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Purpose: Business opportunities in Brazil have attracted a significant amount of interest in recent years. The country is moving towards a market orientation and it has recently experienced higher growth rates. Furthermore, upcoming events, such as the FIFA World Cup in 2014 and the 2016 Olympic Games in Rio de Janeiro, are attracting a significant amount of attention given the emergence of potential business opportunities in several sectors. Nevertheless, European companies wishing to enter the Brazilian market must address several constraints, including high barriers to entry, an extensive bureaucracy and a culture quite different from those in Europe. In this context, networking seems to be vital for success. This paper investigates the importance of networking for Italian and French SMEs in Brazil.

Design/methodology/approach: The data were gathered through a survey undertaken between June and August 2012. After the questionnaire was prepared, each company either received and responded to the questionnaire by e-mail or participated in a telephone interview. The questionnaire included multiple-choice questions, most of which used a five-point Likert scale. Some open-ended questions were included in order to collect insights from respondents. Representatives of 21 Italian and 24 French SMEs agreed to participate in the survey. Respondents were typically company presidents, CEOs or export-department managers with experience in the Brazilian market.

Findings: The results highlight the importance of social networks for the SMEs interviewed. The establishment of social networks is pivotal for successful business activities in Brazil, as they can help entrants decipher and understand how society and business work. In Brazil, social networks are built through a path-dependent process that requires time, patience and perseverance, as well as an ability to overcome liabilities of sameness. In this regard, a networking process that encompasses specific activities linked to the peculiarities of Brazil is essential, even if it seems to be a second-best solution, as in the case of the QWERTY keyboard. This process, which is the main characteristic of social networking in Brazil, necessitates not only the use of the Internet and information and communications technologies (ICTs) but also face-to-face contacts for building reputation, legitimacy and trust.

, our knowledge and understanding of the networking process still suffers from several limitations despite the increased attention paid to this phenomenon.

Introduction

In recent years, business opportunities in Brazil have attracted a great deal of interest from Europeans. The management literature cites several factors as heightening this interest. Brazil is increasingly moving towards a market orientation and it has shown moderately high growth rates (5-7% annually) since 2004 (Gupta et al., 2012 forthcoming;[START_REF] Luraschi | Firms, clusters and economic policies in Brazil and India: the case of textile and clothing[END_REF]. Furthermore, the increase in Brazilian GDP and changes in Brazilian society, where the proportion of the population living under good economic conditions is rising, have increased demand for high-quality European products. In addition, upcoming events, including the FIFA World Cup in 2014 and the 2016 Olympic Games in Rio de Janeiro, have highlighted potential business opportunities in several sectors (EIM Business & Policy Research, 2011).

The extant literature on contemporary Brazil and Latin America reflects this evolution while noting its weaker points. Brazil is the world's fifth-largest country in terms of population and geographical area, and it has a diversified and resource-rich economy, with strong agricultural, mining and industrial sectors [START_REF] Da Rocha | The diffusion of exporting in Brazilian industrial clusters[END_REF][START_REF] Hoffmann | Evaluation of competitiveness in ceramic industrial districts in Brazil[END_REF]. Nevertheless, Brazil's participation in global foreign trade is limited, with the low level of exports attributable to several factors, including macroeconomic turbulence, managers' local mindsets and differences among geographical regions [START_REF] Da Rocha | The diffusion of exporting in Brazilian industrial clusters[END_REF]. Moreover, companies wishing to enter the Brazilian market face several constraints including an insufficient transport infrastructure, a lack of education among the local population, excessive bureaucracy and heavy taxation (EIM Business & Policy Research, 2011). In their analysis of UK-based small and medium-sized enterprises (SMEs) exporting to Brazil, Child and Rodrigues (2007, p. 34) argue that "although [it is] one of the four largest emerging economies (the BRICs), Brazil presents potentially high entry barriers to UK firms because of the mutually low familiarity with each country's language and the bureaucratic complexities of the Brazilian regulatory system". However, of the BRICS countries, Brazil appears to be the closest to western countries in cultural terms. [START_REF] Child | The process of SME internationalization: British firms entering Brazil[END_REF] survey of UK SMEs exporting to Brazil highlights the significance of networking as a basis for successful businesses development in Brazil.

Our paper extends the extant literature by investigating the importance of networking in Brazil for Italian and French SMEs. Brazil serves as an interesting and useful case that can deepen our knowledge about this aspect of international business. As highlighted by [START_REF] Jack | Change and the development of entrepreneurial networks over time: a processual perspective[END_REF] and [START_REF] Ruzzier | SME internationalization research: past, present and future[END_REF], our knowledge and understanding of the networking process still suffers from several limitations despite the increased attention paid to the phenomenon. Networks are of critical importance for information dissemination and access to resources and marketsin short, for innovation and economic competitiveness [START_REF] Vonortas | Social networks in R&D program evaluation[END_REF].

More specifically, this paper centres on Italian and French SMEs that have recently enteredor plan to enterthe Brazilian market. In recent years, European SMEs have increasingly focused on the development of their activities overseas, particularly in emerging economies. Latin America, especially Brazil, plays an important role in such growth strategies.

The results suggest that the establishment of social networks [START_REF] Grabher | Networks[END_REF]) is pivotal for successful business activities in Brazil. Social networking can help entrants decipher and understand how society and business work. Notably, the role of social networks is not well understood [START_REF] Zhou | Internationalization and the performance of born-global SMEs: the mediating role of social networks[END_REF]. In Brazil, social networks are built through a path-dependent process that requires time, patience and perseverance, as well as an ability to overcome liabilities of sameness [START_REF] Starr | The assets and liabilities of prior start-up experience: an exploratory study of multiple venture entrepreneurs[END_REF][START_REF] Vasilchenko | The role of entrepreneurial networks in the exploration and exploitation of internationalization opportunities by information and communication technology firms[END_REF]. This process, which is the main characteristic of social networking in Brazil, necessitates not only the use of the Internet and information and communications technologies (ICTs) but also face-to-face contacts for building reputation, legitimacy and trust.

