic phenomenon. Moreover, as culture derives from a social environment it 

is something that is learned, rather than innate. Another definition is provided by 

Geertz (1973:89), who states that culture lies in the actions of how people “[...] 

communicate, perpetuate, and develop their knowledge about attitudes towards life”, 

and further defines it as “[...] the fabric of meaning in terms of which human beings 

interpret their experience and guide their action [...]” (Geertz, 1973:145). 

 

Trompenaars and Hampden-Turner (1997) advocate that even though culture is 

beneath our awareness, it directs our actions. It can further be compared to an 
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iceberg, as the major part of the culture is not visibly manifested. According to 

Trompenaars and Hampden-Turner (2012), culture comes in different layers, where 

the outer layers are the observable products and artifacts of culture, such as language, 

food and buildings. The outer layers can be viewed as symbols for the deeper values 

and norms that rest within a society. The inner layers are more implicit, and thus not 

as easy to identify and understand when analyzing a culture. These layers can be 

manifested in different ways, which consequently express the cultural differences 

that may exist between nations (Hofstede et al., 2010b). Furthermore, it is claimed 

that culture can present itself in different contexts, such as national and 

organizational culture (Hofstede et al., 2010b; Trompenaars and Hampden-Turner, 

2012). When analyzing the cultural differences between different countries, the use 

of national culture is considered to be more relevant, and is therefore the concept 

which will be used in this thesis. 

 
2.2.1 Dimensions of national culture 

 

National culture is defined by Hofstede et al. (2010b:520) as “the collective 

programming of the mind acquired by growing up in a particular country”. It 

contains most of our basic values and is mainly acquired from the ten first years of 

life through experiences from family, the living environment and school. National 

culture is an influential factor that may affect general business policies, economic 

development and demographic behavior (Parker, 1997). However, other research has 

questioned the validity of national culture as a concept, since the cultural boundaries 

do not always correlate with the geographical boundaries (Lenartowicz and Roth, 

2001; Baskerville, 2003; McSweeney, 2002). Another argument against the concept 

of national culture is that a nation consists of many different subcultures, rather than 

one main national culture. Although cultural differences may exist within a country, 

Hofstede et al. (2010a) found evidence from Brazil that the country indeed had a 

national culture. The sub-cultural differences that were found were not considered to 

be distinctive enough to neglect the concept of a Brazilian national culture. 

 

In order to measure national culture, Hofstede (1980) created a framework consisting 

of four different dimensions namely power distance, individualism, masculinity and 

uncertainty avoidance. Hofstede et al. (2010b:31) describe a dimension as “[...] an 

aspect of a culture that can be measured relative to other cultures”. Since the creation 



  
 

15 

of the original framework, Hofstede et al. (2010b) have added two additional 

dimensions, long-term orientation and indulgence. The dimensions that will 

demonstrate the cultural differences will be presented below. 

 

(1) Power distance (PDI) the degree of acceptance and expectance of unequal power 

distribution in a society. 

(2) Individualism (IDV) the degree of interdependence amongst the members of a 

society. Low individualism characterizes a collectivistic society, where people are 

integrated into groups. 

(3) Masculinity (MAS) the extent to which a society is motivated by masculine or 

feminine values. 

(4) Uncertainty avoidance (UAI) the degree of contingency toward ambiguous or 

unknown situations. 

(5) Long-term orientation (LTO) the extent to which members of a culture feel that 

maintaining links to their past is important when dealing with current and future 

challenges. 

(6) Indulgence (IVR) the extent to which desires and impulses are restrained. 

 

2.2.2 Sweden versus Brazil 

 

When applying Hofstede et al. (2010b) six dimensions of culture on Sweden and 

Brazil, it is shown that the cultural differences between the two countries are quite 

distinctive (Hofstede centre, 2013). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Own figure with data collected from Hofstede et al., 2010b 
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Power distance index (PDI) 

Brazil has a score of 69 regarding power distance, which indicates that the Brazilian 

culture to a large extent accepts inequalities amongst people and that hierarchies 

ought to be respected. Sweden on the other hand has a rather low score 31, indicating 

a more equal power distribution. The Swedish culture is further characterized by 

independence, equal rights and management that facilitates and empowers. 

 

Individualism (IDV) 

In terms of individualism, Brazil has a score of 38, which implies that it is a rather 

collectivistic society. Members of such a culture are integrated into strong and 

cohesive groups, and loyalty is highly valued. Sweden on the other hand, has a score 

of 71, suggesting an individualistic culture, in which members of the society are 

expected to only take care of themselves and their direct family. 

 

Masculinity (MAS) 

Brazil’s score of 49 demonstrates that the Brazilian culture is intermediate in terms 

of this dimension. It is neither prominently masculine, nor feminine, although in 

comparison to Sweden it ought to be considered as rather masculine. This is due to 

Sweden’s low score of 5, which clearly give evidence of a feminine culture, strongly 

influenced by feminine values. In feminine cultures, such as Sweden, there is a 

strong need of reaching consensus and making sure that everyone are involved.   

 

Uncertainty avoidance (UAI) 

Regarding uncertainty avoidance, Brazil has a score of 76. In such cultures 

bureaucracy, law and rules are considered to be important in order to structure life, 

although the need of obeying these laws is considered to be weak. Sweden has a 

score of 29 and the need of structured life is therefore not as important. This can be 

demonstrated through a more relaxed attitude towards uncertainty where norm 

breaking is rather tolerated. 

 

Long-term orientation (LTO) 

Brazil and Sweden has intermediate scores of 44, respectively 53, in terms of long-

term orientation. Both cultures can therefore neither be described as long-term 



  
 

17 

oriented, nor short-term oriented. The countries can therefore be said to view societal 

change with neither suspicion nor encouraging the changes. 

 

Indulgence (IVR) 

In terms of indulgence, Brazil has a score of 59 and Sweden a score of 78. Both 

cultures are therefore described as indulgent rather than restrained. These cultures 

can therefore be characterized by positive attitudes and optimism, where leisure time 

is highly regarded. 

 

The data provided by the Hofstede Centre (2013) demonstrates that the major 

differences between the countries can be found in the aspects regarding power 

distance, individualism, masculinity and uncertainty avoidance. Hofstede’s cultural 

index show how Brazil scores low in uncertainty avoidance and collectivism, but 

high in power distance, masculinity and long-term orientation. Previous research 

indicates that Brazil’s scores can be comparable with those of other Latin American 

countries, with the exception of the collectivistic values (Nery-Kjerfve and McLean, 

2015). Brazil demonstrates a weaker balance between collectivism and 

individualism, which can be regarded as an indication of that these values are mixed 

in the Brazilian society. It is further argued that these two dimensions are intertwined 

which results in a double-edged ethic that make it hard for an outsider to decipher the 

Brazilian culture (Hess and DaMatta, 1995). 

 

2.3 Relationships 
 

As firms internationalize into foreign markets, it is vital to have knowledge about the 

cultures and institutions of these markets in order to be successful (Hofstede, 1980; 

Majkgård and Sharma, 1998). It has been found that firms can attain such market 

knowledge through relationships with different actors (Chetty and Agndal, 2007). A 

relationship can be defined as “[...] mutually oriented interaction between two 

reciprocally committed parties” (Håkansson and Snehota, 1995:25). Relationships 

can furthermore be divided into either business or social relationships, depending on 

whether the actor in a relationship is an organization or an individual (Agndal and 

Chetty, 2007). Business relationships have been argued to influence the market and 

mode selection (Zain and Ng, 2006; Blankenburg et al., 1996), whilst social 
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relationships can facilitate acquisition of market knowledge as well as it may 

influence the market entry of the firm (Ellis and Pecotich, 2001).   

 

Previous research has further emphasized the importance of personal relations in 

emerging and developing economies, such as China, due to the incidence of the 

cultural phenomenon of guanxi (Bickenbach and Liu, 2010). By understanding the 

concept of guanxi and how it may influence personal relationships, foreign entrants 

are enabled to conduct business more successfully in the Chinese market (Yeung and 

Tung, 1996; Bickenbach and Liu, 2010; Hongzhi et al., 2012). Brazil, an economy in 

which the phenomenon of jeitinho is widely recognized and accepted, is no exception 

(Rodrigues et al., 2011). These cultural phenomena can also be regarded as informal 

social networks, in which the personal relationships are the fundamental parts (Zhou 

et al., 2007). The importance of these relationships is further stressed by Vollmer and 

White (2014) as a crucial factor for being successful in the Brazilian market. 

 
2.3.1 Social exchange theory 

 

In the words of Blau (1964), social exchange is defined as a process where 

interactions result in mutually rewarding exchanges between the parties involved. 

These exchanges can result in positive economic and social outcomes, which in turn 

increase the trust and commitment between the two parties (Lambe et al., 2001). This 

theory brings a quasi-economic mode of analysis into social situations that are of 

noneconomic nature (Emerson, 1976). Hence, firms often have differing goals and 

expectations for the relationships they engage in, one firm may for example solely 

focus on profit, while the other on the social outcomes (Lambe et al., 2001). 

According to Homans (1958), the social exchange theory suggests that a relationship 

between two parties is established and maintained with an expectation that it will be 

rewarding for the involved parties. 

 

Lambe et al. (2001) present four dimensional premises which the social exchange 

theory is based upon. These are: (1) social exchanges result in outcomes of a social 

and/or economical nature, (2) these outcomes are evaluated and compared to other 

exchange interactions in order to determine the dependence on these relationships, 

(3) trust and commitment is increased if the outcomes of the relationship are positive, 

(4) and over time, these positive outcomes generate relational exchange norms that 
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govern the relationship. Since the aspect of exchanges has been discussed, trust and 

commitment together with relational norms will be presented below. 

 

Lambe et al. (2001) argue that social exchanges are largely governed by social 

obligations instead of contracts. Consequently, trust can be facilitated through mutual 

reciprocity where favors are returned over time. As the relationship develops, the 

connection between the two parties increase which contributes to a higher degree of 

trust and commitment. The relation between trust and commitment plays a pivotal 

role in order to make sure that the parties involved go through with their obligations 

which result in reciprocal outcomes. 

 

When engaging in a relationship, interactions increase which consequently leads to 

the construction of relational norms (Lambe et al., 2001). Relational norms are 

mutually agreed upon rules in how to interact with each other, and can be explicit as 

well as of tacit nature. These norms are considered to be a crucial part of the 

governance of the relationships, as they facilitate controlled behavior and thus reduce 

the requisite of power. As the norms also determine the manner in which interactions 

take place, they further increase the efficiency, as well as reduce the uncertainty of 

the relationship. In terms of a network perspective, Homans (1958) argues that the 

more one abides to the rules and norms, the more rewards and interaction one will 

receive from other members of the network. 

 
2.3.2 Social networks 

 

Björkman and Kock (1995) describe social networks as a network in which 

individuals mainly engage in social exchanges, but also in exchanges regarding 

business and information. These social networks constitute of social relationships 

that can potentially influence formal business relationships and business-related 

issues. A social network includes social relationships that an actor has with business 

professionals, government officials, as well with friends and relatives. These 

relationships can be divided into formal and informal contacts, where formal contacts 

are likely to be of an institutional character whilst informal contacts represent more 

personal relations (Birley, 1985). Social networks are characterized by personal ties 

and connections, the importance of trust and closeness is evident (Salvador et al., 

2014). Social networks can also be defined as “[...] a web of personal connections 
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and relationships for the purpose of securing favors in personal and/or organizational 

action” (Zhou et al., 2007:675). A central aspect of social networks is that 

interpersonal ties and social contacts may facilitate the transmission of knowledge 

and useful information (Zhou et al., 2007). Hence, social networking can help 

entrants to decipher and comprehend how the society and business work in a foreign 

market (Salvador et al., 2014). Furthermore, it is argued that access to a social 

network, specifically an informal social network, can influence the 

internationalization of a firm (Zhou et al., 2007). 

 

Grabher and Powell (2004:xviii) argue that “[...] membership in an informal network 

is typically based on shared experience, pre-existing social ties, or some bond of 

familiarity that draws participants together”. Ibarra (1993) states that these informal 

networks are often considered being much broader in comparison to the formal 

networks. Using such networks can be crucial for an internationalizing firm, as it can 

reduce barriers regarding rules, culture and geographical distance (Salvador et al., 

2014). Previous research emphasizes the importance of informal social networks in 

an internationalization context (Zhou et al., 2007; Salvador et al., 2014; Yeung and 

Tung, 1996; Bickenbach and Liu, 2010). Such networks are argued to be particularly 

significant when engaging in business activities in emerging economies, rather than 

in developed (Danis et al., 2011). Having access to an informal social network, 

which the cultural phenomenon of guanxi is characterized by, may be utilized as a 

strategy to acquire information and relevant resources (Zhou et al., 2007). Guanxi 

networks constitute of informal interpersonal relations and can thus be regarded as an 

informal social network that can create value through the use of social capital. 

