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Abstract
The objective of this article was to identify the communication strategies that are used by
Brazilian cosmetics-exporting enterprises and to determine the use of the country of origin
information in these strategies. This exploratory study was conducted through telephone and
e-mail interviews with five Brazilian enterprises in the cosmetics sector. Data analysis
revealed that these enterprises emphasized the country of origin information mainly through
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the use of the “Made in Brazil” label and the Brazilian biodiversity. In the commercialization
of their products, enterprises consider the brand to be the most important item. The use of the
country of origin in the commercialization of products led to an important discussion on the
image of Brazil in this sector. The results and conclusions presented in this manuscript will
help cosmetics-exporting enterprises adjust their communication strategies abroad to improve
sales.
Keywords: Country image, Country of origin effect, Communication, External markets,
Cosmetics
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1. Introduction
In recent decades, the rapid globalization of markets has spurred growth in international
commerce. One of the most significant effects of the recent movement towards a greater
integration of world markets is the reduction in the barriers that limit international commerce
and the consequent exposure of enterprises to international competition. As described by
Usunier (2002), production has become more internationalized through the combination of
diverse production sources for the production of the same final good.
In this more open and globalized business environment, nations are under pressure to develop
and commercialize their “national brands” to position themselves favorably on the mental
maps of the consumers. In any industry, a positive country image can have an impact on an
enterprise’s ability to compete in the global market (Chandra, Fealey, & Rau, 2006).
Therefore, the country of origin can have an important impact through marketing
communication strategies and thus behaves as a variable in the consumer’s evaluation of
products and brands (Verlegh, Steenkamp, & Meulenberg, 2005). Research has shown that
the image that a consumer has of a product and the brand’s country of origin influence his/her
purchasing behavior (Yasin, Noor, & Mohamad, 2007). This phenomenon, which is known
as the country of origin effect, is therefore a factor that should be considered in the decisions
surrounding an organization’s marketing activities (Al-Sulaiti & Baker, 1998, Josiassen &
Harzing, 2008).
Thus, in this context, the image of the country of origin is an important tool that expresses an
intangible, emotional component that can affect investment decisions. Numerous academic
studies (Agarwal & Sikri, 1996; Chao & Rajendran, 1993; Essoussi & Merunka, 2007;
Giraldi & Lopes, 2012; Jaffe & Nebenzahl, 2001; Pharr, 2005) have shown that a positive
country of origin image influences a consumer’s evaluation of the country’s products and, as
a result, his/her intention to buy those products. Various governments have recognized the
important effect that the country of origin image has on the success of their products abroad
and thus understand that countries should be treated as brands (Balabanis, Mueller, &
Melewar, 2002).
Given the importance of the “country of origin image”, this attribute should receive special
attention from decision makers in relation to a country’s products and service exportation
strategies. Taking into consideration the abovementioned aspects, this article intends to
inform marketing practitioners, particularly cosmetics-exporting enterprises, that necessarily
use or intend to use communication strategies that emphasize the country of origin. The
cosmetics sector was chosen because Brazil occupies the third-place position in the world
market of personal hygiene, perfumery and cosmetic products.
The question being researched is the following: which communications strategies are used by
Brazilian cosmetic exporting enterprises to highlight the country of origin of their products in
external markets? The results of this study will help cosmetics-exporting enterprises to adapt
to the international market and to improve their communication techniques and strategies
within this market. In addition, this study aims to reveal and underscore the importance of
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providing information on the country of origin, with the goal of amplifying this information
and thereby continuing to develop this important area of study in Brazil.
Furthermore, this manuscript also attempts to determine how factors related to the country of
origin can influence a consumer’s evaluation of a product or service. The results presented in
this manuscript can therefore help marketing practitioners better understand the factors that
contribute to the formation of the country of origin concept, thus allowing them to better
utilize a given product’s country of origin as a marketing tool (Balabanis et al., 2002).
This research intends to fill a gap in the country of origin concept through a study of the
cosmetics sector’s communication strategies in foreign markets. As an empirical study, it is
innovative because the information was obtained directly from enterprise export managers.
This study is therefore different from other thematic studies in which the information on the
influence of the country of origin is collected from the point of view of the consumer. This
study intends to improve the understanding of these themes and will therefore not only help
marketing practitioners to better elaborate their communication strategies in external markets
but will also help researchers to plan future studies in this area.
2. “Country of origin” effect
The existence of stereotypical attitudes towards foreign products is one of the peculiarities of
global marketing (Keegan, 2012) because consumers tend to develop preconceived ideas
about products from other countries. According to Verlegh (2007), some studies show strong
evidence that the country image actually changes over time and that beliefs about the country
of origin are also changeable. The stereotypical attitudes (for example, “Germany is
synonymous with engineering quality, Italy is synonymous with fashion, and France is
synonymous with chic”) can favor or damage the efforts of marketing professionals, as the