The paper is structured as follows. Section 1, which focuses on the theoretical framework, includes a review of the extant literature dealing with such concepts as the "liability of newness", the "liability of sameness" and the role of networking in business development. Section 2 describes our data and methodology. Section 3 discusses the survey results and provides some concluding remarks.

Theoretical framework

This section focuses on SMEs and their need to build legitimacy in order to offset their liabilities of newness and sameness. A path-dependent process is highlighted as the main factor in foreign SMEs' network creation in Brazil. In addition, this section stresses the pivotal role of network establishment for success in Brazil.

Liability of newness, liability of sameness and the importance of building legitimacy: a pathdependent process in Brazil

The liability of newness [START_REF] Gilbert | New venture growth: a review and extension[END_REF][START_REF] Schwartz | Cooperation patterns of incubator firms and the impact of incubator specialization: empirical evidence from Germany[END_REF] is one of the most important obstacles to the survival and success of a new firm. The liability of newness relates to the high risk of failure that young firms face in the early years of their existence because they lack stable business relationships, as well as reputation and legitimacy in the market [START_REF] Karlsson | Start-ups among university employees: the influence of legitimacy, human capital and social capital[END_REF][START_REF] Schwartz | Beyond incubation: an analysis of firm survival and exit dynamics in the post-graduation period[END_REF]. It takes time to build a reputation, trust and legitimacy [START_REF]Social networks and a new venture's innovative capability: the role of trust within entrepreneurial teams[END_REF]. A stable, effective network must be established in order to overcome initial distrust. In other words, start-ups need to build their personal brands [START_REF] Karlsson | Start-ups among university employees: the influence of legitimacy, human capital and social capital[END_REF] if they wish to be viewed as trustworthy by potential customers and suppliers. For SMEs, networking is particularly important given their resource constraints [START_REF] Vasilchenko | The role of entrepreneurial networks in the exploration and exploitation of internationalization opportunities by information and communication technology firms[END_REF]. In order to establish their own brands, young firms need to create extensive social capital in the form of a network of contacts. In this regard, [START_REF] Anderson | The articulation of social capital in entrepreneurial networks: a glue or a lubricant?[END_REF] describe social capital as both glue and a lubricant in the structure and operation of networks.

Physical proximity is typically viewed as a key factor for building trust and legitimacy through face-to-face contact and daily interaction [START_REF] Audretsch | Regional competitiveness, university spillovers, and entrepreneurial activity[END_REF][START_REF] Porter | Location, competition and economic development: local clusters in a global economy[END_REF][START_REF] Saxenian | Regional advantage: culture and competition in Silicon Valley and Route 128[END_REF]. However, the diffusion of the Internet and ICTs [START_REF] Benghozi | The Internet of Things, What Challenges for Europe?[END_REF] has diminished the importance of physical proximity for communication [START_REF] Boschma | Proximity and innovation. A critical assessment[END_REF][START_REF] Cairncross | The Death of Distance: How Communications Revolution Will Change Our Lives[END_REF][START_REF] Warf | Telecommunications and the clustering geographies of knowledge transmission in the late 20th century[END_REF]. Today, network technologies and new business models influence company strategies, and virtual agglomeration through Internet connections is increasingly viewed as important. As stressed by Papagiannidis et al. (2009, p. 216), "relationships are now often initiated via various channels on the Internet without prior face-to-face interaction".

Nevertheless, even though networking technologies have become a key factor in overcoming distance, the building of trust and legitimacy still requires personal contact. Such contact is particularly important for creating a bundle of networks "through a path dependent process and is therefore idiosyncratic and difficult to imitate and is a subject of immobility, immitability and nonsubstitutional" [START_REF] Lofsten | R&D networks and product innovation patternsacademic and non-academic new technology-based firms on Science Parks[END_REF]Lindelof, 2005, p. 1028). Qian et al. (2010, p. 500), who focus on the role of social networks in Chinese enterprises, highlight that "social networks are characterized by inimitability and non-substitutability". These authors also argue that "the formation of social networks usually relates to a specific historic context and with the attribute of path dependency, which makes it hard for competitors to imitate or substitute" (Qian et al. 2010, pp. 508-509).

Path dependence, in which initial decisions determine the trajectory, seems to be a key factor in Brazil, as suggested in the literature on Brazilian clusters [START_REF] Da Rocha | The diffusion of exporting in Brazilian industrial clusters[END_REF][START_REF] Meyer-Stamer | Path dependence in regional development: persistence and change in three industrial clusters in Santa Catarina, Brazil[END_REF]. The most well-known example is found in the history of the QWERTY keyboard [START_REF] David | Clio and the Economics of QWERTY[END_REF]. Technological choices occasionally lead to second-best solutions that are resistant to subsequent changes because of lock-in effects arising from random events early in the process. As explained by [START_REF] Meyer-Stamer | Path dependence in regional development: persistence and change in three industrial clusters in Santa Catarina, Brazil[END_REF], p. 1496), "lock-in and path dependent development occurs because it is not sensible for agents to consider all possible alternatives all the time". More generally, "path-dependence defines the set of dynamic processes where small events have long-lasting consequences that economic action at each moment can modify yet only to a limited extent" (Antonelli, 1997, p. 643-644).

According to [START_REF] Hakansson | Path dependence: restricting or facilitating technical development?[END_REF], path dependence may exist in several forms, also as a combination of "new crossroads" of it, with consequent movement and friction. [START_REF] Mueller | First-mover advantages and path dependence[END_REF] links path dependence to first-mover advantages related to demand and supply factors. In Brazil, path dependence seems to take several forms. More specifically, it is linked to a process that is headed by informal networks, especially social networks and personal contacts. Figure 1 provides a snapshot of the keywords involved in the path-dependent process of network creation in Brazil.

Fig. 1: "Keywords" in the path-dependent process in network establishment in Brazil

The network-establishment process reflects the kinds of relationships needed to ensure success in Brazil. Notably, a firm needs to establish formal and informal networks to be successful. Notably, informal networks are necessary for the creation of formal networks. In this regard, when examining the necessity of geographical proximity in innovation networks in the era of globalization, Rallet and Torre (1999, p. 375) argue that:

ICT can be used to support informal relationships. For instance, the practice of computer conferencing or e-mail does not replace face-to-face meetings but creates new kinds of social contact and even interpersonal relationships between persons who are physically distant. ICT increase access to new people, provide individuals with new opportunities of contact and facilitate social networking by weakening social, spatial and temporal barriers … However it must be repeated that ICT do not eliminate the need for face-to-face meetings. It generates a dynamic complementarity between face-to-face meetings and distant coordination.

