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Introductory chapter

My philosophical point of view is based on how I interpret reality, ontology, and the learning
of knowledge, epistemology. Weber (1968) introduced the methodology that deals with
understanding. According to him, the meaning behind human actions is to be found in the act
of itself, and you should therefore focus on and interpret people’s actions. Interpretivism is
based on Weber’s method and Jacobsen (2005) refers to this as interpretation-based research.
Qualitative methods are largely based on interpretivism. The question of which method will
be used comes after the choice of paradigm. A paradigm is defined as a set of basic rules and
principles that guide the researcher in choosing the method (Jacobsen 2005; Guba & Lincoln,
1994). In qualitative research there are several paradigms that vary in assumptions and
implications. Thus, it is important for the research design to define which paradigms the work

is based on as this will help explain and justify decisions in the design (Maxwell, 2003).

Some phenomena can be seen as actual things, or social phenomena (Maxwell, 2013;
Hacking, 1999). The phenomenology is an intersubjective research approach where you want
to understand a phenomenon and seek deep information through a process that assesses the
researcher and the participants’ perception of the phenomenon. The reality, or ontology, is
viewed as the individual’s interpretation of his or her own experiences. Epistemological
means that knowledge is driven by the interpretation of the individual’s experiences. The
purpose of research is to understand a phenomenon, and it is practical to use data collection
methods that study and interpret individual experiences, such as interviews, observations and
documents (Easterby-Smith et al., 2015). Based on this, I am inspired by interpretivism and
the phenomenological paradigm. This affects the choice of my research design, data
collection and analysis on this paper that emphasizes how Norwegian managers overcome
cultural frictions and invest in relational and cognitive capital to ease the international

operations in the Brazilian oil and gas market.

Research strategy

In order for the researcher to answer the research question, he or she will need a concrete plan
of how to do it which is a research strategy (Saunders et al., 2016). The research strategy is
distinguished between qualitative and quantitative methods, which define the type of data the
researcher desires to obtain. The choice of the method is dependent on the problem or
phenomenon ought to be studied, and the different methods will be used to answer different

types of questions (Easterby-Smith et al., 2015; Johannesen et al., 2010). Qualitative methods



emphasize the interpretation of collected data, and is mainly data in form of words that are
obtained and the researcher attempts to make few restrictions on the collection of data
(Jacobsen, 2005). The purpose of quantitative methods is to explore the extent of a
phenomenon, and the data consists mainly of numbers. This requires a more closed approach,

and the researcher will more closely guide the types of information obtained.

The paper’s research question is relatively open and there are novel and detailed data that
requires be collected. This paper desires to obtain opinions and detailed descriptions of how
managers invest in social capital (relational and cognitive capital) in order to handle cultural
frictions, and how a critical market incident influence these relations. Thus, a qualitative
approach has been chosen which makes the research more open for new first-hand and
unforeseen information compared to a quantitative approach. Further, a specific choice of
qualitative design has been made. There exist several qualitative designs, e.g. grounded
theory, ethnography, case study and phenomenology (Easterby-Smith et al., 2015). A
phenomenological approach to the qualitative method involves the exploration of human
experiences and interpreting a phenomenon. By utilizing the grounded theory method the
researcher aims to develop new theory that is abstract in relation to the collected data. In this
paper, I have chosen to utilize the case method. Case studies are well suited for the
development of a new theory or when a deep insight are desirable in a specific unit. This
strategy allows me to obtain data which is not predefined and which can subsequently form
hypotheses that may be verified through other research designs (Easterby-Smith et al., 2015).
According to the best-known exponent of case method, case studies can cover studies of units
of analysis at different levels (Yin, 2013). This study has chosen to study the phenomenon
from six different Norwegian companies (units of analysis). This has given me the unique
opportunity to gain deeper insight into how managers from different Norwegian companies in
Brazil perceive and respond to cultural challenges. Interviewing managers from different
Norwegian companies has made a foundation of comparison and helped to provide me with

broader insights into the phenomenon studied.