 

Previous research shows that the establishment of social networks can be of great 

importance in order to be successful in the Brazilian market (Salvador et al., 2014). 

Salvador et al. (2014) argue that the use of social capital can aid entrants to create an 

understanding of how the Brazilian business and society works, and is further 

described as a key factor for long-term success in the Brazilian market. A significant 

aspect of establishing networks in Brazil is that formal networks many times derive 

from informal networks. The informal networks constitute of informal sources, 

acquired through informal events such as Brazilian barbecues, churrascos. The 

formal networks on the other hand constitute of more formal relations with 
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institutions, such as banks and chambers of commerce. Together, these relations 

form a social network which can help entrants to understand the characteristics of the 

Brazilian society and how business is conducted there. Zain and Ng (2006) further 

emphasize the importance of network relations, as they may facilitate barriers 

associated with entering a foreign market, such as bureaucracy. The concept of social 

networking and establishing personal contacts in the Brazilian market, is a process 

that requires time, patience and perseverance (Salvador et al., 2014). These factors 

together with serious intentions are considered to be characteristic for social 

networking in Brazil, and can facilitate the ability to build reputation, trust and 

legitimacy. 

 

2.4 Jeitinho 
 

The roots of the cultural phenomenon of jeitinho can be traced back to the 17th 

century, when Brazil was under the rule of the Portuguese Empire (Rosenn, 1971). 

The Portuguese rule was characterized by centralized power, which resulted in an 

authoritarian, paternalistic, particularistic and ad hoc political regime. This resulted 

in a Brazilian society associated with excessive formalism and legalism, which gave 

cause to an unnecessarily complex bureaucracy and legal system. The bureaucracy of 

Brazil implicates substantial amounts of documentation, often aligned with the need 

of special stamps, and long queues (Duarte, 2006). This excessive formalism, 

containing time-consuming and complex protocols in bureaucratic settings has 

persisted in the Brazilian society until this day. 

 
2.4.1 Defining jeitinho 

 

Jeitinho is commonly referred to as the 'Brazilian way' of coping with problems, and 

is recognized and practiced throughout the entire society (Barbosa, 2005; Ferreira et 

al., 2012). Although jeitinho is considered to be a key to the national culture of 

Brazil (Amado and Brasil, 1991; Barbosa, 2005; DaMatta, 1986; Duarte, 2011; von 

Borell de Araujo et al., 2014), the phenomenon remains hard to define (Ferreira et 

al., 2012). The term jeitinho can be roughly translated into 'little way out' or 

'adroitness' which Smith et al. (2012b:137) refer to as a creative way to achieve 

short-term solutions to various problems. These solutions may consist of methods of 

overcoming difficulties deriving from complex bureaucracy and formalism (Smith et 

al., 2012b; Duarte, 2006; Ferreira et al., 2012; Barbosa, 2005). In order to achieve 
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the desired result, jeitinho can many times involve interactions with people who are 

not previously acquainted (Smith et al., 2012b). Since jeitinho can be used with 

strangers and is frequently given to each other, the reciprocity is somewhat diffuse 

due to that the parties involved are not compelled to return it (Barbosa, 2005; 

Ferreira et al., 2012).  

 

The reciprocity of jeitinho is based on the belief that the benefits stemming from 

jeitinho can be received by anyone (Duarte, 2006). As jeitinho does not imply a 

direct reciprocity, it can be clearly distinguished from a favor which many times is 

followed by a reciprocal action (Duarte 2006; Barbosa 2005). Furthermore, jeitinho 

can be requested by anyone, while a favor is only requested from someone who is 

trusted and known (Barbosa, 2005). Whilst a favor is more formal and does not 

transgress pre-established regulations and norms, jeitinho is used as a creative 

problem-solving strategy to circumvent norms and rules with the purpose of attaining 

personal objectives (Ferreira et al., 2012; Rodrigues et al., 2011). Hence, research 

indicates that jeitinho is to be placed in between favor and corruption (Barbosa, 

2005; Ferreira et al., 2012; Duarte; 2006).  

 

Previous research regarding cultural phenomena that involve utilizing personal 

connections, such as guanxi and jeitinho, indicates how these may appear to be 

related to corruption (Barbosa, 2005; Smith et al., 2012a). Dunfee and Warren 

(2001) argue that the cultural phenomenon of guanxi may be related to nepotism and 

corruption, while Barbosa (2005) argues that jeitinho can be thought of something 

that resembles corruption for someone who is not familiar with the Brazilian culture. 

However, research stresses that the cultural phenomenon of jeitinho should not be 

considered as corruption, as it does not involve any material or financial gain, and it 

does not intend to harm others (Barbosa, 2005; Motta and Alcadipani, 1999; Duarte, 

2006; von Borell de Araujo et al., 2014; Rodrigues et al., 2011; Amado and Brasil, 

1991). Whilst there is a certain consensus regarding how jeitinho is defined, the 

specifics of it are more diffuse. Therefore, in order to get a further understanding of 

the phenomenon, it can be conceptualized into three different components, which 

will be presented below. 
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2.4.2 Components of Jeitinho 

 

Solving problems  

Jeitinho is often regarded as a problem-solving strategy, where personal and 

impersonal relations are utilized in order to find solutions to problems that may 

emerge from the complex bureaucracy and formalism in the Brazilian society 

(Duarte, 2011; Ferreira et al., 2012; Rosenn, 1971; Smith et al., 2012a; Rodrigues et 

al., 2011). Problem-solving as one of the main functions of jeitinho is pervasive 

when comparing it to other cultural phenomena, such as guanxi in China and wasta 

in Arab nations (Smith et al., 2012a; Smith et al., 2012b; Chen and Chen, 2004). 

This problem-solving strategy often refers to short-term solutions in order to 

circumvent bureaucratic rules and to avoid personal difficulties (Smith et al., 2012b; 

Smith et al., 2012a; Duarte, 2006; Rodrigues et al., 2011). Since individuals many 

times experience situations in which a problem needs to be solved, these individuals 

adopt interpersonal strategies through established relations that may ease the process 

(Ferreira et al., 2012). The person giving the jeitinho then evaluates whether the 

solution to the problem is reasonable and adequate seen to the predetermined rules 

and norms (von Borell de Araujo et al., 2014). By using jeitinho as a tool to create 

‘flexibility’ in norms, problems can be solved even though there is excessive 

formalism and bureaucracy (Rodrigues et al., 2011). It is furthermore seen as socially 

justifiable, as it makes it feasible to obtain basic needs that this excessive formalism 

otherwise often would prevent (Almeida, 2007). Even though jeitinho is associated 

with violation of social norms, the phenomenon is widely accepted and valid as a 

method in order to solve problems (Rodrigues et al., 2011). This results in a conflict 

between what ought to be done, and what is done by those who practice it. 

 

Social capital 

Social capital can be described as the value that stems from social networks 

(Seferiadis et al., 2015). The use of social capital can provide access to resources and 

information through the relationships in the network, and can facilitate the 

achievement of common objectives. Social capital is further defined by Putnam et al. 

(1993:167) as ‘norms of reciprocity and networks of civic engagement’ and consists 

of social connections of both formal and informal nature (Duarte, 2006). The 

characteristic of informal social capital is that it takes the shape of informal 

groupings where people gather at one place, whilst formal social capital consists of 
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formally organized groupings. Nevertheless, both forms of social capital can be 

beneficial for individuals and organizations alike. Social capital can provide access 

to social connections which in turn may support the process of moving forward. 

Hence, social connections and networks in the shape of informal social capital can 

create both individual and collective value in the Brazilian society. Resources in 

form of social capital can be combined with social skills in order to break social 

norms and thereby attain benefits through jeitinho (Duarte, 2006). By establishing a 

vast social network, individuals can gain access to large social capital, which is 

described as crucial when operating in the Brazilian market (Duarte, 2011; Salvador 

et al., 2014). 

 

Personalism 

Personalism can be defined as a cultural trait that explains how social networks can 

be used in order to solve problems (von Borell de Araujo et al., 2014). It is a cultural 

trait which is regarded as typically Brazilian (Balbinot et al., 2012), and has its roots 

in the paternalistic relationships between masters and slaves during the colonial times 

(Rosenn, 1971). In these relationships, loyalty was obtained through personal favors 

and privileges. The personalism within the Brazilian society is expressed through the 

expectation of “[...] personalised, individualised attention, rather than being treated in 

a standardised way like everyone else” (Albert, 1996:225). Consequently, 

personalism involves the need of trust when engaging in personal relationships (von 

Borell de Araujo et al., 2014). Thus, when using these personal relationships in order 

to solve problems or obtain privileges, a high degree of trust is placed on the 

individual’s network of personal contacts (Balbinot et al., 2012). Another important 

factor which is required for an informal personal network to flourish is the degree to 

which there is personal loyalty between the parties involved (Duarte, 2006). Duarte 

(2011) further argues that personalism continues to prevail within the Brazilian 

society, and is especially apparent in the informal networks. 

 

2.5 Conceptual framework 
 

The literature review has shown that jeitinho is one of the fundamental parts of the 

Brazilian culture. It is furthermore understood that this cultural phenomenon can be 

seen as a hermeneutic key to the Brazilian culture, and thus as an important aspect to 

be aware of when doing business in the market. Since the bureaucracy is deeply 
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rooted in the Brazilian culture, a connection can be made to the problem-solving 

component of jeitinho. This is due to that the literature review entails that the 

problem-solving component often concerns solutions to the complex bureaucracy. 

Additionally, the literature review has indicated the importance of personal 

relationships and social networks, and how these can be related to the phenomenon 

of jeitinho in form of social capital. The personal nature of the relationships in the 

Brazilian market, further demonstrates how a connection can be made to the 

component of personalism. Moreover, jeitinho is described as a fundamental part of 

the Brazilian culture as well as an institutionalized social practice within the 

Brazilian society. The cultural phenomenon of jeitinho can thus be described to 

involve components stemming from both culture and relationships.  

 

The conceptual framework further demonstrates how jeitinho should have an impact 

on how business is conducted in the Brazilian market, and that the phenomenon also 

may influence the entry strategy of a foreign company. In the context of international 

business, this conceptual framework illustrates how the cultural phenomenon of 

jeitinho affects Swedish companies doing business in Brazil.  

 Figure 2: Conceptual framework 
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3 Method 
 

In the following chapter we will explain the methodological framework that has been 

used in order to conduct the study. This will consist of a presentation of the data that 

has been gathered, the methods that have been used and why these methods were 

considered to be suitable for this study. The chapter will begin by presenting the 

chosen research approach and why this approach was chosen. Thereafter, we will 

explain the selected research methods and the types of data that were collected, 

followed by which techniques that were used in order to collect the data. After a 

presentation of the operationalisation and method of data analysis, the chapter will 

be concluded with a discussion of quality and criticism regarding the study. 

 

 
3.1 Deductive approach 
 

The research approach explains the relationship between the theory and the empirical 

data, and there are traditionally two different ways of conducting scientific research: 

induction and deduction (Ghauri and Grønhaug, 2010). An inductive approach 

derives from empirical evidence, whilst a deductive approach derives from logic. 

Through an inductive approach, conclusions are drawn from empirical observations 

based on a number of single cases of which patterns have been established (Alvesson 

and Sköldberg, 2009). Thus, the process begins with observations which result in 

theoretical improvement, as the findings are incorporated back into existing 

knowledge (Ghauri and Grønhaug, 2010). However, the conclusions drawn from 

inductive research implies a general truth and can therefore be associated with 

uncertainty regarding the study’s validity. 

 

On the contrary, a deductive approach is associated with less risk, as the conclusions 

drawn from such research derive from a logical process based on a general set of 

known premises (Ghauri and Grønhaug, 2010; Alvesson and Sköldberg, 2009). 

Deductive research is based on existing knowledge and theories, which are then 

subject to empirical scrutiny (Ghauri and Grønhaug, 2010). The conclusions drawn 

from such research can then be either accepted or rejected, depending on whether the 

results correlate with the theories or not. Although this approach is associated with 

less risk, Alvesson and Sköldberg (2009) argue that the deductive approach lacks 
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explanatory elements, and can thus be considered as flat. When conducting deductive 

research, it is further required that the theoretical framework is operationalized, in 

order to demonstrate how it can be empirically tested (Merton, 1967). 

  

In addition to these two traditional approaches, a third one has emerged which 

combines elements from both deduction and induction (Alvesson and Sköldberg, 

2009). The abductive approach derives from an empirical basis, but at the same time 

accepts a preconditional theoretical framework, which can be adjusted and refined 

during the course of the research. This is however a largely unrecognized approach 

which is still in a growing phase. 

 

As this thesis derive from the theoretical framework, rather than from the empirical 

findings, we find it suitable to adopt a deductive research approach to our research. 