In summary, social networks and path dependence are key elements of business in Brazil. In a revisitation of the Uppsala internationalization process model, [START_REF] Johanson | The Uppsala internationalization process model revisited: from liability of foreignness to liability of outsidership[END_REF] stress the role of "working relationships" for new knowledge development. Such working relationships include the informal processes linked to significant personal involvement and trust building. They suggest that "the larger the psychic distance, other things being equal, the more difficult it is to build new relationships. This is the effect of the liability of foreignness" (2009, p. 1414). This is evident in the Brazilian business context, where long-lasting working relationships must be established to allow for trust building through a path-dependent process in which "network creation" is the condicio sine qua non.

The liability of sameness relates to overconfidence in starting a new venture. It arises when an entrepreneur is reluctant to change from a strategy that has been successful in the past, even if conditions have changed [START_REF] Starr | The assets and liabilities of prior start-up experience: an exploratory study of multiple venture entrepreneurs[END_REF][START_REF] Vasilchenko | The role of entrepreneurial networks in the exploration and exploitation of internationalization opportunities by information and communication technology firms[END_REF]. Companies wishing to enter the Brazilian market need to overcome their liability of sameness. In this regard, a networking process that encompasses specific activities linked to the peculiarities of Brazil is essential, even if it may be considered a second-best solution, as in the case of the QWERTY keyboard.

Given these considerations, we can assume that reputation, legitimacy and trust must be built through a pathdependent process of informal networking, a process that requires time, perseverance and patience rather than taking the risk of trying something completely different. This well-established behavioural process necessitates face-to-face contact, at least in the initial phase. ICTs can be utilized to complement face-to-face contact in the second phase, as shown by [START_REF] Zhou | Internationalization and the performance of born-global SMEs: the mediating role of social networks[END_REF] for China. The establishment of social networks is pivotal for success in Brazil, as highlighted in the following section. The subsequent presentation of the results of our survey of Italian and French SMEs confirms the importance of the different phases of this process.

The pivotal role of networking in Brazil

Networks are recognized as essential elements of the entrepreneurial process and the network perspective has received considerable interest in recent years. Several investigations have focused on whether the social connections between entrepreneurs and their environments facilitate or constrain entrepreneurship [START_REF] Bhagavatula | Managing networks for entrepreneurial success: academic perspective[END_REF][START_REF] Jack | Change and the development of entrepreneurial networks over time: a processual perspective[END_REF][START_REF] Klyver | Gender differences in entrepreneurial networks: adding an alter perspective[END_REF]. [START_REF] Birley | The role of networks in the entrepreneurial process[END_REF] offers one of the seminal works in this field. The author investigates the role of formal and informal contacts in UK entrepreneurship, and finds that informal contacts, such as friends, play a more important role than formal contacts, such as banks and business centres, in mobilizing resources. [START_REF] Aldrich | Entrepreneurship through social networks[END_REF] provide a formal definition of networks of social relations embedded in entrepreneurship that highlights their complexity. According to these authors, such networks encompass a variety of actors, including acquaintances, friends, customers and suppliers. Informal contacts are often assumed to play a central role in the success of enterprises. In this regard, [START_REF] Ibarra | Personal networks of women and minorities in management: a conceptual framework[END_REF] notes that informal networks of relationships tend to be much broader than formal networks, and that useful networks include a balance of strong and weak ties (see also [START_REF] Granovetter | The strength of weak ties: a network theory revisited[END_REF].

The effective use of networks is pivotal for the internationalization process because they enable companies to overcome barriers arising from geographical distance, and different rules and cultures. Moreover, the human-capital resources embedded in networks are of great significance in the internationalization of SMEs. Along these lines, Kenny and Fahy (2011, p. 545) suggest that "SMEs in general would benefit from programs that help to develop entrepreneurial skills, expertise and networking capabilities". In other words, "networks can be an effective vehicle through which global commercialization of innovation is enabled, first through access to international markets and second by being the means through which firms are better positioned to identify and respond to potential opportunities in the global marketplace" (Vasilchenko and Morrish, 2011, p. 90).

In the literature on entrepreneurship in developing countries, considerable attention has been paid to social networks developed through personal relationships, which are viewed as a key factor for entrepreneurial success [START_REF] Egbert | Business success through social networks? A comment on social networks and business success[END_REF][START_REF] Vasilchenko | The role of entrepreneurial networks in the exploration and exploitation of internationalization opportunities by information and communication technology firms[END_REF]. [START_REF] Danis | Are social networks more important for new business activity in emerging than developed economies? An empirical extension[END_REF] define social networks as the group of social contacts/relations that a person may leverage during the process of creating a new firm. They argue that social networks are more important for new business activity in emerging countries than in developed economies. Zhou et al. (2007, p. 674) suggest that social networks are "broadly defined as a web of personal connections and relationships for the purpose of securing favours in personal and/or organizational action". Sorenson (2003, p. 515) states that "social networks influence the geographic distribution of industries because networks do not randomly link individuals". Social networks can provide access to valuable resources, including information, funding, skills, knowledge, advice and social legitimacy [START_REF] Klyver | Gender differences in entrepreneurial networks: adding an alter perspective[END_REF]. [START_REF] Sorenson | Social networks and industrial geography[END_REF] analyses the role of social networks in the two stages of new business creation: opportunity identification and organization building. Notably, the author argues that:

In emerging industries, knowledge of the existence of the enterprise itself may elude attention in the media. Our potential entrepreneur, hence, will only consider these ventures if she knows someone in the business, either directly or through an acquaintance. Even in more mature lines of business, much of the information necessary to assess the potential value of an opportunity only exists privately. (Sorensen 2003, p. 516) In short, social networks are characterized by personal ties and connections built upon trust and closeness. They are an important tool for obtaining information about entrepreneurial opportunities [START_REF] Ruzzier | SME internationalization research: past, present and future[END_REF]. [START_REF] Coleman | Social capital in the creation of human capital[END_REF] views networking as an effective method for acquiring important information that would be expensive to acquire in the absence of a network. In addition, access to local market information available through personal or business contacts may reduce the uncertainties associated with entering a new market [START_REF] Vasilchenko | The role of entrepreneurial networks in the exploration and exploitation of internationalization opportunities by information and communication technology firms[END_REF].