Case study

A case study is a study that investigates a current phenomenon in depth and in its real context
(Yin, 2015). According to Saunders et al. (2012), this involves investigating a problem in a
real setting. This is particularly an up-to-date strategy if the purpose of a study is to achieve a
deep understanding of the empirical context. Case studies can be used with advantage if there
are uncertainties regarding the boundaries between the environment and the empirical context
(Yin, 2015). This research strategy is widely used in exploratory design as this strategy is
suitable for answering questions with “why” and “how” to achieve a deep understanding of a
phenomenon. As mentioned earlier, I chose an explorative design where I wanted a deeper
understanding of how managers overcome cultural frictions and invest in relational and

cognitive capital.

Yin (2017) distinguishes between four different types of case studies based on two
dimensions. These dimensions are simple versus multiple cases, and holistic versus integrated
case. This study is a multiple case study as I am getting data from six different Norwegian
companies investigating how Norwegian managers overcome cultural frictions and invest in
relational and cognitive capital to ease the market access in the Brazilian oil and gas market.
Simultaneously, the data collection is delimited to deal with only the managers or employees
from the management in the respective companies. In a holistic study, the organization is
studied in its entirety, while integrated studies study subunits within the organization (Yin,

2017). Thus, this study is a multiple integrated case study.

A case study is time-consuming and intensive, which limited my sample size. It would not be
possible for me to gather rich and detailed data from a wide range within my time horizon.
The selection size therefore reduces the generalization of the study (Saunders et al., 2012).
According to Marshall and Rossman (2011), case studies can help me to highlight
relationships between the case and existing theory, thus demonstrating a broader theoretical

significance beyond the current case.



Research approach

Deductive and inductive are two of the main approaches to research (Jacobsen, 2005).

By the deductive approach, the researcher moves in the direction from theory to empiricism.
Here, hypotheses are constructed based on how empiry looks based on the existing theory
which is ought to be tested (Jacobsen, 2005). In the case of the inductive approach, the main
objective is to collect data from reality and use this to form theories. In this case, the
researcher goes from empirical theory to theory. There should be very few restrictions
regarding the collection of data, and the investigator should go open-minded into empiricism.
According to Saunders et al. (2016) a third approach which combines both the deductive and
inductive approach is the abductive approach. In the case of the abductive approach, the
researcher uses theory to analyze empirical findings that can further give rise to new findings

(Saunders et al., 2016).

Further, it is crucial to choose the right research design. Research design can be defined as the
general plan which demonstrates the progress of how the research question should be
answered (Saunders et al., 2016; Jacobsen, 2005). Saunders et al. (2016) distinguish between
causal designs, descriptive designs and explorative designs. Causal designs are used when the
investigation’s main objective is to study the cause-effect relationship. Descriptive designs are
used when the researcher possesses a great knowledge of the phenomenon and the main
objective of this design is to give a specific description of a situation or a phenomenon. The
explorative designs are often suited when the researcher aims to acquire a greater
understanding of a problem or a phenomenon, and is often used to answer open questions.
There has not been any extensive research on cultural frictions during international
operations, and my prior knowledge regarding the subject is limited. The objective of this
paper is to acquire a greater insight and an adequate understanding of the respective area of
research. To make this possible, an explorative design is required according to Saunders et al.
(2016). This gives me the possibility to be flexible and to change the paper’s “path” if
necessary, which can be desirable since my prior knowledge is limited (Easterby-Smith et al.,

2015).

Interviews
The literature distinguishes between unstructured, semi-structured and structured interviews,
which can vary in the degree of openness (Easterby-Smith et al., 2015; Johannesen 2010).