Since the area of research is relatively unexplored in relation to international 

business, we considered that deriving from a theoretical framework would be more 

applicable as the research area has never been theorized before. We therefore 

considered that a better pre understanding of the research area was needed in order to 

observe patterns from the empirical observations.   

 

3.2 Qualitative research 
 

The research method can be described as the manner of which the study is conducted 

in order to find answers to a research question (Kumar, 2014). Research methods are 

traditionally divided into either quantitative or qualitative research, where the main 

distinctions between the two are whether numbers or words and visual images are 

used as units of analysis (Kumar, 2014; Holme and Solvang, 1997). Quantitative 

methods are often used in large-scale studies, whilst qualitative methods tend to be 

used in those of smaller scale (Denscombe, 2010). Furthermore, Holme and Solvang 

(1997) argue that qualitative methods are less formalized, hence associated with the 

purpose of understanding a phenomenon. Quantitative methods on the other hand 

tend to be formalized and structured, which leads to a method that rather focuses on 

measuring the extent of variation in a phenomenon (Denscombe, 2010). As this 

thesis aim to study and create a deeper understanding of how jeitinho affects Swedish 

companies doing business in Brazil, the qualitative method is considered to be able 
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to provide the depth and flexibility that the thesis requires in order to answer the 

research questions. 

 

A qualitative research method has a preference for seeing certain aspects as parts of a 

wider context, and stresses the importance of multiple existing interrelationships in 

those contexts (Denscombe, 2010). In this regard, Denscombe (2010) emphasizes the 

idea of how social realities are to be considered as wholes, and thus not as something 

that can be fully understood when isolated from their context. We therefore argue 

that a qualitative research method is the more appropriate method to use in order to 

answer the research questions, as the phenomenon of jeitinho will be studied as a part 

of a wider context. 

 

Qualitative research is many times used due to a lack of theory, or that the existing 

theory is unable to explain a certain phenomenon in an adequate way (Merriam, 

2009). Consequently, qualitative research is often associated with inductive research 

approaches, as they tend to result in theoretical contributions. However, despite using 

a deductive research approach, we still consider a qualitative method to be the most 

applicable research method for this thesis. This is due to that we have departed from 

a theoretical framework, which we then will use in order to analyze our empirical 

findings. In turn, this has its background in the exploratory nature of the study, and a 

qualitative research method can provide the thesis with the richness and detail 

necessary in order to conduct such a study (Denscombe, 2010). 

 

3.3 Research design 
 

The research design is defined by Ghauri and Grønhaug (2010:54) as an “[...] overall 

plan for relating the conceptual research problem to relevant and practicable 

empirical research”. It provides a framework for how the data is to be collected and 

the analysis of it, and can thereby reveal the nature of the research. In other words, it 

describes how the thesis is to be completed.  

 

Within the qualitative research method, several different study designs can be found, 

such as case study, experiment, survey, archival analysis, and history (Yin, 2014). 

These different designs are suitable for different research, depending on the chosen 

research method and approach (Ghauri and Grønhaug, 2010). Regarding case studies, 
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Stake (2005) defines it as a choice of what is to be studied, rather than a 

methodological choice. Merriam (2009) argues that the qualitative case study design 

is applicable when researchers wish to concentrate on insight, interpretation, and 

discovery instead of hypothesis. A case study may furthermore be appropriate if the 

study aims to explore how a phenomenon works, and is argued to be the most 

suitable design to use in order to get a thorough understanding of the phenomenon 

(Yin, 2014). 

 

Due to the elaborate description and deep analysis a case study design can provide, 

as well as its possibility of elucidating the different factors of it and how they are 

interrelated, we argue that a case study design would be the most suitable design for 

this thesis. As our area of research is relatively unexplored, we further believe that a 

case study design can be beneficial for our thesis. Yin (2014) states that case study 

research is rather suitable for ‘how’ and ‘why’ questions. Thus this is another 

argument for that this is an appropriate design for this thesis as it seeks to explore 

‘how’ jeitinho affects Swedish companies. Case studies are then further divided into 

single-case studies and multiple-case studies, depending on whether the study 

examines one or more cases (Yin, 2014).  

 
3.3.1 Multi-case study design 

 

In order to conduct a case study, the researcher should decide whether to use single- 

or multiple-case study designs (Yin, 2014). Multiple-case studies involve several 

different cases of which data is collected and analyzed, whilst a single-case study 

solely involves a single case, which in turn can embed subunits of this case 

(Merriam, 2009). Yin (2014) argues that analytical conclusions stemming from two 

or more cases are to be considered as more valuable than those stemming from a 

single case, since the gathered evidence is then supported by several cases. Single 

case studies often require that the research is unique to a single case, which is not the 

situation regarding the phenomenon that is investigated in this thesis. We are 

therefore of the opinion that a multiple-case design would be appropriate for this 

thesis, as the outcome of a single case design would in this situation be rather 

limited. 
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3.3.2 Purposive sampling 

 

In order to gather data for the identified problem, the researcher must select the units 

of analysis, which is the sample (Merriam, 2009). This sampling is traditionally 

divided into probability and non-probability sampling. Probability sampling is 

commonly associated with random sampling which allows the researcher to draw 

statistical generalizations of a sample. It is therefore argued that this type of sampling 

is not the most appropriate for qualitative research (Merriam, 2009). As the aim of 

qualitative research is to understand a phenomenon rather than to measure the 

frequency of it, it is recommended to use non-probability sampling, of which 

purposive sampling is the most common form. Purposive sampling assumes that the 

researcher wants to discover, understand and gain insight of a certain problem. 

Furthermore, it allows the researcher to deliberately select the samples that are to be 

used in the study, which in turn are selected on the basis of either relevance or 

knowledge of the issue (Denscombe, 2010). 

 

Due to the arguments and recommendations presented in the previous section, we 

have chosen to adopt a purposive sampling strategy in order to identify and select 

suitable companies and respondents for this study. The purposive sampling implies 

the selection of criteria, which are applied when finding and selecting the 

representatives (Merriam, 2009). These criteria should reflect the purpose of the 

research and direct the researchers to identify appropriate cases for the study. Hence, 

we have developed the following criteria based on the research questions and thus 

limited the sampling to companies and respondents who apply to these criteria: 

The companies must... 

1. be Swedish. 

2. be active in the Brazilian market. 

 

Furthermore, the respondents from these companies must... 

1. have lived in Sweden for at least ten years. 

2. have a substantial familiarity and experience of the Swedish national and 

business culture. 

3. have experience of working with actors in the Brazilian market.  
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4. be in a managerial position that implies being involved with the operations in 

the Brazilian market. 

5. have experienced the Brazilian culture. 

 
3.3.3 Cases 

 

Based on the criteria that were established in the previous section regarding 

purposive sampling, we have found and selected the following companies and 

respondents to derive our empirical data from: 

 

1. Norden Machinery AB 

Norden Machinery is a Swedish company that was founded in 1980. The company 

manufactures and sells tube filling systems to clients all over the world. Henrik 

Hansen and Hans Magnusson both work as sales managers in charge of the Brazilian 

market, amongst others, and were both present during the interview that took place at 

their head office in Kalmar. Magnusson mentions that the company has been active 

in the Brazilian market since the very beginning.   

 

2. Cinnober Financial Technology AB  

Cinnober was founded in 1998 and provides financial solutions for exchanges and 

alternative trading platforms. With its head office located in Stockholm, the company 

is today a highly international company with customers all over the world. Magnus 

Sandström is head of business development and Stefan Knorn works as a project 

manager, both were directly involved in a major clearinghouse integration project in 

Brazil. Both Sandström and Knorn took part in the interview which was conducted at 

their head office in Stockholm.  

 

3. Axelent AB 

Axelent is a Swedish company founded in 1990, which develops and manufactures 

machine guarding, warehouse partitioning, anti-collapse and property protection. The 

company has been international since the very beginning and has had its own 

subsidiary in Brazil since 2014. Stefan Axelsson works as an export and market 

manager, consequently involved with the company's operations in Brazil. The 

interview with Axelsson was conducted at the firm’s head office in Hillerstorp.  
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4. Leax Group AB  

Leax is a company group that stems from Köping, Sweden and was founded in 1982 

as Leax Mekaniska AB. The company group manufactures mechanical components 

and part systems for different engineering industries. Leax has had its own subsidiary 

in the Brazilian market since 2012, and had before that been present on the market 

through an agent. Claire Gyoni works as a group market coordinator at Leax and was 

involved with the inauguration of the subsidiary in Brazil. The interview was held in 

form of a telephone meeting. 

 

5. Roxtec International AB  

Roxtec is a Swedish company that provides and manufactures cable and pipe seal 

solutions. The company was founded in Karlskrona, Sweden in 1990 and has been 

active in the Brazilian market since the beginning of the 21st century. The interview 

was held over phone with Carlos Lazo, who works as an international sales manager 

and has previously been the representative for the company in the Brazilian market.  

 

3.4 Data collection 
 

The data collected in a research can be considered as ordinary fragments of 

information found in the surroundings (Merriam, 2009). This data can both appear as 

concrete and measureable, such as the number of attendants at an event, as well as 

intangible, such as feelings. In order for the bits of information to end up in the study 

depends exclusively on whether or not the researcher finds it relevant. The empirical 

data can be collected through two different modes of procedure, primary and 

secondary data collection (Ghauri and Grønhaug, 2010). Ghauri and Grønhaug 

(2010) argue that primary data is considered to provide more relevant information 

regarding a specific research problem, which is why we have decided to establish 

most of our empirical findings based on primary data. Furthermore, in order to 

establish a well-founded theoretical framework and methodological chapter, we have 

also realized a thorough research of secondary data.  

 
3.4.1 Primary data 

 

The primary data concerns empirical data collected by the researcher himself from 

primary sources (Ghauri and Grønhaug, 2010). When conducting qualitative 

research, the primary data is often collected through interviews and observations. 
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Merriam (2009) argues that data collection through interviews tend to represent the 

majority of the data collected in qualitative research. This type of data is often 

considered to be more consistent with the research objectives and questions (Ghauri 

and Grønhaug, 2010). Interviews enable the researcher to acquire an understanding 

of behaviours, feelings, and how people interpret their surroundings (Merriam, 

2009). These interviews can be executed in different forms, such as through mail, 

phone, email and face-to-face meetings (Ghauri and Grønhaug, 2010). Consequently, 

we have chosen to collect our primary data by conducting face-to-face interviews as 

well as phone interviews, since our thesis follows the qualitative method of research. 

Collecting the primary data through interviews can also provide us with an 

understanding of how the phenomenon of jeitinho is experienced. Therefore we have 

chosen to use primary data as the main source of information when gathering our 

empirical data, due to the detailed and tailored data a primary source can offer. 

 
3.4.2 Secondary data 

 

Secondary data concerns data that has been collected by others and include books, 

journal articles and online data sources (Ghauri and Grønhaug, 2010). The secondary 

data that has been used in this thesis has solely been used in the introduction chapter, 

the literature review and the methodological chapter. It has been collected from 

books, official websites and scientific articles regarding the topics related to the area 

of research. Information regarding the case companies has partly derived from 

secondary data acquired through the official websites of the companies. 

 
3.4.3 Structure of interview 

 

When conducting a research interview it can traditionally be structured according to 

three different ways: structured, semi-structured or unstructured (Merriam, 2009). A 

structured research interview concerns high control over how the questions and 

answers are formatted, and has a predetermined list of questions which the 

respondents can give limited answers to (Denscombe, 2010). Semi-structured 

interviews allow the interview to be more flexible in terms of the order of the topics 

and further gives the interviewee a chance to speak more widely regarding the issues, 

whereas unstructured interviews takes this aspect even further. A semi-structured 

interview further differs from an unstructured interview in the sense that it has a 

predetermined list of issues and questions that are to be brought up, whilst an 
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unstructured interview has not. The semi-structured interview can thus be regarded 

as more qualitative in nature and is according to Denscombe (2010) considered to be 

more suitable when researching complex issues. We therefore argue that a semi-

structured interview is the most appropriate for this thesis, as the flexibility of it 

opens up for new ideas and discoveries regarding the topic. Furthermore, conducting 

a semi-structured interview allows us to ask follow up questions in order to obtain 

more detailed information regarding certain issues.  

 

In order to give the respondents an insight of the research area and a chance to 

prepare for what that could be asked, we provided them with a simplified interview 

guide prior to the interviews. This enabled us as well as the case companies to ensure 

that the respondent would be able to provide us with relevant information. During the 

actual interviews a more detailed interview guide was used in order to guide us 

through the interview, and to make sure that no part was left uncovered. The 

interview guide (see Appendix A) was initially written in English, but was prior to 

the interviews translated into Swedish for the sake of convenience for our 

respondents. Three of the interviews were realized through face-to-face meetings, 

whilst two of them were done by telephone, due to geographical and logistical 

reasons. Our ambition was to conduct all of the interviews face-to-face, since it is 

argued by Holbrook et al. (2003) that a face-to-face interview generally provides the 

interviewer with a higher response quality than what a telephone interview normally 

does. Furthermore, it is argued that a face-to-face meeting may result in a 

relationship built on trust between the interviewer and the respondent (Holme and 

Solvang, 1997). 