Recent literature has suggested that networking plays a particularly vital role in Brazil. [START_REF] Sarada | The success of entrepreneurial networks: evidence from Brazil[END_REF] find that new firms with higher network concentrations are more likely to survive. [START_REF] Assis-Dorr | Social networking as an enabler of change in entrepreneurial Brazilian firms[END_REF], who focus on social networking and organizational learning in relation to market orientation in Brazil, find that networking plays a key role in Brazilian incubator structures. Along these lines, Chandra and Fealey (2009, p. 69) recently stressed that "with over 400 incubators, the Brazilian incubation market is counted as the 4 th largest in the world after the United States, Germany and China. Regional and national incubator networks in Brazil are highly evolved". Furthermore, the Orkut social networking website is one of the most visited websites in Brazil. It has been fully managed and operated in Brazil since 2008. As Child and Rodrigues (2007, p. 41) state, "studies of Brazilian culture portray it as strongly oriented toward sociability and inter-personal relationships. It is also characterized by high levels of conflict avoidance and ambiguity. These features reinforce the need to conduct business transactions on a basis of personal liking and trust".

Other key factors that make networks vital to business success in Brazil include a reliance on informal channels of information, the country's significant geographical size and language barriers. As stressed by Child and Rodrigues (2007, p. 42):

Acceptance into local Brazilian networks can open the doors to valuable advance commercial information that would otherwise not be forthcoming, or at least in good time, because of the informal way in which much business is initiated … It is also difficult to overcome the challenges of language and trust in Brazil without personal mediation through a local employee or agent. Brazil's sheer geographical size and urban dispersion can also make it very difficult for foreign SMEs to establish contacts with relevant business networks without local help. This is confirmed by the more general argument that "since much of the relevant information only exists privately, awareness of potentially profitable opportunities requires connections to those with the pertinent knowledge, typically those currently engaged in business in a particular industry" (Sorenson 2003, p. 514). In an extension of this argument, [START_REF] Zain | The Impacts of Network Relationships on SMEs' Internationalization Process[END_REF] show that an SME in the software industry used its network relations to reduce the costs and risks associated with the internationalization process.

Given this discussion, our analysis investigates the role of networking for Italian and French SMEs wishing to enter the Brazilian market. We carefully analyse primary data gathered through a questionnaire survey. The results highlight the importance of social networking in Brazil. Such networking must be based on a path-dependent process that requires time, patience, perseverance and an ability to overcome the liability of sameness.

Methodology and results

This section describes the methodology used for investigating the role of networks in doing business in Brazil as well as the main results. The data were gathered from interviews with 21 Italian and 24 French SMEs undertaken between June and August 2012.

2.1

Methodological insights In early 2012, the Centre d'Etudes et de Recherche Amérique Latine Europe (CERALE) launched a study of the internationalization of French SMEs to Mexico. After this successful experience, CERALE extended the study to cover the internationalization of SMEs of several European countries, including Italy, France and Spain, to Brazil. The research team comprised academics with diverse backgrounds located in Turin (Italy), Paris and Madrid. As the Spanish investigation was constrained by difficulties in contacting potential SMEs as a result of the economic crisis that started in 2008, this analysis focuses exclusively on French and Italian SMEs active in the Brazilian market or wishing to enter the market in the months after the survey.

The problem of identifying a suitable sample of companies was addressed in the first step. In this regard, local institutions focused on international markets outside the EU, such as chambers of commerce and incubators, provided assistance. SMEs often use chambers of commerce when dealing with foreign countries, and chambers of commerce sometimes serve as intermediaries between SMEs and local institutions in foreign countries. Incubators are often used to collaborate on international projects involving EU and non-EU countries. Furthermore, their involvement in international networks can enable them to help SMEs with their international ambitions. These institutions offered to directly contact SMEs on their lists that were active in or wishing to enter the Brazilian market. Therefore, the list of potential SMEs for inclusion in our investigation was created by these institutions in May and June 2012. Of these, 21 Italian and 24 French SMEs agreed to participate in the survey. Unfortunately, due to privacy concerns, the local institutions were only able to provide the list of SMEs that had agreed to participate in our survey rather than the full list of potential participants. Nevertheless, all of the companies in our sample provided not only complete answers to all questions in the questionnaire but also additional comments that may serve as useful starting points for future research and public policy improvements.

As highlighted by [START_REF] Jack | Change and the development of entrepreneurial networks over time: a processual perspective[END_REF] and [START_REF] Anderson | The articulation of social capital in entrepreneurial networks: a glue or a lubricant?[END_REF], qualitative studies are preferable for investigating certain phenomena, such as networks. Along these lines, a survey was carried out from June through August 2012. A questionnaire was prepared, and each company either received and responded to the questionnaire by email or participated in a telephone interview. The companies' sectors varied widely, which improved the representativeness of the sample [START_REF] Jack | Change and the development of entrepreneurial networks over time: a processual perspective[END_REF]. The questionnaire included multiple-choice questions to which participants were asked to respond, usually using a five-point Likert scale. Some open-ended questions were included in order to collect suggestions from respondents. Respondents were typically company presidents, CEOs or exportdepartment managers with experience in the Brazilian market.