This paper is based on the semi-structured approach to interviews, a form of interview which



lies in-between a structured and unstructured interview style. The utilization of semi-
structured interviews provide flexibility during the conduction of the interviews which are
primarily constructed on the interest of the respondents regarding the topics, and depending
on the extent of the respondent’s engagement follow-up questions can be asked (Doornich,
2017; Alvesson, 2011). In-depth interviews were conducted with the respondents from the
six case companies in the spring of 2018 in Rio de Janeiro. The respondents were managers
who were carefully selected based on their experience within the field which could lead to
deeper insight and greater knowledge regarding the phenomenon studied. Due to the paper’s
explorative approach to the research question with limited prior knowledge regarding the
topic, it was natural to hold a certain extent of openness in the questions. All interviews were

in English to ensure that no important messages got lost in translation.

According to Yin (2014), interviews are the most important source of evidence in case
studies. I chose to use the semi-structured interview guide, where I arranged the three topics
(cultural frictions, relational and cognitive capital, and critical market incident) that were
going to be made questions of. This was done to ensure a good flow in the interview and
focus on the topics I wanted information about. However, there is room for further extensions
along the interview as this may give me rich and new information. By conducting semi-
structured interviews it was easier for me to compare the answers and carry out the analysis. It
was also less time consuming than structured interviews as I have a quite limited time to
conduct this assignment. It was important for me as a researcher to establish a good dialogue
with the respondents (Savin-Baden & Major, 2013). The fact that the researcher and the
respondents achieve good contact is crucial to what the respondents want to share of

information.

Simultaneously, it was important to maintain a certain structure in the interviews to assure
that the respondents covered all central areas in order to be able to answer the research
questions. This was completed with the support of the interview guide with different topics.
As a result of the paper’s abductive approach, the interview guide’s topic and questions were
initially designed by the paper’s theoretical background. The interview guide consisted of
overall questions assisted with sub-questions. The objective of the interview guide was to
acquire a structured tool to highlight how Norwegian managers deal with the cultural frictions

and investing in relational and cognitive capital in the Brazilian oil and gas market.



Method criticism

Independently how decent the methods utilized in any research project are, it is critical to
evaluate the research’s reliability and validity thoroughly. It is noteworthy to mention that the
selected method may influence the research project’s quality (Jacobsen, 2005), and it is

important to consider whether the given conclusions are valid and reliable.

Validity

The research project’s validity must also be viewed with a critical look. Validity is usually
distinguished between internal validity and external validity (Easterby-Smith et al., 2015;
Jacobsen, 2005; Johannesen et al., 2010). The internal validity depends on whether the chosen
method actually investigates what it is intended to and whether the findings represent reality.
The internal validity may be threatened by the fact that the interviewees have provided
incorrect information. Thus there has been a focus on assessing whether the interview object
has had the ability and willingness to provide incorrect information. In this paper, all the
interviews have been conducted without any other person present than the interview object,
which ultimately may have helped to reduce incorrect information given by the interview
object (Jacobsen, 2005). In addition, the internal validity may be influenced by how the
interviews are structured and how questions are formulated (Saunders et al., 2016). As already
stated, the purpose of this study is to provide new insights and I have had prior limited
knowledge of the topic. During the interviews, there was a solid focus on asking open

questions in order to let the interview object focus on what he or she found most relevant.

External validity concerns that the empirical findings may be generalized, more specifically if
descriptions and interpretations can be transferred to areas outside the study object (Easterby-
Smith et al., 2015). The purpose of this study is also to enter into a new phenomenon. Thus
seven qualitative interviews have been conducted which may limit the possibility of
generalization to other contexts. Despite limited generalizability, it can be assumed that
similar findings can be identified in other similar setting and thus the findings may also be of

relevance in other organizations, industries or contexts.

Reliability

To assess whether the research project is reliable, it must be assessed whether the results are
influenced by the findings of the interviews itself (Johannesen, 2005). In order for the
investigation to be reliable, other researchers should be able to find similar results if the study

is object to be repeated (Easterby-Smith et al., 2015).