 

3.5 Operationalisation 
 

Before writing an interview guide it is necessary to conduct a thorough literature 

review (Jacob and Furgerson, 2012). By doing so, the authors can obtain an 

understanding of what already has been written about the subject and therefore know 

what needs to be asked to the interviewees. The theoretical framework that 

constitutes of the literature review then needs to be operationalised, i.e. defining the 

theoretical concepts into abstract terms with a clear link to the real world (Patel and 

Davidson, 2011). The concepts presented in our theoretical framework, has therefore 
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been operationalised, and the interview questions (Appendix A) have thus been 

based upon these concepts. 
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3.6 Method of data analysis 
 

Qualitative studies often generate a large mass of data, and by analyzing this data the 

researcher can acquire an understanding and gain insights of it (Ghauri and 

Grønhaug, 2010).  Merriam (2009:175) further argues that data analysis can be 

regarded as “[...] the process of making sense out of the data”. In order to 

successfully do so, Ghauri and Grønhaug (2010) consider the division of complex 

wholes into minor components as a key characteristic of data analysis. Furthermore, 

it is argued that there is not any general agreed-upon approach to analyze qualitative 

data. However, Miles and Huberman (1994) mention three different elements of 

qualitative data analysis: data reduction, data display and conclusion 

drawing/verification. Data reduction can be described as “[...] the process of 

selecting, focusing, simplifying, abstracting, and transforming the data that appear in 

written field notes or transcriptions” (Miles and Huberman, 1994:10). This data 

reduction can also occur subconsciously during the initial stages of a study as the 

researcher selects the conceptual framework as well as which cases to work with. 

The reduced and transformed data is then displayed in a fashion that allows for 

conclusion drawing and action.   

 

The empirical data that was gathered for this thesis has been thoroughly reviewed to 

identify segments that can be used in order to answer the research questions. The 

identified data was then presented in accordance with three different concepts that 

were also introduced in the literature review: internationalization, culture and 

relationships, whereas jeitinho was integrated in culture and relationships. 

Subsequently, the presentation of this data allowed us to draw conclusions which 

then were presented in a following chapter (see Chapter 6). It can therefore be argued 

that the data analysis of this thesis correlates with the three components described by 

Miles and Huberman (1994). 

 

3.7 Quality of research 
 

3.7.1 Validity 

 

Validity refers to the extent to which the data presented in a study is accurate and 

appropriate (Denscombe, 2010). In the research area of social science, validity is also 

a matter of whether a method investigates what it intends to investigate (Brinkmann 
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and Kvale, 2015). It can therefore be argued that a researcher needs to ask himself 

whether the data that has been collected is of the right kind in order to study the topic 

and if it has been measured correctly (Denscombe, 2010).  

 

The concern of valid data is considered to be less when conducting qualitative 

research than what it is in the case of quantitative (Holme and Solvang, 1997). The 

reason behind this is partly the closeness to the subject that can be established 

through a qualitative study, but also that such study enables the respondent to control 

her/his contribution of data. Nevertheless, conducting qualitative research can also 

result in that the researcher misinterprets the motives and signals of the respondents. 

It is thereby unfeasible for a researcher to demonstrate whether the gathered data is 

accurate and appropriate (Denscombe, 2010). However, there are certain steps that 

can be taken in order to increase the reader's perception of the study’s validity. One 

of these steps concerns respondent validation, which involves making sure that the 

researcher has interpreted the gathered information given by the respondents 

correctly (Denscombe, 2010; Merriam, 2009). This allows a factual check of the data 

by returning to the respondents with the gathered data and findings, so that they may 

validate the researcher’s understandings. Another step to increase the validity of the 

study is through triangulation. This is a method that involves examining and 

analyzing the same set of data through different perspectives to obtain a better 

understanding of it (Kumar, 2014).  

 

In order to increase the validity of this thesis, we decided to return to the respondents 

to give them a chance of revising our interpretations of the gathered data. By using 

respondent validation, we could ensure that any potential misconceptions were 

eliminated from the thesis. We believe that this could be of great importance since 

the area of research is unexplored in terms of international business, and the 

phenomenon may be hard to grasp which may result in misunderstandings. 

Furthermore, as we have interpreted the data separately, and thus have used different 

perspectives when understanding the content of it, we have through triangulation 

ensured that these interpretations can be regarded as valid. 
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3.7.2 Reliability 

 

Reliability refers to whether the used instrument of research provides the same, or 

similar, consistent results when used repeatedly under similar conditions 

(Denscombe, 2010; Kumar, 2014). However, reliability in social sciences is 

considered to be rather complex since human behavior cannot be considered as 

constant (Merriam, 2009). It can therefore be argued that the results of a qualitative 

study may not be repeated in a similar study, as data can be interpreted differently 

from person to person. Nevertheless, this does not discredit the findings of a 

qualitative study as the same data interpretation can yield numerous interpretations. 

Hence, it can be argued that the reliability of a qualitative study should be measured 

based on whether it is dependable and confirmable (Kumar, 2014). In order to 

enhance the reliability of a qualitative study, it is therefore argued that the 

methodological procedure should be thoroughly presented (Denscombe, 2010). This 

enables the reader to comprehend how the results were obtained, and how the 

conclusions were drawn from these results.  

 

In order to confirm the reliability of this thesis we have presented our methodological 

procedure in a clear and distinctive manner, so that the reader can get an 

understanding in how we gathered the empirical findings and how the conclusions 

derived from these findings. Since every interview was conducted in a verbal manner 

and also audio recorded, we were able to transcribe them word by word. Therefore 

we have documented all the empirical raw data in both text and audio. Furthermore, 

we have provided the interview guide (see Appendix A) in order for the reader to get 

an insight in what was asked. 

 

3.8 Method criticism 
 

Naturally there are both advantages and disadvantages of conducting a qualitative 

research. Denscombe (2010) argues that one of these disadvantages concerns the 

issue of data being less representative compared to a quantitative research. As the 

findings of a qualitative research often derive from a small number of cases, the 

generalizability of this method can thus be questioned. However, Yin (2009) 

mentions two different kinds of generalization: analytical and statistical 

generalization. Of these, only analytical generalization is considered to be suitable 

when conducting a qualitative research as it allows generalizations to be derived 
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from a smaller number of data collection units, whilst statistical generalization does 

not (Yin, 2011). The analytical generalization can help a researcher to acquire deeper 

understanding of particular concepts, which consequently results in that this thesis 

derives its generalizations from an analytical ground. The aim of these 

generalizations is not to create a universal truth, but rather to provide further 

knowledge and understanding about the phenomenon of jeitinho and how it affects 

Swedish companies doing business in Brazil. 

 

It can be argued that this thesis does not follow what Bryman and Bell (2011) 

consider to be a case study design, as it does not investigate the cases elaborately 

enough. However, as this thesis has been based upon purposively selected cases 

which have been investigated, we argue that the research design that this study 

follows can be described as a case study design. 

 

The interviews that were conducted in order to gather the empirical data were all 

done in Swedish for the convenience of our respondents. This required a translation 

of the responses into English, which consequently could lead to some of the 

information being lost in translation. However, by using respondent validation we 

could guarantee that no piece of information was misinterpreted.  

 

In this thesis we consider Brazil to consist of one, large nationwide culture. It can 

however be argued that Brazil, which is a large country, consists of many different 

subcultures, and thus that the culture may differ from region to region (Hofstede et 

al., 2010a; Lenartowicz and Roth, 2001). Nevertheless, research indicates that these 

subcultures are similar enough and that it therefore exists a national culture of Brazil 

(Hofstede et al., 2010a). 

 
3.8.1 Ethical considerations 

 

In regard to qualitative studies, various ethical considerations may emerge 

concerning the data collection and the interpretation of the findings (Merriam, 2009). 

The researcher has then a responsibility to conduct the research in an honest and 

accurate manner (Ghauri and Grønhaug, 2010). It is also emphasized that the 

researcher is transparent with how the research is conducted. This includes informing 

the reader about the strengths and weaknesses of the methods that have been used, as 
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well as informing the respondents about what is to be researched. Denscombe 

(2010:7) lists four different standard measures which a researcher is expected to take 

into concern in order to conduct the research in an ethical way:  

(1) “participants will remain anonymous” 

(2) “data will be treated as confidential” 

(3) “participants understand the nature of the research and their involvement” 

(4) “participants voluntarily consent to being involved” 

 

When conducting this thesis we have ensured the transparency by presenting our 

methodological outline, together with the pros and cons of the selected methods. We 

have furthermore offered the respondents full anonymity and if so that the collected 

data cannot be traced back to them. When contacting the case companies we 

informed the respondents of the purpose of the study, and how they would 

contribute. This allowed them to get a pre understanding of the subject and a choice 

of whether they wanted to participate in the study. 
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4 Empirical findings 
 

In the following chapter we will present the empirical data that has been gathered in 

the course of this study. The chapter begins by introducing the respondents and the 

company they represent. This is followed by a presentation of the respondents’ 

experiences of doing business in Brazil, and their current operations in the Brazilian 

market. The chapter has been disposed in a manner that follows the conceptual 

framework in order to create a clear structure for the reader to follow.  

 

 

4.1 Cases 
 

The respondents that have participated in this study have all experienced the 

Brazilian culture, and how business is conducted there, through their work positions 

at the case companies. These case companies are all founded in Sweden and can be 

described as highly international, with presence in markets all over the world, 

including Brazil. Three of the interviews were conducted through face-to-face 

meetings whilst two were done over telephone. All of the interviews took place 

between the 22nd of April 2015 and the 8th of May 2015. 

 

Norden Machinery AB 

Norden Machinery, with head office and production facility in Kalmar, Sweden, is 

the world’s leading supplier of high-performance tube filling systems with more than 

80 years of experience in the business. The company employs 225 people and is 

active all over the world, with over 1400 customers dispersed over 60 countries, and 

97 percent of their machines are being exported. In 2008 the company became a part 

of the COESIA-group, which is an entity of innovation-based industrial solution 

companies, based in Bologna, Italy.  

 

Hans Magnusson has been a sales manager for Norden Machinery for 27 years and is 

responsible for the American continent. Magnusson states that Norden Machinery 

has been exporting to Brazil since the very beginning, and that Brazil is their most 

important market in Latin America. Henrik Hansen will be the successor of 

Magnusson as sales manager for the American continent. Both Hansen and 
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Magnusson have substantial experience of the Brazilian culture and have on multiple 

occasions visited the country to conduct business.  

 

Cinnober Financial Technology AB 

Cinnober has its head office in Stockholm, Sweden, where the company also was 

founded in 1998. The workforce started as a four-man team and has now grown into 

a unit of over 230 employees. The company provides advanced technological 

software solutions for actors that have high demands on business functionality, high 

throughput and low latency. Cinnober has its strength in financial technology, and 

has a wide customer base consisting of mainly exchanges and other alternative 

trading platforms that can be found all over the world. Due to its strong track record 

of successful customer cases, the company has attracted clients from all corners of 

the world. The company has conducted business in Brazil since 2011, and has today 

personnel stationed in the country. 

 

Stefan Knorn is working as a project manager at Cinnober, and has been representing 

the company since year 2000. He has solely been involved in projects with foreign 

customers, whereas one of the most recent was a Brazilian customer located in São 

Paulo, Brazil. Knorn worked with the project for a period of three years, and 

frequently visited the country during this time. Magnus Sandström has been working 

for Cinnober for 7 years and is part of the management team as the head of business 

development. Sandström has been involved with the Brazilian project since the very 

beginning of it, mainly due to his role in the management group. This project is 

further considered to be the most comprehensive clearing project that ever has been 

launched to this date. 

 

Axelent AB 

With its head office and production facility located in Hillerstorp, Sweden, Axelent 

develops, manufactures and sells machine guarding, warehouse partitioning, anti-

collapse and property protection. This family company, founded in 1990, is a market-

leader within its sector and has a vision of being the quickest to act and deliver, 

provide the customers with the highest quality and to present the best solutions. The 

organization employs 83 people, stationed in Sweden, and is characterized by short 

decision routes. Axelent is active in 56 markets and has its own subsidiaries in 10 of 
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these. One country, in which the company has its own subsidiary, is in Brazil. This 

subsidiary was opened in the city of São Paulo in 2014, after many years of 

exporting through agents.  

 

Stefan Axelsson works as an export and market manager for the company, and has 

been within the organization since 1992. Axelsson is highly involved with the 

Brazilian market due to his position and makes frequent visits to the country.  