The questionnaire was built on the basis of the authors' experience from previous investigations focused on research spin-offs and SMEs. One of the authors undertook a questionnaire-based investigation of Italian research spinoffs for her PhD thesis in 2008 (see, e.g., [START_REF]Are science parks and incubators good "brand names" for spin-offs? The case-study of Turin[END_REF]Benghozi and[START_REF] Benghozi | Are traditional industrial partnerships so strategic for research spin-off development? Some evidence from the Italian case[END_REF]. The other two authors have studied the internationalization of French SMEs to Mexico (Pinot de Villechenon andLópez Rizzo, 2012, 2013). These experiences provided vital insight into building an effective and efficient questionnaire. The length of the survey was checked carefully, and the content was discussed and agreed upon by all team members. The questionnaire was divided into five sections: 1) general information about the company, with questions regarding the business sector, the year of foundation and turnover; 2) the internationalization process, with questions about the history of the company's internationalization process and its main reasons for entering the Brazilian market; 3) perceptions of the Brazilian market, with questions focused on the difficulties associated with approaching this market; 4) barriers in the Brazilian market, with questions concerning the factors affecting business in Brazil; and 5) success and failure factors in Brazil, which included questions about the importance of relationship building, such as "Did you build specific networks/relationships with local actors?" and "Do you think that it is important to build local networks/relationships to ensure success in your business in Brazil?". The final section is the focus of this paper given the unexpected results concerning the key role played by relationship building, which was essentially "social networking".

Survey results

The sectors in which the 21 Italian and 24 French SMEs were active varied widely. More than half of the Italian companies were active in the manufacturing sector (12 companies), while most of the French enterprises were active in the consulting (10), ICT (4) and environmental (3) sectors, according to the Ateco 2007 classification. In terms of company age, 14 of the Italian companies were founded before 2000, while the rest were established between 2001 and 2010. Of the French sample, 14 enterprises were created before 2000, while 10 were founded between 2001 and 2011.

Slight differences were evident in the level of turnover. More than 40% of the Italian companies and 33% of the French companies had turnover between EUR 2 million and EUR 10 million in 2012, while 19% of the Italian and 33% of the French companies had turnover between EUR 10 million and EUR 50 million. In addition, 14% of the Italian companies and 8.5% of the French companies had turnover of EUR 1 million to EUR 2 million. The remaining companies had turnover below these levels (see Annex for details).

The results indicate that the majority of the companies were experienced on the international market (see Annex), especially in Brazil. At the time of the survey, 9 of the Italian companies were already operating in the Brazilian market, while the other 12 were planning to enter within two years. Of the nine companies working on the Brazilian market, three were established in the 1990s, while the others were established in the year 2000 or later. In the French sample, 20 SMEs were already operating in the Brazilian market (2 entered the market in the late 1990s, while the other 18 entered it in 2000 or thereafter). Four of the French companies were planning to enter the Brazilian market in 2013. The Brazilian states in which these SMEs had decided to invest were São Paolo (4 Italian, 12 French), Rio de Janeiro (1 Italian, 4 French), Minas Gerais (2 Italian), Parana (2 Italian), and areas near São Paolo or Rio de Janeiro (4 French).

When asked about the main reasons for entering the Brazilian market, similar answers were provided by the Italian and the French SMEs (see Annex for details). Both groups viewed Brazil as a strategic market with business opportunities in many sectors (Figure 2). For example, an Italian company active in the food industry argued that "Brazil will have impressive opportunities to grow and develop in the coming years, and we have noticed an interest in our products". In short, the respondents indicated that they were "interested in the Brazilian market because it is an emerging market, which means new business opportunities". The main method of entry adopted or expected to be adopted by Italian SMEs was exports, followed by the establishment of a subsidiary and the employment of an agent. The great majority of French SMEs were present in the Brazilian market via a subsidiary, while few French firms were exporting to Brazil (see Annex for details).

When asked about the importance of the Internet and ICTs in facilitating the internationalization process, more than 80% of the Italian and 92% of the French respondents indicated that these were valuable tools. More specifically, the Internet was viewed as important for product and company presentation, and for maintaining contact with customers. One French CEO argued: "The Internet contributes significantly to increasing the visibility of our brand in Brazil, as it allows us to upload our product catalogue to the 'net'".

However, more than 90% of the Italian and 70% of the French SMEs viewed Brazil as a difficult market to access, mainly because it is relatively closed, and has high import taxes, extensive bureaucracy and different rules. In this regard, a French CEO stated that "Brazil is a very protectionist country where everything has been developed to complicate the activities of foreign enterprises and protect local firms".

Figure 3 shows the mean values (on five-point Likert scales) for respondents' perceptions of different factors associated with the Brazilian market, such as geographical distance, rules and bureaucracy. The results show that the most important constraint for both Italian (4/5) and French (4.5/5) enterprises was bureaucracy, which was viewed as having "high" to "very high" importance. Italian SMEs viewed geographical distance (3.9/5) and rules (3.8/5) as an issue with "medium" to "high" importance, while geographical distance (2.8/5) and rules (2.8/5) were perceived as having "little" to "medium" importance among French SMEs. Furthermore, French SMEs viewed cultural distance as a constraint of "medium importance" (3/5), while for Italian SMEs this was a matter of "little" importance (2.1/5). At the same time, Italian companies viewed geographical distance as more important than French SMEs. Another interesting finding was that language difficulties, political instability, corruption and safety issues were attributed "little" to "medium" importance, with means of 2.4 to 3.2. When asked about barriers to performance in the Brazilian market (Figure 4), administrative procedures (France 4.2/5; Italy 3.4/5), transportation costs (France 3.3/5; Italy 3.5/5), legal constraints (France 3.8/5; Italy 3/5) and a lack of qualified staff (France 3/5: Italy 3.2/5) were factors that both the French and Italian firms viewed as influential. The mean for the exchange rate (EUR-BRL) was lower (France 2.3/5; Italy 2.7/5) than the mean for lack of time (France 3.3/5; Italy 2.9/5) or lack of capital (France 3.1/5; Italy 2.8/5). In addition, international standards were viewed as a matter of "little" importance by French SMEs (1.9/5), while this factor had "medium" importance among Italian companies (2.9/5). In addition, the SMEs highlighted several factors vital to success in Brazil, including local production (to avoid import taxes), local networks and relationships, a local partner, and high-quality products. One Italian CEO stated that in order to be successful in Brazil, a company needs to "build local networks and relationships; know the peculiarities of the market; and study and understand the legal, economic and cultural aspects of the market". A French CEO stated that "in order to enter the Brazilian market, you need money and patience, as well as a clear understanding of local culture and good partnerships". The SMEs also cited several factors that contribute to failure in Brazil: an inability to build contacts or to produce locally, a belief that entering the market and getting in touch with local firms will be easy, a reliance on a European cultures, low-quality products, and an overestimation of the likelihood of success. As stressed by an Italian respondent, "in reality, an entrance into the Brazilian market should rely on a serious and gradual approach that aims to achieve a reasonable and impartial level of confidence before any commitment is made".