products produced by a less-developed country are judged under the image of its
political-economic situation and not by their intrinsic quality. This phenomenon is known as
the “country of origin effect”.
Many governments sponsor aggressive export promotion programs to facilitate the entry of
enterprises into the international market. These programs provide knowledge on how
enterprises can become international (Kotler & Keller, 2007). In Brazil, the government can
position itself to improve Brazil’s image in other countries by providing, among other
advantages, the infrastructure to improve Brazilian products. Thus, enterprises should
research and understand the actual image of its products and, if the image is unfavorable,
develop strategies to minimize the negative impact. Among these strategies, the following
parameters stand out: the cost of the product, which should be similar to the cost that the
consumer is willing the pay; the promotion of a stronger brand; and the establishment of
partnerships in the supply chain to generate a better structured, stronger distribution process
that can neutralize the product’s negative aspects.
Government authorities are able to strengthen the image of their country not only to aid
domestic export enterprises but also to attract investors and foreign enterprises. The
enterprises are then able to advantageously use the positive perceptions of their country of
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origin to sell more products and services (Kotler & Keller, 2007). The first step in competing
in a unified market consists of understanding the behavior of the global consumer (Craig &
Douglas, 1996). A country’s stereotypes can be positive or negative; thus, the use of the
country of origin image is an important element in the marketing strategies that are used by
enterprises that compete internationally (Al-Sulaiti & Baker, 1998).
However, it is worth noting that the country of origin is only one of the various criteria that
are used in product evaluation. The criteria used by consumers are nothing more than
attributes or dimensions that can help evaluate or judge the alternatives of a given purchase.
There are numerous evaluation criteria, such as price, brand, safety, country of origin,
warranty, and reliability. Other criteria are more subjective, such as the feeling that a
consumer has when owning a product (Engel, Blackwell, & Miniard, 1995).
Jaffe and Nebenzahl (2001) define the country of origin image as the mental perception that
people have of a country. For Verlegh and Steenkamp (1999), the country of origin image
refers to a mental representation of the people, products, culture, and national symbols of a
country. In other words, the inferences that the consumer makes about a country are formed
by past associations with the country’s beliefs, culture, and symbols. According to Verlegh
and Steenkamp (1999), a country’s image includes widely shared cultural stereotypes that
persist even after consumers actually experience the country’s products. Consumers use these
stereotypical images of countries to judge products. These images are created from a number
of variables, such as national characteristics, economy, history, and traditions (Baker &
Ballington, 2002). Similarly, Jaffe and Nebenzahl (2001) state that the image of a country is
influenced by the perceptions that consumers have of the people of that country, the quality
of its products, and its level of economic development.
Therefore, the image formed of a given country is the complete perception that consumers
have of the country, which is based on the processing of various pieces of information
obtained from many different sources over time. According to Chandra et al. (2006),
consumers associate positive and negative stereotypes to products and brands originating
from different countries. This phenomenon occurs in such a way that these associations can
either represent the reality or can result in “illusory associations” and incorrect inferences.
Recent research on country of origin has been shifting from a mere assessment of the product
differences and preferences based on a country of origin premise to the analysis of a “more
complex construct” – the actual country image (Roth & Diamantopoulos, 2009). A positive
image is associated with consumer loyalty, which makes the consumer favor the promotions
of a given product or brand and resist the competition. Similar to the image of an enterprise, a
“country of origin image” also evokes certain values, qualifications, and feelings about the
product in the mind of the consumer. As in the advertisements of well-established brands, a
“country image” includes an established identity as an indicator of the product quality
(Anholt, 2000; Baughn & Yaprak, 1993; Papadopoulos, 2000). Thus, the image of the
country of origin directly affects a consumer’s evaluations of the products that are produced
in that country, thereby leading to the “country of origin effect”.
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The country of origin effect has been defined a number of times in the literature. In general,
this effect refers to the influence that information on the country of origin has on the attitudes
and behaviors of consumers toward a product or a brand. Studies on the country of origin
effect have attempted to identify processes that can help explain how the country of origin
influences the evaluation of a product (Ayrosa, 2000). According to Pharr (2005), decades of
studies on the subject have led to an apparently unequivocal conclusion: the country of origin
of a product can influence the consumer judgments of the product such that the product will
sell more in international markets if the country of origin effect is positive.
The following consumer characteristics can influence the country of origin effect: level of
education, conservatism, age, gender, fluency in the country’s native language, familiarity
with the product, necessity of cognition, motivation, level of involvement, familiarity with
the brand, and cultural background (Anderson & Cunningham, 1972; Balabanis et al., 2002;
Chao & Rajendran, 1993; Johansson, Douglas, & Nonaka, 1985; Maheswaran, 1994;
Schaefer, 1997; Shimp & Sharma, 1987; Zhang, 1997).
The country of origin effect in the evaluation of products also varies based on the product
category. In addition, economic, social, and cultural systems, as well as the stage of the
country’s development, represent information that permeates the consumer’s mind. These
perceptions are based on the complexity of the product, the level of development of the