 

Leax Group AB 

Leax is a Swedish company group located in Köping, and its core business is 

manufacturing of transmission components and subsystems for commercial vehicles. 

In total, the Leax Group employs 1200 people and their customers are mainly found 

within the industries of commercial vehicles, mining and construction, agriculture, 

general industry and telecom. The company group’s vision is to become the world’s 

most admired supplier of advanced machining and industrialization. The company 

group was founded in 1982 and is today active on several markets around the world, 

with manufacturing subsidiaries in six different countries. One of these countries is 

Brazil, a market which the company group has had its own subsidiary in since 2012.  

 

Claire Gyoni is a group marketing coordinator at Leax and has worked for the 

company group since 2007. Gyoni has substantial responsibility for the marketing of 

Leax domestically as well as internationally, and was responsible for the planning 

and execution of the opening ceremony of Leax’s subsidiary in Curitiba, Brazil in 

2012. During this time, Gyoni visited the country in order to realize the opening 

ceremony.  

 

Roxtec AB 

Roxtec is a Swedish company located in Karlskrona, Sweden, that manufactures 

cable and pipe seal solutions. The cable and pipe solutions are used in a variety of 

market segments, such as; telecom, construction, power, marine, and industries. 

Roxtec’s cable and pipe seal solutions can thus be found on land, at sea and 

underground. The company’s strengths lie in its quickness and flexibility to deliver 

reliable products to its customers. The core purpose of Roxtec is to provide 

innovative and flexible cable and pipe sealing solutions. The company was founded 
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in 1990 and has customers in more than 70 markets, and own subsidiaries in 23 of 

these. One of these subsidiaries is located in the Brazilian market, in which the 

company has had its own subsidiary in since 2002. 

 

Carlos Lazo works as an international sales manager at Roxtec International AB and 

has worked for the company for approximately 15 years. He is currently responsible 

for sales towards Russia and surrounding countries, but was earlier in charge of the 

market in Latin America.  

 

4.2 Internationalization 
 

Magnusson explains that Norden Machinery commenced its internationalization 

towards the Brazilian market by exporting through an agent. He further emphasizes 

the positive aspects of using an agent, as it may facilitate reaching out to the 

customers in Brazil due to the agent’s extensive network. This is exemplified by 

Magnusson through how the company has come in contact with large pharmaceutical 

companies, because of an informal relationship that the agent could utilize to the 

benefit of Norden Machinery. Magnusson states that without this relationship, such 

opportunities would not arise. He also argues that being a part of the COESIA-group, 

which has a regional office in the region, has contributed with support to Norden 

Machinery in the Brazilian market, and thus also been helpful when operating in the 

market. Having a good agent in the country is, according to Magnusson, the best 

solution for Norden Machinery, due to the immense network that these may possess. 

In terms of prior knowledge about the market and culture, Magnusson states that he 

was well-prepared before conducting business there.  

 

Sandström and Knorn argue that Cinnober’s track record is an important factor when 

attracting new customers, due to the complexity of the products and that it is the 

company’s successful cases that build its credibility. The solutions that Cinnober 

offers are described by Sandström as products, and that the projects then are created 

around these so that they may be customized for the client. The Brazilian project is 

argued by Sandström and Knorn to be the company’s most extensive project due to 

the large size of the clearing house. They further mention that it was the client that 

contacted them, as the company had commenced to build a certain system which was 

marketed in order to attract new customers. Sandström and Knorn explain that the 
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company has its own personnel stationed in Brazil who are available for the clients. 

To have representatives from Cinnober at the disposal for the Brazilian client is 

according to Knorn a way to demonstrate that Cinnober always are close at hand. 

Before entering the Brazilian market, Sandström and Knorn state that they were 

aware of that it was a complicated market with a lot of regulations for foreign 

companies, although not to the high extent that later was experienced. 

 

Axelsson describes how Axelent initiated its internationalization to Brazil by 

exporting through agents and through other companies located in Europe. He 

explains how the increased demand from customers located in Brazil and how the 

company also saw potential in the market lead to starting up an own subsidiary in 

Brazil. During this time, a Brazilian student became a part of the company, which 

according to Axelsson resulted in that the choice of entering the market through a 

subsidiary fell rather naturally. By entering through a subsidiary, Axelsson argues 

that the company would benefit from being its own importer as the company then 

would be in control of the whole process and finally be able to sell its products to a 

certain amount of distributors. However, this has in his words been proven to be 

rather difficult, due to the many tax regulations and other bureaucratic problems. 

Axelsson describes that an entry mode with less commitment than a wholly-owned 

subsidiary would be a better choice, as it does not involve the same degree of 

bureaucracy and regulations. He further mentions that he has started to review other 

options, which concerns a one-man enterprise where the company does not function 

as an importer, but rather uses a representative that can find different projects in the 

market. The Brazilian market is experienced by Axelsson to be the toughest to 

establish a subsidiary in, due to the complex bureaucracy, which he believes is not as 

much of a problem when exporting to the market. Axelsson states that before 

entering Brazil, he perceived the Brazilian market as complicated due to its many 

regulations, but not to the high extent which he later experienced. He further 

mentions that if the company would have been aware of this, he would most likely 

have reconsidered the entry strategy. 

 

According to Gyoni, Leax had exported through major customers and agents to the 

Brazilian markets for several years, before deciding to enter the market through a 

wholly-owned manufacturing subsidiary. This decision stemmed, according to 
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Gyoni, from an increasing demand of a good supplier who could deliver the goods 

that Leax provides. She further mentions that this demand mainly came from major 

customers and that Leax basically followed its customers to the Brazilian market. 

The agents that the company group had used could according to Gyoni provide the 

company group with a good foundation in order to establish a subsidiary in the 

market. It is further mentioned by Gyoni that the establishment of the subsidiary was 

rather complicated due to the excessive bureaucracy and all the documentation that 

came with it. The advantages of having an own subsidiary in the Brazilian market, 

are according to Gyoni that the company group can be close to the customers and 

that shipping of the products is no longer needed since production takes place in 

Brazil. She further mentions that the biggest disadvantages of having a subsidiary in 

Brazil are the bureaucratic problems and other issues regarding the customs. Gyoni 

explains that the company group has experienced many difficulties during the first 

years, and argues that the only way to deal with these concerns in a proper way is to 

be patient. In terms of prior knowledge, Gyoni mentions that the company group 

carried out several years of prior market research and also acquired an understanding 

of how business is conducted in the market with the help of the agents. 

 

Lazo states that Roxtec began its internationalization to the market in the beginning 

of the 21st century, and that the company used a distributor in the country until a 

subsidiary was opened in 2002. According to Lazo, the company realized that there 

was a lot of potential in the market for Roxtec to grow, which lead to that the 

company decided to open its subsidiary in the country. By being present in the local 

market through a subsidiary, Lazo argues that the company can be more dedicated to 

its customers and the market, and further have more control over the activities taking 

place in the country. Lazo explains that this leads to a shorter reaction time and that 

the company can have greater input in how the business is conducted in the country. 

The fact that the company used a distributor is something that Lazo claims to have 

helped the company, as it aided Roxtec to probe the market and explore its potential. 

Lazo explains that this preliminary investigation of the market showed that Roxtec’s 

products were in demand and that the market could be seen as attractive to the 

company. However, Lazo mentions that the company had no prior knowledge about 

how business was conducted in Brazil. He explains that in order to attain the required 

knowledge, Roxtec realized that it was important to have a subsidiary with local 
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personnel that had local knowledge, contacts and knowledge of the language. These 

local contacts were according to Lazo important, as it helped the company to learn 

the ways of the Brazilian national and business culture. When opening their 

subsidiary in the market, Lazo mentions that the complex bureaucracy became more 

apparent. He further states that the distributors had established contacts and relations 

that the company could use in order to facilitate the bureaucracy. When entering the 

market as a new entrant, Lazo mentions that issues with the bureaucracy are more 

time consuming. In the beginning of the internationalization, Lazo mentions that the 

company was not much aware of the complexity of the bureaucracy in the market. 

He further mentions that if they would have had a better understanding of it, it could 

have lead to a smoother internationalization to the country. 

 

4.3 Culture 
 

Magnusson from Norden Machinery states that cultural knowledge is crucial before 

entering the Brazilian market. It is therefore suggested by Hansen and Magnusson to 

obtain prior knowledge about the culture in order to more easily adapt to the culture. 

Hansen emphasizes that knowledge of the Portuguese language could be beneficial, 

as the Brazilians can sometimes feel uncomfortable with the English language. The 

Brazilians are described by Hansen and Magnusson as open-hearted and personal, 

both in business and in an informal context. However, even though Magnusson 

considers the Brazilians as polite, they can still be seen as tough negotiators when it 

comes to doing business. Magnusson further emphasizes the importance of 

trustworthiness and loyalty in the Brazilian culture when building relationships with 

Brazilians. Neither Hansen nor Magnusson say that they have heard of the cultural 

phenomenon of jeitinho, nor what can be associated with it.  Magnusson does not 

consider that the Brazilian culture is pervaded by high levels hierarchy or 

bureaucracy. Furthermore, he stresses that the Brazilians follow rules and norms to a 

high extent, and that everything should be conducted accordingly. 

 

Cultural understanding can according to Knorn from Cinnober be of great advantage 

in order to conduct business with Brazilians. The Brazilian society is described by 

Sandström and Knorn as very open and that the Brazilians tend to be open-minded. 

They further describe the Brazilians as more flexible when it comes to time and that 

they highly value communication. Sandström and Knorn regard Brazilians as polite 
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and that they differ from Swedes in the sense that they tend to be more social. The 

Brazilians are described by Sandström to be easy to conduct business with and he 

further emphasizes the efficiency of the negotiations with their Brazilian counterpart. 

When asked about the cultural phenomenon of jeitinho, neither Sandström nor Knorn 

say that they are aware of it, nor what can be related to it. Sandström further 

mentions that it might have to do with that they only have one customer in the 

market. The Brazilian bureaucracy is described by Sandström and Knorn as 

complicated and extensive, which they exemplify by relating to the complex taxation 

and visa regulations that exist in the market. Sandström emphasizes the need of 

experienced tax experts and business lawyers in order to understand the complex tax 

regulations for foreign companies operating in the Brazilian market. Knorn further 

stresses the need of knowledge concerning the bureaucratic complexity before 

entering the market, and how it can be managed more efficiently.  

 

Axelsson from Axelent believes that cultural understanding is an important factor, 

and stresses that the culture differs in many different aspects from the Swedish. He 

describes this by exemplifying how Brazilians perceive time as more flexible in 

comparison to Scandinavians, and that patience is required from a Scandinavian 

perspective. Axelsson argues that he has a very positive perception regarding the 

Brazilian culture, and that Brazilians are very open and emotional. He further 

mentions that the Brazilians are keen not to fail and that they want to leave a positive 

impression. The Brazilian society is described by Axelsson to be rather hierarchical 

with large class differences between the rich and the poor, but that Brazilians tend to 

fight for their living. He believes that no major cultural adaptations are warranted, as 

the people are very open and that the society is culturally diverse. The term jeitinho 

was not familiar to Axelsson, but when given a definition of it he believes that the 

social network may be of importance in Brazil. He then explains how Brazilians 

seem to find opportunities and solutions by utilizing their social networks. Axelsson 

mentions that the best way to deal with the immense bureaucracy is to be patient 

when being faced with the problems that could arise from it. Brazilians are 

considered by Axelsson to have a more relaxed attitude towards rules and norms, and 

in this regard compares Brazil with Italy and Spain.   
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Gyoni from Leax believes that an important factor when doing business in Brazil is 

to have people on place that are familiar with the culture and language. The Brazilian 

culture is described by Gyoni as very diverse due to its large mixture of different 

nationalities. She further describes the Brazilian people as open-minded, social and 

that they always seem to strive to do what is right. In comparison to the Swedish 

culture, she believes that Swedes tend to be more withdrawn. Gyoni says that she has 

not heard of the cultural phenomenon of jeitinho, but mentions when given a 

definition of it, that it is likely to exist in the Brazilian culture. Using contacts is 

something that she believes to be more frequent in cultures other than the Swedish, 

since it may be regarded as something bad in Sweden to use contacts in order to 

achieve something. Gyoni mentions that the bureaucracy is more extensive compared 

to Sweden, and that it is impossible to avoid. She experiences different issues with 

the bureaucracy and the customs to be very time consuming when doing business in 

Brazil. Although the company group were aware of that the bureaucracy and customs 

were problematic before entering the market, she mentions that she never thought it 

would be problematic to the same extent as experienced. She further argues that this 

is something she would have liked to be more aware of. Regarding rules and norms, 

Gyoni suggests that Brazilians have a more relaxed attitude towards deadlines, 

compared to Swedes.  