In qualitative studies, research or contextual effects will pose a risk to how reliable the results
are. Reliability can be impaired if the investigation itself causes the interviewer to appear
abnormally which results in an incorrect picture of the situation. In the process of gathering
data, there has been a strong focus on reducing the risk of error sources by doing thorough
preparations and practicing interviews. This has been done with the utilization of an interview
guide with central topics and questions to answering the paper’s research questions. In cases
of unclear answers from the interview objects, my interpretation of the answers has been
repeated to the respondents for the purpose of avoiding misunderstandings. During and prior
the interviews, it was clearly stated that any useful quote used in the paper would be
anonymized. Several of the interview objects gave me the impression that they could easily
speak freely without fear that some quotes could be traced back to them. Thus anonymization

may have strengthened the papers overall reliability.

Another point is the effects associated with the context in which the data was collected, which
can in turn affect the interview object to create an incorrect picture of the situation (Easterby-
Smith et al., 2015). In order to reduce the contextual impact and enhance the paper’s
reliability, the interviews were conducted in the company’s own offices to give the most

natural, comfortable and known context as possible for the interview objects.
Confirmability

Confirmability concerns if the researcher is giving direct and repeated confirmation of what
the respondents think about the phenomena studied. The aim is to gain an empirical basis
from the respondents for the researcher’s findings and interpretations (Easterby-Smith et al.,
2015; Mehmetoglu, 2004). In my analysis, I have included a number of quotes from the
interviews with my respondents. Thus, this gives the reader an insight into why and how I

have come to my my findings and conclusions.

Ethical reflection

There are several things one should consider when you are going to conducting a project like
this. With in-depth interviews you can get a lot of sensitive information from individuals. The
information and the individuals must therefore be treated ethically correct. When conducting
research, one must always have a fundamental respect for human value, freedom and self-
determination. One must take into account and protect people from whom information and
data are retrieved. One should be aware not to exert unnecessary strain on those who have

been willing to participate in the project (Johannesen et al., 2010).



All the seven interviews were conducted with informed consent. Prior to the interviews, all
respondents were informed about their rights, ranging from the fact that they could choose to
leave the interview and that they could get access to the transcription and the analysis of their
interview if needed. In addition, the respondents were told that they and the company would

be anonymous in order to help get as precise data as possible.

The respondents’ confidentiality has been taken well care of by storing audio recordings and
data from interviews in a protected place, and I have only had access to these files. All the

data material is anonymized or destroyed upon completion of the assignment.

During the interviews, I never experienced that there was any bias in relation to the authority
between the respondents and myself as a researcher. We experienced it as a relation
characterized by mutual interest and benefit of the task (Dowling, 2010). I chose to primarily
hold the interviews on the respondents’ workplace and secondarily at my office at Innovation
Norway, given that my theme is not too sensitive, and as this would not affect their responses

in any negative manner.

Evaluation

I have conducted seven individual semi-structured interviews with five Norwegian and two
Brazilian respondents that have different connections to the Brazilian oil and gas market.
After some of the first interviews, I discovered that the respondents thought some of the
questions were similar resulting in some extent of repetition. Therefore, I adapted and edited
the interview guide and removed some questions that could resemble each other or could be
perceived as irrelevant. Overall, I think the interviews were all completed successfully, and I
got the impression that the respondents were interested and got excited about this given topic.

This resulted that I received a lot of interesting information and great discussion.

The study is based on data from Norwegian companies operating on the Brazilian shelf. It will
therefore be a limitation of the study that it is only addressing the Norwegian companies in
the Brazilian oil and gas market. Another limitation is that the data foundation is based on
data from few respondents and may thus provide a somewhat weak basis for conclusion. This
could have been strengthened by having more time and conducting a larger number of
interviews as well as including more Brazilian managers with other backgrounds and links in
the market. However, the respondents are managers or employees from the management with

great experience in the market, and I therefore believe that the data provided from them gives
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an interesting and great insight into the phenomenon studied and the Brazilian oil and gas

market.