product, the familiarity with the country of origin, and the demographic and
socio-psychological characteristics of the country (Kucukemiroglu, Kara, & Harcar, 2005;
Lin, Sternquist, 1994; Maheswaran, 1994; Papadopoulos & Heslop, 1993; Roth & Romeo,
1992; Zhang, 1996).
Ethnocentrism, which represents consumers’ tendency to value national products more highly
than imported products to the detriment of imported products, can also be related to the
country of origin effect (Baker & Michie, 1995; Cleveland, Laroche, & Papadopoulos, 2009).
Several studies have shown that ethnocentrism impacts the purchasing decisions of
consumers (Shimp & Sharma, 1987; Papadopoulos & Heslop, 1990; Evanschitzky,
Wangenhein, Woisetschlaeger, & Blut, 2008).
However, ethnocentrism can vary according to the psychographic and demographic
characteristics of the consumers. For example, older consumers tend to be more conservative,
which diminishes the grade of ethnocentrism. In addition, the interaction with other cultures
can also reduce consumer preconceptions of imported products (Sharma, Shimp, & Shin,
1994).
Based on the premise that consumers are influenced by the country of origin effect, countries
that possess a positive image should use communication strategies to highlight this
information and thus make use of this competitive advantage.
3. Communication strategies in external markets and the role of the country of origin
Communication is one of the major tools of marketing because it is the means by which
enterprises stimulate sales, motivate and persuade consumers, and improve the image of their
brand to the general public, including distributors. Communication allows enterprises to
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connect their brands to people, places, experiences, feelings, and objects (Kotler & Keller,
2007). The global communication strategy can be standardized, which assumes that all
customers have the same desires and necessities, or localized, which occurs when the
advertising needs to be adapted depending on the country where it will be implemented
(Keegan, 2012).
In the global environment, communication strategies undertake modern approaches to
improve and facilitate work, provide entertainment, and increase the quality of life. Therefore,
the best strategy is not a matter of opinion but of necessity (Levitt, 1983). The debate
between standardized and localized advertising is worth highlighting. According to the
argument of standardization, people worldwide want the same products for the same reasons.
However, there are those who affirm that consumers differ from country to country; therefore,
the requirements for localized advertising are specific to each country (Keegan, 2012). The
determination of the best approach depends on a managerial analysis of the aspects involved
and on the product to be advertised. A global campaign tends to result in cost savings, the
potential of a global creative appeal, and increased control, whereas the localized approach
has the advantage of focusing on the main product attributes in each culture or country
(Keegan, 2012).
Communication strategies in external markets have certain peculiarities. It is therefore
necessary that these aspects be developed together with the country of origin concept. In
addition, the main theoretical concepts need to be considered in the development of
communication strategies. An important problem that marketing practitioners face in the
current competitive market is the selection of the new products and communication strategies
that can be implemented with low risk. In the context of international marketing, the country
of origin is an important consideration in the communication decisions. The existence of a
positive country of origin image provides marketing professionals an easier introduction of
new products and faster consumer acceptance (Agarwal & Sikri, 1996).
Studies have shown that the country of origin image is influenced not only by economic and
cultural factors but also by the national identity as an all-encompassing factor. Therefore, an
individual enterprise is not capable of controlling its country image (Jaffe & Nebenzahl,
2001). Niss (1996) suggests that the use of the country image in the promotion of products
and services abroad occurs more frequently in the introductory cycle of the “International
Product Life Cycle” than in the growth and maturity cycles. In addition to the stage of the
product life cycle, Keegan (2012) highlights that it is necessary to consider the strong
disparities in the product demands in the different markets: the lower the market saturation
index of a product, the greater the level of its acceptance. In other words, it is necessary to
research the market saturation to identify potential market opportunities and to consider the
disparities in product demand.
Thus, the use of the country image as a marketing tool in the beginning of the international
cycle can help exporters penetrate the market faster than they would by investing in a weak
and/or not well-known brand (Jaffe & Nebenzahl, 2001).
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In many countries, including Brazil, the labeling standards demand that enterprises reveal a
product’s country of origin. This legal requirement has made researchers and marketing
professionals interested in understanding the attitudes of consumers toward foreign products
(Kotler & Gertner, 2004). Consumers lend particular attention to the country image when
they only have a small amount of information available to evaluate the product. In emerging
markets, imports (mainly consisting of products with unknown brands) increase and the
information about the countries where the products are produced and designed is not as
important. Depending on the product category, the influence will be stronger for public goods
(e.g., cars, watches, clothes) that carry symbolic values and weaker for private goods (e.g.,
televisions, furniture) (Essoussi & Merunka, 2007).
The marketing strategy used to enter into new markets or countries depends on innumerable
variables, including the strength of the brand and its country of origin. There are four possible
entry strategies that involve the aspects described above. The first scenario considers
enterprises with a strong brand and a positive country image, which is the ideal position for
an enterprise. In this case, the country of origin and the brand should both be emphasized,
particularly if it is a global brand. The second scenario consists of a weak country image and