When asked about the impact of several factors on the progress of their businesses in Brazil (Figure 5), the Italian and French enterprises stressed that size of the Brazilian market for their sector (French 4.8/5; Italian 3.8/5), and the capacity to introduce product and service innovations (French 4.1/5; Italian 3.8/5) were the most valuable elements. Access to financing (French 2.1/5; Italian 2.7/5) and support from public institutions (French 2.8/5; Italian 2.6/5) were attributed "little" to "medium" importance. Similarly, most Italian SMEs had network relations (17/21) and almost all of the respondents affirmed that networks were important in Brazil. The respondents specified that networks are important because it is difficult to be active in Brazil without a local partner; Brazil is a geographically large country, meaning that only local distributors can directly visit potential customers; and local people have a better understanding of the Brazilian business environment, know the market, and have better connections with local institutions and politicians. In short, as stated by one Italian respondent, "contacts in local networks are fundamental because those contacts have direct knowledge of the business aspects in their country". A French CEO argued that "the flamingo club, the tennis club in Lagõa, restaurants … you need to be there in order to meet the right people and get precious information". Another respondent said: "You need to get into the network. That is the way the Brazilian CEOs work. They do business by networkingby mixing personal and professional links. This is hard for Europeans to understand". Networking was also viewed as useful for understanding the rules of the country (e.g., regulations and bureaucracy): "A good network helps one to foresee opportunities and threats in the sector, and to better anticipate changes, such as changes in fiscal, administrative and migration regulations". On a general level, networking helps to build trust: "Trust is crucial, especially for SMEs, for which time is a scarce resource. Networking is key for saving time".

Discussion and concluding remarks

Network ties are recognized as vital for SMEs' internationalization. They enable the identification of global market opportunities, and the extension of connections through trust-based interpersonal relationships and social contacts [START_REF] Zhou | Internationalization and the performance of born-global SMEs: the mediating role of social networks[END_REF][START_REF] Johanson | The Uppsala internationalization process model revisited: from liability of foreignness to liability of outsidership[END_REF]. As [START_REF] Johannisson | Personal networks in emerging knowledge based firms: spatial and functional patterns[END_REF][START_REF] Johannisson | Networking and entrepreneurial growth[END_REF] indicates, context and social interaction seem to be particularly important for the development of entrepreneurial networks in Brazil. Throughout our interviews, the concept of networking was prominent in CEOs' perceptions. Some used the expression "social network" [START_REF] Child | The process of SME internationalization: British firms entering Brazil[END_REF][START_REF] Sorenson | Social networks and industrial geography[END_REF], while others discussed "personal networks" [START_REF] Edwards | How Smaller Born-Global Firms Use Networks and Alliances to Overcome Constraints to Rapid Internationalization[END_REF]. Some respondents viewed networking as having both formal and informal sides [START_REF] Coviello | Internationalization of Service SMEs: An Integrated Perspective from the Engineering Consulting Sector[END_REF]. A complex reality that covers relationships ranging from "personal contacts" (e.g., a sporting club or a churrasco, which is a Brazilian barbecue party) to more professional networks (e.g., Rotary or the Chamber of Commerce) lies behind this semantic proliferation.

The role of networking in Brazil can be explained using the words of Jack et al. (2008, p. 130): "the network becomes a structural, an integral but adaptive element of the entrepreneurial process. Moreover, the network acts as an organizing and governing mechanism which provides identity, meaning and resources to its member entrepreneurs". More recently, [START_REF] Lee | Open innovation in SMEs-An intermediated network model[END_REF] highlighted the importance of well-constructed and managed networks for SMEs wishing to successfully enter wider markets and acquire complementary resources.

Similar to [START_REF] Child | The process of SME internationalization: British firms entering Brazil[END_REF] findings related to UK SMEs exporting to Brazil, our analysis reveals that Italian and French SMEs are attracted to the Brazilian market because it is perceived as a source of significant opportunities for market expansion. [START_REF] Zain | The Impacts of Network Relationships on SMEs' Internationalization Process[END_REF] suggest that network relations "could be useful" for overcoming obstacles to internationalization, such as bureaucracy. This is important, as most of the SMEs surveyed here mentioned bureaucracy and administrative procedures as obstacles to their international operations in the Brazilian market. This view is confirmed by Danis et al. (2011, p. 403), who state that "aspiring entrepreneurs may compensate for regulatory and normative burdens by leveraging their membership in associational networks for business purposes". This aspect is of particular importance in emerging countries like Brazil, where institutional environments are not yet firmly established. Along these lines, [START_REF] Danis | Are social networks more important for new business activity in emerging than developed economies? An empirical extension[END_REF] examine the interplay between social networks and institutional factors in affecting new business activities in emerging and developed economies. They provide empirical evidence of a context-specific substitution effect, in which social networks act as a substitute for weak and unfavourable institutional conditions. As our study shows, this "substitution effect", which takes the form of a path-dependent process, is evident to some extent in Brazil. In summary, some type of homophily theory [START_REF] Klyver | Gender differences in entrepreneurial networks: adding an alter perspective[END_REF] appears relevant for network development in Brazil, as similar beliefs, values and activity attributes play key roles in the building of trust and relationships. In the survey undertaken by [START_REF] Child | The process of SME internationalization: British firms entering Brazil[END_REF], 72% of the SMEs analysed stressed the importance of networking for companies entering the Brazilian market. Similarly, almost all of the respondents in our survey viewed networks as a vital tool for doing business in Brazil. Networks are important not only for building a reputation but also for collecting the right information, gathering knowledge about the Brazilian market and understanding local needs. Therefore, networks are vital for companies wishing to understand how to approach a potential business idea. One respondent even argued that "is not possible to enter the Brazilian market without local networks".