One weakness of my study is that I seek answers to questions that may be perceived as
sensitive to some of my interview objects, especially from the two Brazilians. These are the
questions related to the critical market incident of Petrobras where corruption was revealed.
Thus I can assume that some of the respondents may not have answered honestly and may
have held back important information. However, by conducting qualitative interviews with
some semi-structured questions, I also reduced the source of errors which I could have had
with only open questions in the interview guide. It is nevertheless important to point out that
some of the respondents can have certain perspectives and interests to present the Brazilian oil

and gas market in a certain way.
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SCIENTIFIC ARTICLE: Overcoming cultural frictions and building
relations to ease international operations: A case study of Norwegian

companies operating in the Brazilian oil and gas market
Andreas Nordvik

Nord University, Business School, Universitetsalléen 11, 8026, Bodo, Norway

ABSTRACT

This study explores how managers overcome cultural frictions by investing in relational and
cognitive capital during international operations. Its two research questions are: (1) how
cultural frictions are eased through investment in relational and cognitive capital, and (2) how
critical market incidents create dynamics in already invested relations and cognition. Using an
explorative and interpretative approach, this study investigates the phenomenon from narratives
told by managers in Norwegian case companies that operates in the Brazilian oil and gas
market. The findings demonstrate that managers with personality traits of absorptive capacity
ease cultural frictions in the market with embedded relations and cognitive resonance.
Managers with a high degree of absorptive capacity understand that the Brazilian market is
constructed on the cultural dimensions collectivism and long-term orientation. Critical market
incidents may have different impacts on the managers’ already established relations in the
market. Managers with strong relations in the market maintain their embedded relations during
the critical market incidents, and other mangers with medium-strong relations may exploit the
opportunity to seek new and stronger relations than previous. In addition, it appears that the
critical incident of the downturn in oil price resulted in downsizing the companies causing that
already invested relational capital gets lost. Invested relational capital gets lost due to the fact
that employees that have great relations in the market have to resign. It is not abundant to
merely lean on the corporate relations. Personal relations is one of the keys to operate

successfully in the market.

Keywords: Relational capital; Cognitive capital; Absorptive capacity; International operations;

Cultural frictions; Brazil; Critical market incident
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1. Introduction

1.1 Background

Entering and operating in a foreign market demands a review of factors within the financial,
operational and strategic part of the corporation. The thesis will shift focus towards the human
processes of the international operations in a foreign market, which can easily be
underestimated. Studies have emphasized that one of the major challenges managers face
when they operate in a market geographically far away are the cultural frictions both
nationally and organizationally (Hofstede 1984; House et al. 2004; Bentsen 2011; Macduff
2006). Market researchers and professionals have long understood the importance of
developing and sustaining relationships, and the idea is that one gets more out of
collaborating than competing (Gummeson, 1996; Morgan & Hunt, 1994; Samiee & Walters,
2003).

In addition, the business literature emphasizes and demonstrate why relationships are
important to operate in the market (see Morgan & Hunt, 1994; Baker, 1992), but what
happens with these already invested relations when there is a critical incident in the market
that constrains business activities? Ultimately, how do the managers invest in relations and
cognitive capital to ease the cultural frictions? These are the lacks I have identified in the
business literature, and I aim to fill this gap by providing new and useful first-hand
information. Another identified lack is that there has not been any extensive research

regarding critical frictions during international operations.

The aim of this paper is to investigate how managers invest in relational and cognitive capital
to ease cultural frictions during international operations, and to explore what dynamics occur
in the invested relational and cognitive capital when there is a critical incident in the market.
More precisely, I will explore the following research questions; (1) how cultural frictions are
eased through investment in relational and cognitive capital, and (2) how critical market

incidents create dynamics in already invested relations and cognition.

Brazil and Norway have great cultural frictions which challenge the Norwegians’
interpretation of business when operating in Brazil. Brazil is an “unpredictable” and a quite
dynamic and emerging market to operate in. As the Norwegian managers adapt to and
conquer the cultural frictions, they need to simultaneously create and sustain business

relationships in the Brazilian market. To deal with these cultural frictions, investing in social
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capital becomes a must, where this paper focuses on the relational and cognitive dimensions.
As there are great frictions in culture between the two nations, possessing a certain degree of
absorptive capacity and cognitive resonance are crucial. Absorptive capacity is the capability
to acquire new market information, interpret it and use it efficiently in commercial ends
(Cohen & Levinthal, 1990; Eriksson & Chetty, 2017; Szulanski, 1996; Zahra & George;
2002; Dyer & Singh; 1998).