a strong brand. In this situation, it is necessary to emphasize the brand and de-emphasize the
country of origin, manufacturing, and design as much as possible. A third strategy
contemplates a scenario in which a positive country image is combined with a weak brand. In
this strategy, the enterprise should emphasize the country of origin and de-emphasize the
weak brand image. The fourth scenario suggests the neutralization of the brand image and the
country of origin, both of which are considered weak and negative. This neutralization can be
achieved through a number of strategies, such as price discounts, quality control, and the
establishment of a niche market. Thus, the brand can improve over time as long as consumers
value the intrinsic characteristics of the product in their purchasing decisions (Jaffe &
Nebenzahl, 2001).
More specifically, organizations should analyze the country image, recognize the capacity of
the country image in the design/manufacturing of a category of products, and emphasize the
country image in their communication strategy such that the brand can benefit from it. If the
country has a negative image or an image that does not recognize the country’s competencies,
marketing practitioners should establish strategies that reduce the country of origin
information such that the consumers base their decisions in other aspects when evaluating the
product (Essoussi & Merunka, 2007).
If the image is positive, there are some strategies that can be used to communicate
information about the country of origin, such as using “Made in…” labels, the direct
inclusion of the country in the brand or enterprise name (e.g., British Airways, Iberia, which
carries the country name), the indirect suggestion of the country through the brand spelling or
word derivation (e.g., the brand names Ferrari, Matsushita, Livetti, and Renault suggest the
country of origin), and the indication of the country of origin through product package design
(e.g., the Australian beer Fosters has a Kangaroo on its label) (Ayrosa, 2000).
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Nevertheless, the emphasis of the country of design (or suggesting it through the brand) has a
strong influence in public goods (e.g., cars, watches, clothes) that carry symbolic value and a
minor influence on private goods (e.g., televisions, furniture). In turn, the impact of the
country of manufacture in the product quality is also highly significant; consumers tend to
prefer branded public goods that are planned and produced in specific countries, particularly
first-world countries. Due to the negative image of the majority of emerging countries,
national enterprises should emphasize the country of design and the country of origin of
products unrelated to standard consumption, such as products that use technology that has
already been publicized and established (Essoussi & Merunka, 2007).
Understanding how and when positive associations can be transferred through “Made in…”
labels (developed for well-known products) to other products would generate an increase in
the supply of the products that are targeted by marketing practitioners and in the development
of new marketing strategies (Agarwal & Sikri, 1996).
The country of origin image can influence the purchasing behavior of consumers. Thus,
through well-established communication strategies, the country of origin image may become
an important marketing tool that can help enterprises adjust their communication strategies in
external markets.
4. Methods of empirical research
The present exploratory study, which was conducted through phone and e-mail interviews,
aims to identify the communication strategies that are used by Brazilian cosmetic exporting
companies and determine which of these involve the country of origin. Thus, this study aims
to identify the characteristics of this phenomenon and ascertain some explanations for its
causes and consequences (Richardson, 1989). The use of an exploratory study is, therefore,
the most appropriate because this type of study offers a global view, and it is generally
performed when little information is available on the study subject. The use of interviews was
necessary given the inherently high level of flexibility of this methodology and their
suitability to situations in which no other sources of information are available (Richardson,
1989).
The target population of the present study included enterprises in the cosmetics sector,
including all of the enterprises that form part of the Brazilian Beauty group (an integrated
sectoral project for the commercialization of exports), which is organized by the Brazilian
Association of the Cosmetics, Toiletry and Perfumery Industry (Associação Brasileira da
Indústria de Higiene Pessoal, Perfumaria e Cosméticos - ABIHPEC) in partnership with the
Brazilian Trade and Investment Promotion Agency (Agência de Promoção de Exportação e
Investimentos - APEX). The consortium, which is composed of 72 enterprises, was chosen to
represent this population of enterprises because it is formed by the ABIHPEC, which
represents, on the national and international level, all the enterprises that are related to the
promotion, manufacturing and commercialization of products intended for personal care. The
initial goal was to contact all the consortium’s member enterprises. However, due to refusals
and other related roadblocks to data gathering, a non-probabilistic sample of these enterprises
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was used. In-depth interviews with the managers of the export departments of five different
enterprises were carried out in 2009.
Propositions are used in qualitative analyses, and they can be defined, when they refer to an
observable phenomenon, as a statement about concepts that can be judged as true or false
(Cooper & Schindler, 2000). The main proposition of this exploratory research was that the
image of Brazil affects the communication strategies used by its cosmetics-exporting
enterprises in the external market.
To verify this proposition, a list of relevant questions, which were presented to the export
managers of the enterprises listed in the ABIHPEC/APEX project, was generated. These
questions were categorized into eleven sets of questions, as shown in Table 1. The questions
were developed based on the main theoretical presuppositions in the study and were designed
to verify the results attained and to identify the hurdles that limit the more effective use of the
country of origin information.
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Table 1. Interview questions
Question Details
1