 

Lazo from Roxtec argues that in order to successfully operate in the Brazilian 

market, it is important to be aware of the Brazilian national culture, and especially of 

the business culture. Moreover, he mentions that the contacts and knowledge about 

local culture and language that a Brazilian possesses could be useful. When 

explaining the Brazilian culture, Lazo mentions that Brazilians tend to be more 

personal and extrovert in comparison to Swedes. Furthermore, it is explained by 

Lazo that physical contact is more common in Brazil and that the Brazilians have a 

more flexible attitude towards time. Regarding jeitinho, Lazo was not aware of the 

term itself, but he did however have a good understanding of what it concerns. When 

asked about jeitinho, Lazo suggested that it could imply informal relations on a 

personal level and in a network perspective. He also implicates that it could involve 

trust and confidence in the person you conduct business with. Moreover, he mentions 

that it could imply problem-solving and that it may be an invisible rule that all the 

Brazilians practice. This is something that Lazo relates to the Brazilian culture and in 
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how people are social and emotional, which consequently leads to a more open 

dialogue to find solutions for problems that may arise. Regarding bureaucracy, Lazo 

states that it can be regarded as complex, and that it requires more time and paper to 

get things done. He mentions the complexity of the customs and the taxation system 

as two examples that affect the business operations in the country. However, Lazo 

believes that as the economy grows and the international relations with countries in 

Europe improve, may lead to less bureaucracy in the future.  

 

4.4 Relationships 

 

Hansen and Magnusson from Norden Machinery emphasize the importance of 

relations of both formal and informal character in the Brazilian market, and further 

mention that it is a necessity in order to reach potential business-to-business 

customers. They further argue that when doing business with a Brazilian counterpart, 

it is important to get to know each other on a personal level in order to build a formal 

relationship. Magnusson mentions that formal relationships in Brazil involve a high 

degree of trust and commitment. Attending events, such as visiting churrascarias, can 

according to Magnusson be a good way to establish further relations. Moreover, 

Magnusson stresses the importance of social networks in the Brazilian market, as 

these can lead to new potential customers. Both Hansen and Magnusson believe that 

the Brazilian perspective on relationships differ from Swedish in the sense that 

Brazilians are more personal and open-hearted.  

 

Sandström from Cinnober believes that established relations and social networks can 

be of importance when operating in the Brazilian market. He further says that the 

relation with the Brazilian client has been one of Cinnober’s best customer 

relationships and Knorn further mentions that it is based on a high degree of trust. 

Knorn also emphasizes the importance of being transparent in order to build trust 

between the parties involved. Sandström further mentions that he and Knorn visit the 

client frequently in order to create a good personal relationship on a business level, 

which they consider to be more emphasized in the Brazilian culture. This is 

exemplified by Sandström and Knorn in that the personnel stationed in Brazil often 

have a large social network and Knorn further mentions that the meetings often 

involve a social part before business is discussed. Knorn points out that the focus has 

been on the project and relation with the client, although some contact has also been 
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made with the Swedish-Brazilian chamber of commerce, as well as with other 

Swedish companies in the market. He further says that such contacts might be useful 

when unexpected problems arise in the Brazilian market. Knorn believes that the 

Brazilian perspective on relationships differ from the Swedish in the sense that 

Brazilians tend to be more emotional and social whilst Swedes are more restrictive. 

 

Axelsson from Axelent believes that social networks are the most important part 

when conducting business in the Brazilian market. It is further argued by Axelsson 

that it is almost impossible to succeed in Brazil if you cannot establish relationships 

on a personal level. The ability of establishing a social network is something that 

Axelsson believes his Brazilian employee has, which he further describes as 

something the employee can utilize when it comes to finding business opportunities. 

He then describes how the competence of building a personal relation with the 

counterpart is crucial in order to build a business relationship. In these relationships, 

it is according to Axelsson very important to be able to trust each other so that the 

relationship can be successful. The importance of business loyalty between the 

parties involved is something that he further emphasizes. Axelsson argues that the 

relationships are often built on friendship between the parties involved, and quite 

often involve informal meetings such as having a lunch together. The Swedish-

Brazilian chamber of commerce is explained by Axelsson as one way to create such 

informal relations, and he further mentions that it is through the chamber that the 

company has come in contact with other Swedish companies. It is also mentioned by 

Axelsson that it is it important to have a good lawyer and accountant when doing 

business in Brazil, in order to make sure that these things are dealt with correctly. 

When describing the differences in how relationships differ between Sweden and 

Brazil, Axelsson states that people tend to be more social and that informal social 

gatherings are more common.  

 

Gyoni from Leax believes that personal relations and social network are more 

common in the Brazilian market and that it may be useful when conducting business 

in the market. She also considers that favors and favors in return are more likely to 

take place in Brazil compared to Sweden. In terms of relationships other than 

customer relationships, Gyoni believes that it can be useful to know someone who is 

aware of all the tax regulations since this might ease the bureaucratic problems. 
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When establishing a subsidiary, Gyoni mentions that it is important to have someone 

that is from the country who can deal with the daily contacts. She further stresses that 

this person needs to have a thorough cultural understanding and knowledge about the 

local language. 

 

Lazo from Roxtec argues that personal relations and social networks have a greater 

importance in the Brazilian market, compared to the Scandinavian market, and that 

they play a pivotal role in order to be successful when conducting business in Brazil. 

Lazo states that relationships tend to be more informal in Brazil, and often involve 

informal social meetings. He argues that this has to do with building trust between 

one and another, and that long-term relationships are often built. Business in Brazil is 

explained by Lazo to be between persons rather than between organizations or 

companies. If a good long-term relationship has been established, Lazo mentions that 

it could be used in order to solve a problem that may arise. Therefore, it is argued by 

Lazo that the aspect of trust and confidence in one and another is of significant 

importance. Lazo explains that relationships in Brazil are like a spider web of social 

connections, where an established relation built on trust could lead to new relations 

with other actors in the market. He further argues that these actors do not necessarily 

need to be other clients or customers in the market, but can also involve people from 

other institutions that can assist you when problems arise. This could for example 

mean getting help with sorting out what documentation that is needed, and according 

to Lazo, it can be seen as a way to facilitate the bureaucracy. Lazo also mentions that 

the company used a consulting company that could guide Roxtec through the initial 

stage of entering the market. This is something that Lazo recommends to other 

companies entering the market, since such consulting companies can facilitate the 

entry process by providing knowledge and contacts in the Brazilian market. 
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5 Analysis 
 

In the following chapter we present our analysis, in which the empirical data will be 

analyzed by connecting it to the theoretical framework. The similarities and 

differences between the empirical data and the theoretical framework will also be 

compared and discussed. The analysis will be structured in accordance with how the 

empirical data was presented. 

 

5.1 Internationalization 

 

When internationalizing into a foreign market, Johanson and Vahlne (1977) suggest 

that market knowledge and reduced uncertainty have a great influence over the 

commitment of the entry strategy. Cavusgil (2013) categorizes the entry strategies 

according to three different modes; trade-based, contractual and investment modes. 

From the empirical data that has been gathered, it is apparent that Norden Machinery, 

Axelent, Leax and Roxtec used either an agent or a distributor when entering the 

Brazilian market, whilst we define Cinnober’s entry strategy as a contract-based 

entry strategy. It can therefore be said that all of our case companies, apart from 

Cinnober, commenced their internationalization to the Brazilian market through what 

Cavusgil et al. (2013) refer to as trade-based entry modes. Regarding Cinnober, we 

argue that a trade-based entry strategy would not be appropriate due to the complex 

nature of their products. Since the company itself needs to be involved in the 

implementation of the product, we thus argue that a contractual entry mode is the 

most applicable entry mode that fits the products that Cinnober offers.   

 

The trade-based entry strategy is argued by Cavusgil et al. (2013) to be a suitable 

entry strategy when firms lack knowledge about a certain market and that it may 

minimize risks that derive from uncertainty. By using an agent or distributor, it is 

argued by the respondents from Leax, Norden Machinery and Roxtec that this entry 

mode helped the companies to acquire knowledge about the markets, as well as 

establishing contacts. It can therefore be argued that the trade-based entry mode 

could be a way to acquire knowledge about the Brazilian market and thus reduce the 

uncertainty of it. The empirical findings further demonstrate that both Roxtec and 

Leax increased their commitment by establishing wholly-owned subsidiaries after 

acquiring more knowledge of the market. This is in accordance with Johanson and 
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Vahlne (1977), who state that increased market knowledge and reduced uncertainty 

are decisive factors when it comes to increased commitment in a foreign market. Yet 

another way of acquiring required knowledge and contacts in order to reduce the 

uncertainty is, as suggested by the respondent from Roxtec, to contact a consultant 

company which can facilitate the initial stages of entering the Brazilian market 

through a wholly-owned subsidiary.  

 

A wholly-owned subsidiary is what Cavusgil et al. (2013) refer to as an investment 

entry mode and further mentions that such entry strategies entail higher control over 

the operations but at the same time generate greater risk and lower flexibility. The 

increased control that stems from an investment entry mode is an advantage that 

correlates with what the respondents from Axelent and Roxtec mention as one of the 

main reasons to establish a subsidiary in Brazil. However, it is also mentioned by the 

respondents from Axelent, Leax and Roxtec that difficulties stemming from the 

complex bureaucracy became more apparent when the companies established their 

subsidiaries. The complex bureaucracy correlates to what Meyer and Tran (2006) 

write about how developing countries tend to lag behind in terms of institutional 

environment. The empirical data provided by the respondents further prove that these 

difficulties are substantial in the Brazilian market, and the respondent from Axelent 

further mentioned that due to these constraints Axelent has considered reducing its 

commitment in the market. It can therefore be said, that the biggest difficulty that 

companies are facing when entering the Brazilian market through a wholly-owned 

subsidiary, is the complex bureaucracy. We can thus deduce that although an 

investment entry strategy provides more control, it also results in a considerably 

more complex bureaucracy, to the extent to that it can be a decisive factor when 

choosing entry strategy for the Brazilian market.  

 

However, Cavusgil et al. (2013) argue that foreign investors tend to enter the 

Brazilian market through partnerships with Brazilian family firms, partly due to that 

this entry mode is linked faster with decision-making and less bureaucracy. This 

entry mode is further argued by Chang et al. (2012) to reduce knowledge barriers, as 

local knowledge can be obtained and unfamiliarity with the market can be reduced. 

In contrast, our findings show that none of the Swedish case companies entered the 

Brazilian market through a joint venture due to that the companies in question 
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internationalized by taking incremental steps, as suggested by Johanson and Vahlne 

(1977). Nevertheless, since a joint venture with a Brazilian family firm is linked with 

less bureaucracy (Cavusgil et al., 2013), this entry strategy could be a good 

alternative for Swedish companies that wish to establish themselves in the Brazilian 

market through a more committed entry strategy. This is especially due to that the 

empirical findings has demonstrated that it is the bureaucracy that is the main 

concern after establishing a subsidiary in the Brazilian market. However, it also 

involves less control than a wholly-owned subsidiary, and thus certain precautions 

need to be taken. 

 

The revised Uppsala internationalization model by Johanson and Vahlne (2009) 

entails that relationships and networks have become increasingly important when 

internationalizing to foreign markets. The respondents from Norden Machinery and 

Roxtec mention that by using an agent or distributor, a company can get access to 

relationships and networks before entering the market through a more committed 

strategy. It is however argued by the respondents from Norden Machinery that the 

company would not benefit from increasing its commitment in the market, as the 

network of the agent helps the company to seize opportunities and customers the 

company would not be able to reach otherwise. We therefore argue that using an 

agent or distributor, could be a good way to begin the internationalization to the 

Brazilian market, as it may facilitate the establishment of relationships and network. 

The process can then be seen as more graduate and incremental, and thus not involve 

high risks in an early stage of the internationalization process.   

 

An influential factor that, according to Johanson and Vahlne (1977; 2009), may 

influence the commitment and choice of entry mode when internationalizing to a 

foreign market is the psychic distance to it. They further argue that this distance can 

be increased if there is a lack of knowledge regarding the culture and business 

environment. The respondents from Axelent, Leax and Cinnober mention that the 

companies were aware of that the Brazilian market is associated with a complex 

bureaucracy, although not to the high extent that later was experienced. This can in 

this sense be related to what Evans et al. (2008) describes as business distance, 

which partly concerns distance regarding business environment and legal system. 