These findings deepen our understanding of the importance of networking in Brazil and suggest potentially useful policy improvements. As Sorenson (2003, p. 525) states, "policymakers might enjoy greater success by seeding the pollination process through the recruitment of one or more successful companies to the region to 'fertilize' the area. Once the entrepreneurial process has started, it may become self-sustaining". In terms of this "pollination process", social networking is not only the most important factor for entrepreneurialism in Brazil, but it can also be improved and guided by local Brazilian institutions and by European regions wishing to enter this market. In this regard, local institutions should create a policy network, which "exists when several public and private organizations jointly work towards the realization of a common objective and when strong interdependencies exist among them" (Goldstein and Glaser, 2012, p. 161). The common objective would be the rapid realization of business projects with a greater likelihood of long-lasting success.

In their discussion of the impact of globalization on the competitiveness of firms, especially SMEs, in lessdeveloped countries, [START_REF] Awuah | Impact of globalization: The ability of less developed countries' (LDCs') firms to cope with opportunities and challenges[END_REF] argue that establishing relationships with governmental and nongovernmental institutions is key for accessing resources, ensuring innovation and entering foreign markets. The results of our investigation suggest that the establishment of social networks, especially informal networks in various formats (e.g., social capital, face-to-face contacts), is essential for successfully entering the Brazilian market. These networks must be built on the basis of non-governmental institutions, and enable the eventual establishment of formal contacts with governmental institutions. This path-dependent process has several constraints, including the liabilities of newness, foreignness and sameness that usually characterize SMEs entering new markets with different cultures and habits. It is a time-consuming process that requires patience and perseverance, as clearly underlined by the French and Italian interviewees. However, it seems to be the most successful way to enter the Brazilian market.

In conclusion, this study makes several contributions to the extant literature. First, we show that as Brazil is a complex country, social networking can help entrants decipher and understand how society and business work. Second, social networking is pivotal not only for entering the Brazilian market but also for longer-term success. Therefore, it is an essential element of the knowledge needed for starting a business. Social networking helps in the identification of stakeholders, such as clients and suppliers, and in the reduction of risks associated with excessive regulation, which is subject to frequent change. This process requires time, perseverance and patience, as well as serious intentions. All of these factors are vital for trust, legitimacy and reputation building. Third, our study shows that even though Italian and French SMEs benefit from the fact that their cultures are relatively close to the Brazilian culture, they face numerous obstacles: bureaucracy, legal constraints, rules and standards, transportation costs arising from geographical distance, and administrative requirements. In this context, a path-dependent process in which informal contacts are used to overcome the liability of sameness may play a key role. This path-dependent process is the main characteristic of socialnetwork building in Brazil, and it is characterized by the use of the Internet and face-to-face contacts.

As highlighted by our results, social networking is an essential pillar of successful business initiatives in Brazil. As a consequence, entrepreneurs with potentially interesting ideas for doing business in Brazil must take the pivotal importance of these factors into account and build their business strategies in partnership with local institutions. Although we cannot assume that this is the best solution, alternatives and solutions developed in the future are unlikely to replace this path-dependent process. In this regard, future research could fruitfully investigate whether networks operate in similar ways in other developing countries and compare the situations in other developing to the context of developed countries. The results of our analysis serve as a first step, but the unexpected results point to the possibility of deepening our understanding of the important role played by informal and formal networks. 
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Annex: French and Italian companies: descriptive features SME number

  The Brazilian market has characteristics similar the the Italian one for finance and banking activities. Enlarge the market by creating a joint-venture with other local firms in the same sector, creating a branch for personal loans and other financial products. Limited Liability Partnership / PLC: Public Limited Company / Ltd: Limited Company / LLC: Limited Liability Company / EURL: Unipersonal Limited Enterprise (it's a French status for entrepreneurs) ** E: Exports / A: Agent / S: Subsidiary / F: Factory