What products do you export? To which countries do you export?

2

Who are your main international competitors (in each country)? Do your
competitors display their respective countries? Are they successful?

3

Do you emphasize the country of origin information in your products?

4

If country of origin is emphasized, in what form is this performed? Do you use
specific colors on the label that indicate the country of origin? Do you use the
label “Made in Brazil”? Does the name of the product show its Brazilian
origin? Do you use sounds, slogans, or pictures?

5

Is the use of Brazilian biodiversity effective in highlighting the country of
origin? What other elements related to Brazilian culture, climate, or country
characteristics can be used?

6

Do you always provide information on the country of origin or do you stop
using this information once the product gains a market?

7

What is the importance of the brand in the commercialization of a product? Is
your brand well-known and strong? Is your brand stronger and more positive
than the image of Brazil?

8

In international competition, what advantages and disadvantages does the use
of the label “Made in Brazil” have?

9

What changes in the image that buyers have of Brazil could make the strategy
of using the country of origin in the promotion of Brazilian cosmetics more
successful?

10

How can the Brazilian government promote an improvement in its country
image to positively influence the sale of Brazilian products in external
markets?

11

What can the sector’s exporters do to improve the country image to ultimately
influence the sale of Brazilian products in external markets?

The responses to these questions were analyzed through content-analysis, which is a data
treatment technique that aims to identify what is being said on a given theme. The analytical
categories used in this research were the following: the use of information related to the
country of origin of exported products, the use of biodiversity, the advantages and
disadvantages observed from the use of the label “Made in Brazil”, the change that should
occur in the image that buyers have of Brazil, and the actions that the Brazilian government
can promote to improve the country image.
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4.1 The cosmetics sector
The cosmetics industry first appeared due to developments in biochemistry. The activities of
this industry are linked with the manipulation of formulas to design products that are can be
safely applied to the human body to clean, beautify, or alter an individual’s appearance
without affecting its structure or functions (Salomao, Guerrero, & Garcia, 2008). It is a sector
that constantly invests in the release and promotion of new products and in the renovation
and maintenance of the outstanding attributes of its formulas to improve the consumer’s
appearance.
The cosmetics sector should be defined according to the use of its main products. According
to the definition detailed by ANVISA (Agência Nacional de Vigilância Sanitária, 2009) in
resolution 92, this sector is defined as the following: “the products of personal hygiene,
cosmetics, and perfumes are preparations that are composed of natural or synthetic
substances for external use on diverse parts of the human body [...] with the exclusive or
main objective of cleaning, perfuming, altering the appearance, and/or protecting or
maintaining the body in good condition”.
The definition includes, among other cosmetic products, the products of perfumery and
personal hygiene: skin creams, lotions, talc powders and sprays, perfumes, lipsticks, nail
polish, facial and eye make-up, hair dyes, liquids for perms, deodorants, children’s products,
oils, bath foams, and mouthwashes (Salomao et al., 2008).
According to the BBC Brasil (2007), executives from the industry state that Brazilian
products are considered products that are more pure than those originating from other parts of
the world. In addition, the statement “Brazilians have an image of a healthy and attractive
people” also influences the acceptance of Brazilian products abroad. Moreover, the historic
fact of the miscegenation of people from distinct origins has helped the development of this
sector. Because the Brazilian mix of people has resulted in various body forms, skin tones,
and hair types, the manufacturers of beauty products were forced to produce products that
satisfy all of these consumers. Therefore, these companies will have an appropriate product
for any consumer, regardless of the target market abroad (BBC Brasil, 2007).
The growing participation of women in the labor market, the cutting-edge technology, and
the resultant increase in productivity are only some of the factors that should be considered in
the analysis of the excellent growth of this sector. Furthermore, the increase in the life
expectancy of the population has translated to a necessity for preserving the impression of
youth, which further favors the sale of cosmetics (ABIHPEC, 2010).
In the national and international environments, there is an entity that represents the
enterprises that are related to the promotion, manufacturing, and commercialization of
finished products designated for personal care. This entity is known as ABIHPEC (the initials
(in Portuguese) stand for the Brazilian Association of the Cosmetic, Toiletry and Fragrance
Industry). Its foreign trade component coordinates the activities of the ABIHPEC/APEX
sectoral project for the commercialization and promotion of exports.
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This project aids enterprises in diverse actions of export promotion, such as business
roundtables, international fairs, missions, and collective catalogs focused on exportation. One
of the main advantages offered by the project, in addition to cost reduction, is the exchange of
past experiences among the participating enterprises to reduce barriers, thus facilitating the
access of newer enterprises and products to the international market.
According to the manager of Apex-Brazil, entrepreneurs must know, in addition to
manufacturing, who their competitors are, how foreign markets operate, and the regulatory
compliances that they must adhere to, such as sanitation regulations. Brazilian cosmetic
enterprises need an identity, but they also need to be adapted to the countries that they want
to enter (InfoMoney, 2009).
The use of Brazilian biodiversity in the formulation of products gives this national industry
its identity. The fact that Brazil has approximately 20% of the planet’s biodiversity makes it
the owner of a rich flora with a great variety of seeds, aromatic roots, herbs, and plants. Many
have exotic names and produce natural cosmetics; this is particularly true with the active
ingredients from plants of the Amazon rainforest. These elements have a great marketing
appeal abroad, which opens the doors for the export of these products.
According to the BBC (2007), the Brazilian cosmetics industry uses its nationality to promote
sales abroad. This strategy has had positive results, particularly with Amazonian essences.
The exotic names of fruits, barks, seeds, and plants from the Amazon, such as açaí, cupuaçu,
and buriti, exhibit ecologic appeal. These names are stamped on bottles of perfume,
shampoos, and creams and on boxes of hair dye, thereby separating the Brazilian national