Hence, the business distance can be considered as prominent for the companies in 
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question. The respondents from Axelent, Cinnober and Leax emphasize the need of a 

tax expert when internationalizing to the Brazilian market, due to the complex tax 

regulations in the market. This can be seen as a way to reduce the uncertainty 

through acquiring information and knowledge, and thus as a way to reduce the 

psychic distance to the market. As a way to further reduce the psychic distance, the 

respondents from Roxtec and Leax stress the importance of having local personnel in 

the company’s subsidiary, as this could help the company acquire local knowledge 

and contacts in the market. Moreover, the respondent from Axelent mentions that the 

company increased its commitment in the market when it came in contact with a 

student from Brazil, who later had a big part in the establishment of the subsidiary. It 

can therefore be argued that by using local personnel in the Brazilian market, a 

Swedish company can acquire more knowledge about the market and thus reduce the 

psychic distance. 

 

5.2 Culture 
 

Leung et al. (2005) argue that the national culture has become increasingly important 

in the context of international business, and that it may affect various business 

activities. This correlates with the answers from all of our respondents as they 

emphasize the importance of cultural understanding before entering the Brazilian 

market and how it may facilitate doing business in Brazil. A better cultural 

understanding can according to the respondents from Norden Machinery, Leax and 

Roxtec derive from having knowledge of the local culture and language. 

Furthermore, the respondents from Roxtec and Leax state that one way of acquiring 

this knowledge is to use local personnel. Moreover, Trompenaars and Hampden-

Turner (2012) argue that culture comes in different layers and that the inner layers 

are more implicit and harder to identify and understand. It can therefore be argued 

that by using local personnel who have insight in the inner layers of the culture, a 

Swedish company may have the advantage of attaining a better understanding of the 

Brazilian culture when doing business in the market. We can also suggest that local 

personnel give the company the advantage of knowing the language in the market, 

which may help the company to overcome issues stemming from a lack of language 

knowledge. 
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The cultural differences between Sweden and Brazil demonstrate that there is a quite 

substantial difference between the two countries, and especially in regards to power 

distance, individualism, masculinity and uncertainty avoidance (Hofstede Centre, 

2013). That the cultural differences between Brazil and Sweden can be described as 

considerable, is something that is confirmed by the all of the respondents. The 

respondents further describe the Brazilian people as open-minded, personal and 

extrovert. This can be connected to Hofstede’s dimension of individualism, which 

implies that a culture with a low score in this dimension indicates a more 

collectivistic society, where the members are more integrated (Hofstede et al., 

2010b). When comparing Brazil with Sweden, it is demonstrated that Brazil can be 

considered as collectivistic, while Sweden can be described as individualistic 

(Hofstede Centre, 2013). Due to that members of the Brazilian society are more 

integrated, we reason that this leads to a society which is more personal and 

extrovert, which is further supported by the empirical findings. Moreover, we argue 

that the collectivism in Brazil can be related to the cultural phenomenon of jeitinho, 

as Barbosa (2005) and Ferreira et al. (2012) state that it can be given and received by 

anyone, which is a collectivistic attribute.  

 

The extrovert and personal aspect that we can align with the Brazilian culture is 

confirmed by the respondent from Roxtec, who further argues that these attributes 

result in that Brazilians tend to have an open dialogue and consequently find 

solutions for everyday problems. The problem-solving part of jeitinho is often 

considered as the most central aspect of the phenomenon (Duarte, 2011; Ferreira et 

al., 2012; Smith et al., 2012a; Rodrigues et al., 2011). This problem-solving aspect is 

furthermore something that the respondent from Roxtec relates to the term of 

jeitinho, and thus his interpretation of the term correlates well with what the theory 

says. The theory further argues that the phenomenon of jeitinho is recognized and 

practiced throughout the entire Brazilian society (Barbosa, 2005; Ferreira et al., 

2012). This is confirmed by the respondent from Roxtec, who suggests that the 

phenomenon can be looked upon as an invisible rule that is practiced by all the 

Brazilians. It can therefore be argued that the phenomenon is an important 

component of the Brazilian culture, and that the extrovert and personal attributes play 

an important part in the jeitinho, as they bring forth the problem-solving component 

of it.  
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The problem-solving part of jeitinho involves short-term solutions to problems 

deriving from the complex and excessive bureaucracy that prevail in the Brazilian 

culture (Duarte, 2006). That the Brazilian culture has an excessive bureaucracy is 

something that is confirmed and emphasized by the respondents from Roxtec, Leax, 

Axelent and Cinnober. The respondent from Roxtec mentions that the complex 

bureaucracy is time consuming and that it sometimes might be hard to get hold of the 

right documentation, and the respondent from Leax further mentions that problems 

regarding the customs are common. Another problem that stems from the complex 

bureaucracy is the complexity of the tax regulations, which is emphasized by the 

respondents from Cinnober and Axelent. These bureaucratic issues can be related to 

Hofstede’s (1980) uncertainty avoidance, a dimension which Brazil has a high score 

in, indicating a society in which bureaucracy, laws and rules are considered to be 

important in order to structure life. However, Hofstede Centre (2013) further 

mentions that in such societies, the need of obeying these is considered to be weak. 

The respondents from Cinnober, Axelent, Leax and Roxtec mention that Brazilians 

relate to time in a more flexible manner, which can be understood as a more relaxed 

attitude towards social norms that involve time. The respondent from Axelent further 

mentions that Brazilians may appear to be a bit more relaxed towards norms and 

rules when compared to Swedes, which is in line with the data from Hofstede Centre 

(2013). Since jeitinho may involve norm-breaking in order to circumvent complex 

bureaucracy (Ferreira et al., 2012; Rodrigues et al., 2011), we can conclude that a 

high score in uncertainty avoidance may be regarded as a prerequisite for jeitinho to 

exist. However, the respondents from Norden Machinery believe that Brazilians tend 

to follow rules and norms to a high extent. Since the respondents from Norden 

Machinery are the only respondents whose opinion differs regarding bureaucracy as 

well as regulations and norms, we believe that this may stem from the low level of 

commitment that Norden Machinery has in the Brazilian market. We base this 

argument on what the respondents from Axelent and Roxtec state concerning that an 

increase of commitment results in that the bureaucracy becomes more apparent.  

 

The cultural phenomenon of jeitinho is argued to be a hermeneutic key to understand 

the national culture of Brazil (Amado and Brasil, 1991), and something that pervades 

the entire society (Barbosa, 2005; Ferreira et al., 2012). Our findings show that none 

of the respondents knew the exact meaning of the term jeitinho. However, the 
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respondent from Roxtec could provide a very accurate explanation of what he 

considered it to be. We believe that the reason to why many of the respondents have 

not heard about the cultural phenomenon of jeitinho is due to that the phenomenon is 

within what Trompenaars and Hampden-Turner (2012) defines as the inner layers of 

the Brazilian culture, and thus more implicit and hard to identify and understand. 

 

5.3 Relationships 

 

Theory has stressed the importance of relationships, and personal relationships in 

particular, when doing business in emerging and developing economies (Bickenbach 

and Liu, 2010). Further research has indicated that personal relationships are crucial 

for companies operating in the Brazilian market (Vollmer and White, 2014). This is 

confirmed by all of our respondents who emphasize the importance of personal 

relationships and social networks in the market, where one example is the respondent 

from Axelent, who argues that the capability of building personal relationships is 

crucial in order to become successful in Brazil. Thus, it is demonstrated that the 

empirical findings support the theory, and we can thereby affirm that personal 

relationships ought to be considered as important in the Brazilian market.  

 

According to the social exchange theory, a relationship is built and maintained on the 

expectation that it will be rewarding for the two parties involved (Homans, 1958; 

Lambe et al., 2001). These relationships are furthermore argued to be built on social 

obligations rather than on contracts, and thus, as the relationship develops, a higher 

degree of trust and commitment between the parties is established (Lambe et al., 

2001). Our findings confirm the importance of trust as the respondents from Norden 

Machinery, Cinnober, Axelent and Roxtec believe that trust is a prerequisite in order 

for the relationship to be successful. Furthermore, the respondents from Norden 

Machinery, Cinnober, Axelent and Roxtec argue that the relationships that are 

established in the Brazilian market tend to involve an informal part where the parties 

get to know each other on a personal level. The respondent from Roxtec argues that 

the personal and social interactions between the parties are a way of building trust 

between each other. The importance of personal relationships in the Brazilian society 

can be argued to derive from the personalism, and concerns treating your counter-

part in a more individualized manner which involves the need of trust between each 

other (Albert, 1996; von Borell de Araujo et al., 2014). This correlates well to what 
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the respondent from Roxtec says about how business in Brazil is between persons, 

rather than between companies. We therefore argue that the personalized character 

and need of trust in the relationships that has been emphasized by our respondents 

can be seen as a sign that the personalism continues to prevail within the Brazilian 

society, which also is implied by Duarte (2011).  

 

Social networks have been identified to be of great importance when conducting 

business in the Brazilian market since these can aid a company to attain an 

understanding of how the Brazilian culture works (Salvador et al., 2014). Our 

findings support this reasoning as the importance of networks has been stressed by 

all of our respondents. The respondents from Norden Machinery, Axelent and Roxtec 

further mention that the relationships that they have engaged in often are of an 

informal character, where the personal connection between the parties is emphasized. 

This aspect is also identified by theory, which mentions that the social networks to a 

large extent are built on personal ties and connections (Salvador et al., 2014; Zhou et 

al., 2007).  

 

These social networks are considered to be particularly important in developing and 

emerging markets (Danis et al., 2011), and are further argued to influence the 

internationalization of a firm, as they may be used in order to acquire relevant 

information and resources in the market (Zhou et al., 2007). Such resources can, as 

mentioned by the respondents from Norden Machinery and Axelent, for example be 

contacts which can help the companies to find further business opportunities in the 

Brazilian market. Moreover, a similar connection is mentioned by the respondent 

from Roxtec who resemble the relationships in Brazil as a spider web of social 

connections, which in turn can lead to new relations with other actors in the market. 

He further argues that these relationships can assist the company in e.g. getting hold 

of correct documentation, and thus as a way to facilitate the complex bureaucracy 

and the problems that it may involve. This can be related to the definition of social 

networks provided by Zhou et al. (2007), who mention that it can be seen as a web of 

personal relations and connections that can be used in order to secure favors. Hence, 

we argue that by having access to a social network, a Swedish company can get 

further business opportunities as well as assistance when dealing with the complex 
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bureaucracy, by e.g. getting help with acquiring the correct documentation or to 

understand complex taxation regulations.  

  

Having access to a wide social network in Brazil, constituting of informal as well as 

formal relations, can according to Salvador et al. (2014) facilitate the entry process 

for foreign companies. This can be related to what theory mentions about having 

access to informal social networks, which according to Zhou et al. (2007) concerns 

cultural phenomena such as guanxi, and how it can positively influence the business 

performance of foreign companies that enter the Chinese market (Yeung and Tung, 

1996; Bickenbach and Liu, 2010; Hongzhi et al., 2012). It can therefore be argued 

that the cultural phenomenon of jeitinho may have a similar impact on companies 

that enter the Brazilian market, due to its many similarities to the phenomenon of 

guanxi. When internationalizing to the Brazilian market, our empirical findings show 

that the complex bureaucracy was the main issue, and the respondent from Roxtec 

suggested that a social network could provide assistance when dealing with this 

complex bureaucracy. As jeitinho is defined as a way of solving such problems by 

using social networks (Duarte, 2006), it can be argued that jeitinho could have an 

impact when it comes to facilitating the complex bureaucracy that Swedish 

companies face when entering the Brazilian market. Another alternative to handle the 

issues stemming from the bureaucracy is what the respondents from Axelent and 

Leax describe as “being patient”. We believe that a reason to why Axelent and Leax 

saw patience as the only solution to the bureaucracy could be due to that they were 

not aware of jeitinho, while the respondent from Roxtec did have a fair 

understanding of it. This goes in line with how an understanding of the phenomenon 

of guanxi was required in order for it to have a positive impact on foreign companies 

that enter the Chinese market (Hongzhi et al., 2012).  

 

Theory further argues that social networks mainly concern social exchanges, but it 

may also concern exchanges that can influence formal business relationships and 

other business-related issues (Björkman and Kock, 1995). Having access to a wide 

social network means that a company has a large social capital that can be used in 

order to receive benefits through jeitinho (Duarte, 2006), which can be argued to be 

an outcome of a social exchange. In order to establish informal social networks in the 

Brazilian market, the respondents from Axelent and Cinnober mention that the 
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Swedish-Brazilian chamber of commerce can be one way to establish relations as 

respondents can come in contact with other Swedish companies. The respondents 

from Norden Machinery mention another way of establishing informal relationships, 

which is through attending different informal events. As the social networks are built 

upon social relationships (Björkman and Kock, 1995), it can be said that the 

relationships that Norden Machinery, Cinnober and Axelent establish become a part 

of their social networks in the Brazilian market. Thus, by establishing a wide social 

network in the Brazilian market, Swedish companies can gain access to a large social 

capital, which according to Duarte (2006) can be used in order to receive benefits 

through jeitinho. This can also be related to what the respondent from Axelent 

mentions about how Brazilians seem to use their social networks in order to find 

opportunities and solutions, which can be connected to the use of social capital in 

order to obtain benefits through jeitinho. There is some correspondence between how 

using social capital can be beneficial and with what the respondent from Roxtec said 

regarding how a contact in a social network can provide help regarding necessary 

documentation. However, our empirical findings demonstrate that none of the 

companies have in our opinion used their social capital in order to obtain any 

considerable benefits through jeitinho. We argue that this can be explained through 

what the respondent from Leax said about how using contacts to achieve something 

is more common in other cultures than in Sweden, and that it can be regarded as 

something negative in Sweden. We argue that the reason for this can be found in the 

high score that Sweden has in Hofstede’s (1980) dimension of individualism.  
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6 Conclusions 
 

In the following chapter we will present the answer to our research question, which 

will be derived from the analysis that was conducted in the previous chapter. 