		Independent or subsidiary	Legal status*	Year founded	First international activity	Turnover Level	Share Exports	Number of employees	Manager's Educational Background	Language spoken	Experiences abroad	Other Latin-American Markets	Key influences to target the Brazilian market	International strategy**	Networks important in Business?	Did you build networks with local actors?
	F1	Independent	LLC	2011	2011	0.5 million €	30	3	M.B.A.	4	Yes	Looking to Brazil and Colombia	Interested in Brazil for the potential of their product in that market	S	Yes	Yes
	F2	Subsidiary	LLP	1991	1991	N.R.	95	215	Bachelor	4	Yes	Chile, Argentina	Client followership, market opportunity (e.g. increasing middle-class in Brazil)	E + A + S	Yes	Yes
	F3	Independent	LLC	2002	2003	1 million €	15	12	Bachelor	3	No		Client followership, listen carefully their needs for providing what they want	E + S	No	Yes
	F4	Independent	LLP	2001	2001	3 million €	100	20	M.A.	4	Yes		Increase operation locations (e.g. through partnerships)	S	Yes	No
	F5	Independent	PLC	1996	2001	N.R.	50	80	M.A.	4	Yes		Enlarge market, increase the turnover	E + A	Yes	Yes
	F6	Independent	LLP	1987	1987	4.5 million €	45	12	Bachelor	4	Yes		Enlarge market, diversification of the operations	E + S	Yes	Yes
	F7	Independent	LLP	1961	2005	5 million €	60	40	M.A.	4	Yes	Brazil, Colombia, Peru, Ecuador	Enlarge market, diversification (e.g. their product is very specific)	A	Yes	Yes
	F8	Independent	PLC	1990	1990	8 million €	50	26	M.B.A.	4	Yes	Brazil, Argentina	Searching markets in expansion (e.g. where environmental issues are IN)	E + S	Yes	Yes
	F9	Independent	EURLs	2008	2008	0.5 million €	90	1	M.B.A.	5	Yes	Brazil, Mexico		S + F	Yes	Yes
	F10	Independent	LLP	1998	1998	6 million €	75	45	M.B.A.	3	Yes		Client followership, opportunity to exploit their know-how in new markets	E + S	Yes	Yes
	F11	Independent	PLC	1985	1991	15 million €	20	110	Bachelor	6	Yes		Client followership	S	Yes	Yes
	F12	Subsidiary	LLP	1999	2005	0.75 million € 100% Brazil	7	M.A.	4	Yes		Market opportunity	S	Yes	Yes
	F13	Subsidiary	PLC	1991	1991	2-10 million €	45	69	Ph.D	3	Yes	Brazil, Panama, Costa Rica	Searching market opportunities for specific projects (e.g. oil sector)	E + S	Yes	Yes
	F14	Independent	PLC	1999	2001	100 million €	90	500	M.A.	4	Yes	Chile, Ecuador, Argentina, Mexico, Colombia, Venezuela		S	Yes	Yes
	F15	Subsidiary	LLC	2007	2011	23.5 million €	0	36	Bachelor	4	Yes			A + S	Yes	Yes
	F16	Subsidiary	Ltd.	2010	2010	0.5 million €	0	2	Bachelor	4	Yes		Client followership	S	Yes	No
	F17	Subsidiary	Ltd.	1985	1985	10-50 million €	2	500	Bachelor	4	Yes		Client follwership, enlarge market	S	Yes	Yes
	F18	Subsidiary	Ltd.	2008	2008	0.75 million € 100% Brazil	5	M.B.A.	5	Yes		Market opportunity (e.g. luxury market in expansion)	N.R.	Yes	Yes
	F19	Independent	LLC	2003	2009	30 million €	25	250	Bachelor	5	Yes	Brazil, Chile		S	Yes	Yes
	F20	Independent	LLP	2008	2008	N.R.	100	36	M.A.	4	Yes			S	No	No
	F21	Independent	LLP	1999	2007	1.75 million €		21	M.A.	4	Yes		Exporting in process	E + S	Yes	Yes
	F22	Subsidiary	Ltd.	2007	2007	0.5 million €	100	15	Ph.D	3	Yes			S	Yes	Yes
	F23	Independent	PLC	1878	1878	2-10 million €	48	28	M.B.A.	2	Yes		Enlarge market	A	Yes	Yes
	F24	Subsidiary	LLC	1972	1978	20 million €	55	80	M.A.	3	Yes		Enlarge market	S	Yes	Yes
	I1	Independent	PLC	1947	1950	10-50 million €	70%	130	Bachelor	6	Yes	Argentina, Chile, Venezuela	Big and important market	E + A + S	Yes	Yes
	I2	Independent	PLC	1936	1980	2-10 million € 4 millions €	25	M.B.A.	3	Yes	Colombia, Argentina, Chile	Large potential and opportunities for our equipments	E + A + S	Yes	Yes
	I3	Subsidiary	PLC	1972	1980	200 millions €	65%	993	Bachelor	2	Yes	Argentina, Mexico		S	Yes	Yes
	I4	Independent	PLC	1996	Stand by	2-10 million €	0%	6	Bachelor	3	Yes	Bolivia	Emerging market which means new business opportunities	S	Yes	Yes
	I5	Independent	Ltd	2002	2012	0.5 million €		2	Bachelor	5	Yes		Situation of Italian market and prospective of Brazilian market	S	Yes	Yes
	I6	Independent	LLP	1996	2007	0.5 -1 million €	10%	14	Ph.D	3	No		To improve our turnover and increase our business	S + F	Yes	No
	I7	Independent	LLP	1901	1985	2-10 million €	10%	30	Bachelor	2	Yes		Brazil has great possibilities of grow and development in the future years, and we have noticed an interest in our products	E	Yes	Yes
	I8	Independent	LLP	2009	Stand by	0.5 -1 million €	0%	6	Ph.D	3	No		Biotech regenerative medicine market strongly growing in Brazil	N.R	No	No
	I9	Independent	PLC	2001	2001	2-10 million €	3	24		3	Yes			N.R	Yes	Yes
	I10	Independent	Ltd	1991	1998	10-50 million €	N.R.	110	Bachelor	4	Yes	Cuba, Rep. Dominicana, Paraguay, Ecuador, Venezuela		S	Yes	Yes
	I11	Independent	PLC	1973	1980	10-50 million €	20	92	Bachelor	3	Yes	Mexico	To follow one of our existing customers	S + F	Yes	Yes
	I12	Independent	PLC	2010	2010	1-2 million €	40%	17		3	Yes		Basically due to a Brasilian project in which we were engaged in San Paolo and we developed new business opportunity in the local market	F	Yes	Yes
	I13	Independent	LLP	2005		2-10 million €	N.R.	110	Bachelor	3	Yes			S	Yes	Yes
	I14	Independent	PLC	1902	N.R.	1-2 million €	N.R.	over 5000	M.B.A.	3	Yes	Argentina, Uruguay, Paraguay, Bolivia, Colombia, Chile, Venezuela, Costa Rica.		E + A	Yes	Yes
	I15	Independent	LLP	1991	1992	1-2 million €	60%	10	High School	2	Yes	Mexico	We supply automotive companies and Brazil became an important player in this market	E	Yes	No
	I16	Independent	PLC	1950		2-10 million € 5 millions €	30	Bachelor	3	Yes		We do not have a personal product, we work on the supplier drawing; for this reason we do not enter directly on the Brazilian market	N.R.	No	Yes
	I17	Independent	PLC	1986	1990	2-10 million € 1 million €	25	M.A.	4	Yes		Size of the market	E + F	Yes	Yes
	I18	Independent	LLP	2006	2006	10-50 million €	100%	40	Bachelor	3	Yes		Brazil has become a very important country utilizing our industrial products (e.g. valves in their platforms, vessels, pipelines)	A	Yes	Yes
	I19	Independent	PLC	1985	1990	2-10 million €	65%	19	Bachelor	3	Yes		Huge potentialities for business and relationships	E + A	Yes	No
	I20	Independent	PLC	1893	1970	2-10 million € 4 millions €	29	Bachelor	2	Yes	Argentina	Increase turnover and enlarge the number of countries to work with	E + A	Yes	Yes
	I21	Subsidiary	PLC	2008	2008	10-50 million €	73%	173	High School	2	No	Argentina, Mexico, Venezuela, Uruguay, Chile, Peru, Rep. Dominicana, Trinidad and Tobago		A	Yes	Yes
	* LLP:															
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