industry from the competitive external market.
Among the exported products in 2007, Brazilian products were sold in 135 countries,
including Russia, Cuba, and Angola, which were in the initial phase of opening their markets
to these products. In addition, Brazil exported 66.1% of its external sales (close to US$ 355
million) to other South American countries, which have consistently been the main Brazilian
market. This sales volume represents a significant improvement compared to the US$ 140.4
million that was generated in 2003; the recovery of the Argentine economy was one of the
factors that contributed to this improvement (ABIHPEC, 2010).
Given that the total value of all beauty product sales in the Middle East in 2008 was more
than US$ 2 billion, the cosmetics sector will continue to focus on Arab markets. In the United
Arab Emirates alone, the beauty and spa markets generate more than US$ 600 million for the
cosmetics industries. The United States occupies first place among the countries that import
cosmetics (not restricted to those of Brazilian origin), and it is a market that generates close
to US$ 5 billion. Russia, which is growing in its consumption of cosmetics, has a market of
approximately US$ 2.3 billion and occupies fourth place (InfoMoney, 2009).
Brazil has a large amount of potential raw materials as a result of its large investment in
research and development. In addition, Brazil has an extensive line of natural products that
exhibit great acceptance abroad. It is therefore clear, given its relevance to the external
market and its strong and consistent growth, that an exploratory study with these
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cosmetics-exporting enterprises is important. The study results are described in the next
section.
5. Results
The research began in March of 2009, after the identification of the participating enterprises
that form part of the APEX project, which is composed of 72 enterprises. Some enterprises
were excluded due to communications difficulties during the process and/or because they
were not suitable in terms of the research profile. One challenge was the number of
enterprises that were listed as new participants in the project; these enterprises were therefore
still learning the principles of the cosmetics export process. In addition, although they did
have the necessary profile, two enterprises refused to formally participate in the study for the
following reasons: “we cannot supply confidential data” and “we do not respond to individual
research requests”.
A total of five enterprises participated in the qualitative study, which is considered adequate
for an exploratory study that does not have the intent of generalizing the results. Some of the
reasons that were given by the enterprises that refused to participate in the study were the
following: (1) “…we only place the phrase “Made in Brazil” on the label because it is
required by law; however, our product appeal is based on the Disney characters that we
license, and it therefore does not make sense to overlap these marketing appeals”; (2) “… we
do not have communication strategies that are specific to the external market. Our exportation
occurs through networking in fairs that occur here in Brazil; in other words, we disseminate
products in national fairs and create relationships that take our products to external markets”;
(3) “… our strength is fragrances that do not necessarily refer to Brazil as the country of
origin…”; and (4) “…I believe that we do not fit the profile of enterprises that you are
looking for because our exports have been sporadic until now”.
5.1 Description of enterprises that participated in the study
The products exported by the enterprises included in the study fit into ANVISA’s (2008)
definition of cosmetics. The main products cited by the enterprises are the following:
shampoos, conditioners, hair relaxers and masks, gels, nail polish, body lotions, moisturizing
creams, hair creams, liquid soaps, and deodorants.
The countries that these enterprises export to are the main countries that most frequently
order cosmetics from Brazil, such as the countries of South America, including Chile,
Paraguay, Uruguay, Argentina, Bolivia, Peru, Venezuela, and Colombia. Other countries that
were often cited include the United States, which is historically the number one importer of
cosmetics worldwide (not restricted to cosmetics of Brazilian origin). Russia and Angola
were also cited, both of which were in the phase of opening their markets to cosmetic
products when the study was conducted. It is also worth noting that the countries of the
Middle East, including Saudi Arabia, Yemen, Syria, Lebanon, the United Arab Emirates,
Oman, Kuwait, Pakistan, Iraq, and Bahrain, were a large focus of the cosmetics export in
2009, which confirms their strong participation as importers (according to a report by the
Brazil-Arab News Agency – ANBA (Agência de Notícias Brasil-Árabe, 2009).
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Other countries that were cited are part of Central America, such as Mexico, Costa Rica,
Suriname, and Guatemala. The main European countries, including Portugal, Spain, England,
France, Netherlands, Bulgaria, Poland, and Greece, also appear in the list. In addition,
although these are not the main importers of Brazilian cosmetics, Japan and African countries,
including Mozambique, Libya, Egypt, Ethiopia, Djibouti, Tanzania, Cape Verde, Kenya, and
South Africa, were also cited. Thus, a diverse range of cosmetics-importing countries,
including both strong and weak importers, exists. Because Brazil has a lot of potential natural
resources, its extensive line of natural products has notable acceptance abroad.
The participating enterprises stated that they do not have direct competitors that originate
from the national market because their main competitors are multinationals that are involved
in cosmetics sales. The next section describes the analysis of the results and will relate these
results to the general objective of this study.
5.2 Presentation and analysis of results
Regarding the use of the country of origin information in the export of products, three of
the enterprises interviewed responded that they emphasize the country of origin information
in a positive way. In addition, one of these three enterprises reported that its products are
made with ingredients from the Amazon. Therefore, there were two enterprises that reported
that they do not emphasize the country of origin information; one of these two companies
reported that the product that is available in the internal market is the same product that is
exported.
The enterprises that emphasize the country of origin use the “Made in Brazil” label. One of
the enterprises sometimes includes the Brazilian flag in the product’s label. The enterprises
that do not emphasize the country of origin reported that their products are related to fashion
and beauty, which are aspects that, according to these enterprises, “induce consumption”; this
consumption is not observed when the country of origin is emphasized. The participating
enterprises that reported using the “Made in Brazil” label primarily use it because of the
labeling requirements that are stipulated by law. These requirements demand that enterprises
reveal the place of origin of their products, which is generally found in the back of the
packaging.