Furthermore, we will provide the reader with the theoretical and practical 

implications that this thesis has resulted in. In the final part of this chapter we will 

present limitations and give suggestions for future research. 

 

6.1 Answering the research question 

 

In a more globalized world, companies are looking to internationalize to new markets 

that can offer a higher potential, such as the BRIC-countries. Although globalization 

is said to create a more homogenous world, cultural differences will always exist. It 

is therefore important to have an understanding of the local culture when entering 

foreign markets in order to become successful in the market. Literature and previous 

research has indicated the importance of understanding of specific cultural 

phenomena, and that it can have a positive effect on the business performance of a 

company in a market where such phenomena exist. The purpose of thesis has 

therefore been to answer the following main research question (RQ): How does the 

Brazilian phenomenon “jeitinho” affect Swedish companies when doing business in 

the Brazilian market?. To be able to answer this question in a more explicit manner, 

we will first answer the following sub-questions: (1) How does jeitinho affect the 

entry strategies of Swedish companies when entering the Brazilian market? and (2) 

How does “jeitinho” affect Swedish companies’ intercultural relationships with their 

Brazilian counterparts? 

 

(1) Our first sub-question concerns what effects jeitinho has on the entry strategies of 

Swedish companies entering the Brazilian market. The literature review has 

demonstrated that the cultural phenomenon of jeitinho can be utilized as a problem-

solving strategy, and that it consequently may have an impact on the 

internationalization process as it can facilitate in dealing with issues stemming from 

the complex bureaucracy. Our empirical findings implicate that the cultural 

phenomenon of jeitinho is largely unknown, and that the components of jeitinho has 

had little effect on their entry strategies. However, as one of our respondents had 

certain understanding of what can be aligned with jeitinho, it was shown that the 
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phenomenon could have a facilitating effect regarding the complex bureaucracy. The 

complexity of the Brazilian bureaucracy has been demonstrated in the empirical 

study to be a recurring issue when increasing the commitment in the Brazilian 

market. Having an understanding of the phenomenon of jeitinho could thus have a 

facilitating effect on the entry process to the Brazilian market, as it could reduce 

psychic distance and facilitate issues stemming from the complex bureaucracy. Our 

findings also demonstrate that the need of understanding the phenomenon of jeitinho 

is greater when a Swedish company increases its commitment, as the bureaucracy 

becomes more extensive. Hence, it can be concluded that an understanding of 

jeitinho can lead to an entry strategy of higher commitment in the Brazilian market, 

as uncertainties are reduced.  

 

(2) The second sub-question concerns the effects that jeitinho has on the 

relationships that Swedish companies establish in the Brazilian market. The 

theoretical framework showed that jeitinho can be regarded as a way to solve 

problems and get ahead through the use of social capital, which consists of personal 

relations and social networks. Our empirical findings demonstrate that relationships 

in the Brazilian market tend to be more informal and personal, where trust and 

loyalty is highly emphasized. One example was how one of the respondents stated 

that these personal relationships can be utilized in order to solve problems. In 

addition to this, respondents have stressed the importance of social networks and 

how these can lead to further business opportunities. The effects of jeitinho on 

Swedish companies’ relations in the Brazilian market was inconclusive as the 

respondents to a large part were unaware of the phenomenon, and that none of the 

companies mentioned that they have capitalized on their relationships in order to 

receive a benefit through jeitinho. This can partly be explained due to that Swedish 

companies may regard this as something negative, which was argued by one of the 

respondents. However, by having an understanding of jeitinho, Swedish companies 

could be able to capitalize more from the social networks and personal relationships 

in the Brazilian market in order to find further business opportunities and to 

overcome problems stemming from the complex bureaucracy. It can therefore be 

said that an understanding of jeitinho could lead to enhanced social capital, which 

can be used by Swedish companies in order to operate more efficiently in the 

Brazilian market. 
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(RQ) The main research question aims to explore how jeitinho affects Swedish 

companies that are doing business in the Brazilian market. The literature shows how 

cultural phenomena, such as jeitinho, can enhance the business performance of 

companies in markets where such phenomena are occurring. Our empirical findings 

display that Swedish companies are largely unaware of the phenomenon of jeitinho, 

whilst one of our respondents was familiar with the characteristics of the cultural 

phenomenon. Although jeitinho as an expression was unfamiliar, the respondent 

demonstrated an understanding of how relations and social networks can be 

established in order to solve problems and create further connections with other 

actors. This exemplifies how the companies’ social capital can be used in order to 

receive benefits through jeitinho. 

 

Even though the empirical study has demonstrated that the case companies have not 

used their social capital in order to receive benefits through jeitinho, and thus not 

been affected by it when they have operated in the market, the importance of the 

phenomenon should not be undermined. This is due to that our analysis of the 

empirical data shows that an understanding of the phenomenon could enhance the 

companies’ performance in the Brazilian market as it can facilitate their business 

operations. Hence, the conclusion of this thesis is that the case companies have not 

been affected by jeitinho, although an understanding of the phenomenon could have 

a facilitating effect on Swedish companies that internationalize to the Brazilian 

market.  

 

6.2 Theoretical implications 

 

Research regarding jeitinho in the context of international business has so far been 

close to non-existent in business research, and a research gap has thus been 

identified. As the aim of this thesis was to contribute in filling the research gap, we 

conducted research regarding the Brazilian cultural phenomenon of jeitinho and how 

it affects Swedish companies doing business in the Brazilian market. The outcome of 

this thesis has demonstrated that an understanding of jeitinho can have a facilitating 

impact on Swedish companies that internationalize to the Brazilian market. By 

establishing a large social network in the market, these companies have access to a 

larger amount of social capital, which can be used in order to overcome difficulties 
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stemming from the complex bureaucracy in the market. Moreover, it could help 

Swedish companies to seize opportunities in the market. Finally, these findings 

correspond with previous research regarding the effects of understanding guanxi in 

the Chinese market, which consequently supports the theory of jeitinho being a 

similar phenomenon but in a different market.   

 

This thesis has furthermore contributed to theory regarding jeitinho in a context of 

international business, by identifying components of the phenomenon that can have 

an impact on internationalizing Swedish firms. These components are problem-

solving, social capital and personalism that have put in relation to national culture 

and relationships. For a Swedish firm entering the Brazilian market, relationships and 

social networks built on trust ought to be established in order to gain access to social 

capital, which then can be used in order to solve problems or ‘getting ahead’. This 

conceptualizes the phenomenon of jeitinho in a context of international business.  

 

6.3 Practical implications and recommendations 
 

Our empirical findings suggest that an understanding of the cultural phenomenon of 

jeitinho is not a must for a Swedish firm internationalizing to the Brazilian market. 

We view that the need of understanding jeitinho becomes more important when 

increasing the commitment in the market, since the issues stemming from the 

complex bureaucracy become more apparent. By obtaining an understanding of the 

phenomenon, it is suggested that a Swedish firm can operate more easily in the 

Brazilian market.  However, there are other alternatives that may facilitate the initial 

stages of entering the market through a more committed entry strategy, which is by 

the use of local personnel, a tax expert, an agent or a consulting company. This can 

help a Swedish company to acquire knowledge regarding culture, knowledge and 

contacts.  

 

We recommend Swedish companies that are interested in internationalizing to the 

Brazilian market to obtain a thorough cultural knowledge, and an understanding of 

the cultural phenomenon of jeitinho. As personal relations and social networks have 

been proven to be of great importance in the Brazilian market, we would further 

recommend Swedish companies to engage in establishing such relations and 

networks in the market, of both formal and informal character. 
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6.4 Limitations 
 

As this thesis progressed we identified certain limitations that we believe had certain 

influence over the quality of our findings as well as our ability to answer the research 

questions. One major limitation that was early identified concerned the unfamiliarity 

that Swedish companies had regarding the phenomenon of jeitinho. In order to solve 

this, we had prepared questions about topics that can be aligned with the 

characteristics of jeitinho. This was done in order to be able to research whether the 

phenomenon had affected the companies or not, even though the companies were 

unaware of the term itself. A second limitation is that the research involves 

companies that have different levels of commitment in the Brazilian market. By 

focusing the research on companies that have the same level of commitment would 

potentially result in outcomes that are more generalizable. Another limitation of this 

thesis is that it only researches how the phenomenon can affect Swedish companies 

from a Swedish perspective, whilst adding a Brazilian perspective could have given 

it further depth. 

 

6.5 Suggestions for future research 
 

Research regarding jeitinho in a context of international business is presently close to 

non-existent. During our research, we have distinguished a number of relevant topics 

that may contribute in filling the identified research gap: 

 

(1) To investigate how the cultural phenomenon of jeitinho affects Swedish 

companies in the Brazilian market through a Brazilian perspective. By 

investigating the problem from a Brazilian perspective, we believe that the 

research could contribute to a greater depth and understanding of how 

jeitinho can affect Swedish companies in the Brazilian market. 

 

(2) To investigate how the cultural phenomenon of jeitinho is perceived by 

Swedish companies. By investigating how Swedish companies perceive 

jeitinho may contribute to an understanding of the moral aspects of utilizing 

contacts in order to overcome problems and achieve benefits. 
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(3) To investigate how Swedish expatriates in Brazil perceive the incidence of the 

cultural phenomenon of jeitinho in the Brazilian market. By investigating 

how Swedish expatriates perceive the incidence of jeitinho in the Brazilian 

market may contribute with a better understanding of its distinctiveness and 

occurrence. 
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Appendices 

Appendix A Interview guide 
 

Background information: 

 Brief information about yourself (What is your position? Describe your international 

experience, what are your work assignments? How long have you worked for this 

company? Have you ever visited Brazil?) 

 About the company (On which markets is the company active? How long have you been 

active on the Brazilian market? Why did you choose Brazil? How many employees are 

there at the company?) 

 Do you wish to be anonymous? 

Internationalization: 

 What are your current operations in Brazil? 

 How did you enter the Brazilian market? 

• Why did you choose this mode of entry? 

• In your view, what are the pros and cons with this entry mode? 

• Have you changed your way of establishment since you entered the market? 

• If you had done it today, would you choose a different strategy? 

 What was your general impression of doing business in the Brazilian market, before you 

entered it? 

 Would you say that you were well prepared, in terms of knowledge and/or experience?  

  

Culture: 

 How would you describe the Brazilian culture? 

 Have you implemented any cultural adaptions to the Brazilian market? 

 Do you consider that cultural understanding is a critical factor in order to succeed in the 

Brazilian market? 

  
 



  
 

II 

Cultural phenomena: 

 Are you aware of the expression “Jeitinho”, and how do you define it? 

• Is Jeitinho something that you have noticed/experienced when dealing with your 

Brazilian counterparts? 

 How do you experience the bureaucracy in Brazil? 

• If problematic, how can it be facilitated? 

• How are unexpected problems dealt with regarding the bureaucracy? 

 How do you experience that rules and norms are abided in the Brazilian culture? 

• Is this something that affects you? In such case, how? 

• Do you believe that Brazilians tend to bend the rules, in order to find ways around 

different problems that may arise due to the complex bureaucracy? 

 Do you experience that people tend to aid each other when dealing with various 

problems? 

• Even in the case of informal relations? 

  

Business relations: 

 How does a typical business relation look like in Brazil? 

• What can be expected from each other when doing business? 

• How are favors, and favors in return regarded? 

 How do you view the importance of relations and personal networks in the Brazilian 

market? 

• In which way can established relations help you in the Brazilian market? 

 To what extent do you consider trust and commitment to be important in business 

relations in Brazil? 

 Do you believe that personal loyalty is prominent in the Brazilian culture? 

 Which relations, other than customer relations, do you consider to have been important in 

order to operate in the market? (E.g institutional relations) 

 How do you experience that the Brazilian view of relations differ from the Swedish? 

  



  
 

III 

Concluding questions: 

 Is there anything that you would have liked to know before you entered the market, that 

you have learned in hindsight?  

 Do you believe that Jeitinho has been an influential factor over the performance and 

establishment in Brazil 