Only two enterprises reported the use of the Brazilian biodiversity to emphasize the country
of origin. However, one of these enterprises highlighted that technology should be more
disseminated and emphasized. This enterprise also reported that the technology used in the
product adds more value to Brazilian cosmetics. The other enterprise reported that an appeal
to biodiversity is more often used in publicity materials.
The other interviewed enterprises reported that they did not utilize biodiversity as a
communication strategy in international marketing. One of these reported using the Brazilian
women’s beauty because consumers, according to the enterprise, “… are always seeking new
and alternative beauty products”.
Even if an enterprise does not highlight the country of origin in their communication
strategies in external markets, the label should still contain “Made in Brazil” because it is a
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legal requirement. However, according to one of the enterprises, the country of origin
information “is still used when the product gains market share; in fact, the use of the country
of origin information is reinforced even more at this time”. This statement reflects the
hypothesis presented by Agarwal and Sikri (1996), who stated that in the context of
international marketing, it is important to use of the country of origin in the selection of
communication strategies because this information allows for the quicker introduction of new
products.
However, the previously mentioned statement contradicts one made by Niss (1996), who
suggests that the use of the country of origin image to promote products and services abroad
is more frequent in the introductory cycle of the international product cycle of life than
during the growth and maturity cycles. Niss’s statement is therefore the opposite of the
statement made by one of the enterprises, which stated that the country of origin information
is reinforced as the product gains more market shares.
The interviewed enterprises also noted the importance of the brand in the
commercialization of their products not only to consolidate the quality of their products but
also to increase customer loyalty. One of the enterprises even stated that its brand is better
known and stronger than Brazil’s image. It is worth noting that according to Jaffe and
Nebenzahl (2001), the use of the country of origin image as a marketing tool in the beginning
of the international cycle helps an exporter penetrate the market faster than by investing in
the brand itself if the brand is not strong and well-known. However, the interviewed
enterprises prefer to invest more in the promotion of their own brand than in the “country of
origin image”.
Most of the enterprises reported that the label “Made in Brazil” exhibited no advantages
and/or disadvantages in international competition. One of the enterprises reported that the
best advantage is the expected product quality. However, one of the enterprises did report that
there are some advantages, particularly “… in relation with the great biodiversity that exists
in Brazil, as well as the cultural mix”. Other enterprises reported that the “…advantage of
using a slogan is that the product can have its origin identified in another country, whether
due to consumer curiosity or law requirements”.
The responses to the question “what changes in the image that consumers have of Brazil
could make the strategy of using the country of origin in the communication of cosmetics
more successful” showed that enterprises think that consumers believe that products from
Brazil should be less expensive than products from other countries. One enterprise stated
“we are strong and we supply quality products with a high value added…so we should have a
premium price”. That statement is related to the country of origin effect because, according to
Baker and Ballington (2002), the country of origin image includes widely shared cultural
stereotypes that persist even after consumers experience a country’s products. Consumers
suffer that effect because they use stereotypical images of countries to judge foreign products.
Given the existence of stereotypical attitudes toward foreign countries, consumers tend to
develop preconceptions regarding products from other countries (Keegan, 2012). The
stereotypical attitudes, therefore, can either favor or harm the efforts of marketing
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professionals. Based on the responses provided by one of the enterprises, consumers do not
consider Brazil to be a strong country that produces high-quality and high value-added
products. Consumers believe, therefore, that products from Brazil should be less expensive.
This attitude directly contradicts the reality of exported products, which, according to one of
the interviewed enterprises, should have a “premium” price.
Although many governments have already recognized the importance of country image in the
success of their products abroad and have realized that the countries should be treated as
brands (Balabanis et al., 2002), the interviewed enterprises believe that the Brazilian
Government should improve the country image to positively influence sales in external
markets. The interviewed enterprises suggested that possible actions should include the
creation of financial incentive programs, such as through the lowering of taxes on exported
products (thus facilitating sales channels), and the fighting of piracy, which would help avoid
a loss in market share. These issues, among others, represent characteristics of the image of
Brazil abroad, as well as the difficulties and costs that exporting enterprises face. We hope
that the Brazilian government can work toward solving these issues to improve the image of
the country.
As was observed in the theoretical review, many governments sponsor aggressive promotion
and export programs to facilitate the entry of enterprises into the international market. These
programs demand a deeper understanding of how enterprises can promote their own
internationalization (Kotler & Keller, 2007). It is thus necessary for the Brazilian government
to recognize the importance of these programs and to help its enterprises successfully enter
the international market.
According to Kotler and Keller (2007), enterprises use perceptions of the country of origin in
the most advantageous way possible to sell their products and services. In that sense,
according to the interviewed enterprises, exporters of the sector should “take advantage of
opportunities”, “promote major events around the world”, and prepare themselves for the
market to “gain the image of an enterprise committed to sales and delivery”. These actions
should all be performed to promote an improvement in the country image and to ultimately
positively influence sales in external markets. In addition, one of the enterprises noted that
“an investment in the production to meet the demands of the international market”, the
suitability of products for export, and the quality of the workmanship are the main tools that
can be used to improve the country image and positively influence sales abroad. Table 2
presents a summary of the study results.
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Table 2. Summary of the results
Analytical
categories
The
use
of
information related
to the country of
origin of exported
products

Results

Conclusions

- 3 of the enterprises emphasize the country
of origin information in a positive way;
- 1 of these three reported that its products
are made with ingredients from the Amazon;
- 2 of the enterprises do not emphasize the
country of origin information.

The
use
biodiversity

- 2 enterprises reported the use of the
Brazilian biodiversity to emphasize the
country of origin;
- 1 of these two highlighted that technology
should be more disseminated and
emphasized, adding more value to Brazilian
cosmetics;
- 3 enterprises do not utilize biodiversity as a
communication strategy in international
marketing;
- 1 of these highlighted the use of new and
alternative beauty products, not necessarily
linked to biodiversity.
- Enterprises confirm the advantages,
particularly in relation with the great
biodiversity that exists in Brazil, as well as
the cultural mix;
- Enterprises confirm the advantage of using
the slogan to have the origin of the product
identified due to consumer curiosity;
- 1 enterprise reported that the product
quality is a better advantage than the label of
country origin.
- Cultural stereotypes that persist even after
consumers experience a country’s products;
- Consumers do not consider Brazil to be a
strong country that produces high-quality
and high value-added products;
- Products from Brazil should be less
expensive.
- Financial incentive programs;
- Lowering of taxes on exported products
(thus facilitating sales channels);
- Fighting of piracy.

- “Made in Brazil” label is the main tool
used to identify the country of origin of
exported products;
- The label is used as a result of a legal
requirement;
- The label “Made in Brazil” is not directly
linked to communication and marketing
strategies.
- Biodiversity and its cultural mix help
maintain a favorable country image for
cosmetics with Amazonian origins;
- Enterprises consider the brand more
important than the country image in the
product commercialization.

of

The advantages and
disadvantages
observed from the
use of the label
“Made in Brazil”

The change that
should occur in the
image that buyers
have of Brazil

The actions that the
Brazilian
government
can
promote to improve
the country image

- Biodiversity and its cultural mix help
maintain a favorable country image;
- Consumer identify Brazil as a developing
country with low quality and low prices.

- Consumers should identify Brazil as a
country of excellence in product quality
and as a country that has the capacity to
establish a “premium” price.

- Government and related entities, as well
as the exporters themselves, attempt to
establish a more positive country image;
- Positive country image could be
emphasized more in the communication
strategies used in external markets through
incentive programs.

6. Final considerations
This study analyzed the use of the country of origin information in the communication
strategies used by Brazilian cosmetics exporting enterprises. The problem researched
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involved identifying the communication strategies used by Brazilian cosmetics-exporting
enterprises to emphasize the country of origin of their products in external markets. Figure 1
presents the main conclusions.
It was observed that the “Made in Brazil” label is the main tool used to identify the country of
origin of exported products. However, this label is used as a result of a legal requirement that
states that the country of origin must be identified on packaging labels. Thus, the label “Made
in Brazil” is not directly linked to communication and marketing strategies. However,
Brazil’s biodiversity and its cultural mix help maintain a favorable country image for
cosmetics with Amazonian origins. It is worth noting, however, that enterprises consider the
brand more important than the country image in the product commercialization.
According to the participating enterprises, it is necessary that consumers identify Brazil as a
country of excellence in product quality and as a country that has the capacity to establish a
“premium” price such that the country of origin effect is more positive. However, this is not
the reality because consumers tend to believe that developing countries should sell their
products at lower prices and that the products from developing countries are of inferior
quality.
It is therefore suggested that the enterprises should analyze the country image in detail and
recognize the capacity of the country within a product category, such as the cosmetics sector.
If it is shown that the country has a negative image or an image that does not correlate with
its competencies, which seems to be the case with the “Made in Brazil” label and Brazil’s
biodiversity because these are not the principal appeals that favor sales in external markets,
marketing practitioners should establish strategies that reduce the country of origin
information so that consumers base their evaluation of the product on other aspects.
According to Jaffe and Nebenzahl (2001), it is necessary to reinforce the brand (if it is strong);
deconstruct the association of the country of origin, i.e., neutralize the country image; and
strengthen all the other aspects that make the consumer better evaluate the benefits of the
product or service. It is worth noting that although Brazil’s biodiversity helps build a positive
image, the image of a developing country appears to overcome this effect, thus making it
difficult for enterprises to appeal to the country image in their communication strategies.
Brazil can have its image strengthened if the government and related entities, as well as the
exporters themselves, attempt to establish a more positive country image. A positive country
image could be emphasized more in the communication strategies used in external markets
through incentive programs, reduction of barriers, and events that disseminate the positive
country image. A positive country image could therefore significantly increase sales abroad
through the appeal of “Brazilianness”.
The research limitations of this study should also be emphasized. For example, the number of
respondent enterprises and the level of detail in the answers that were received made the
generalization of the results difficult. Further in-depth case studies with enterprises should be
conducted to obtain more detailed responses that better describe the communication strategies
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that are used in external markets to ultimately aid marketing practitioners in the development
of better communication strategies that involve country of origin information.

Figure 1. Main conclusions
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