The business culture in Brazil is primarily built on personal relations which is a critical
success factor in international operations in the country’s oil and gas market. Norway is a
quite individualistic society, and Brazil is a more collectivistic one which means that building
strong relations is critical in Brazil (Hofstede et al, 2010; Alkhafaji, 1995), where much of the
business takes place outside of a regulated framework (Migueles & Zanini, 2017). Creating
such relationships becomes particularly important when investing in markets where business
often occurs outside of official and transparent structures, where relations and whom you

know often get managers’ access to the market and a competitive market position.

Conducting the thesis as a qualitative study, I hope to explore new areas leading to a
foundation of future research, more severely to become relevant for managers in the oil and
gas sector, but also in the energy, forestry and fishery management. The thesis will possibly
be of relevance for other nations operating or planning to operate in Brazil. I also courage to
contribute to the business literature by giving fresh insights how managers can sustain
relationships even though the market experience a critical incident during international
operations, including why it is crucial to maintain the relationships in order to preserve them

when the market has normalized again.

1.2 Study context

The relationship between Brazil and Norway have developed drastically and has become
increasingly important and closer ever since the first ship of Norwegian “bacalhau” arrived in
Brazil in 1843 and returned to Norway with Brazilian coffee. Today, there are extensive links
between the two respective nations in a number of areas, politically, culturally and, not least,
economically. Brazil and Norway are quite different and are far apart from each other
geographically and culturally. The nations still have much in common and considerable
cooperation, including in the oil and gas and maritime sector, energy, forestry and fishery

management.
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Brazil is clearly Norway’s most important trading partner in South America, becoming an
increasingly important country for Norwegian business. Brazil is the world’s largest offshore
market, with approximately 179 Norwegian companies operating in the country, whereas 106
companies in the maritime, offshore, oil and gas sector (Innovation Norway Rio, 2017).

As the largest country in South America, both in area and population, Brazil is the natural
candidate as the continent’s largest economy. The eight largest foreign direct investor in
Brazil is namely Norway. Already, there are more than hundreds of Norwegian citizens
established in Brazil. More will come as there is a great ongoing activity of Norwegian
companies on the Brazilian shelf. This leads to cultural frictions between Norwegian and
Brazilian managers, and the aspects of culture will be studied in a managerial and commercial
context. Cultural frictions are barriers to overcome, and once it is the next step is to create

relationships.

There is a huge ongoing activity on the Brazilian shelf of Norwegian companies. Brazil is the
eighth largest economy in the world, and is also considered as the largest offshore oil and gas
market for Norway (Innovation Norway Rio, 2017). As the continental is one of the main
markets for Norwegian business, there exist vast opportunities for Norwegian companies in
Brazil. More companies from Norway will establish themselves in the respective country, and

the existing Norwegian companies will aim to strengthen their position further.

1.3 Purpose

A framework with an aim to help Norwegian companies to achieve its goals will be
developed as a guideline for Norwegian managers operating in Brazil, but also be of relevance
for existing companies on the continental land. In order to develop such a framework, I have

approached existing theories of high relevance and will apply them in a new manner.

Due to a high degree of self-interest, the thesis topic emphasizes cultural frictions and the
importance of building relationships to ease the international operations for Norwegian

managers in Brazil, and the thesis is assisted by Innovation Norway Rio de Janeiro.
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2. Theoretical framework

2.1 Cultural frictions

This thesis emphasizes two different nations with two different cultures, thus it is critical to
elaborate the concept of culture. Culture is a complex word to define, and there are multiple
definitions of it. Hofstede (1984) defines culture as “the collective programming of the mind
which distinguishes the members of one human group from another”. While personality
decides the identity of an individual, culture decides the identity of a group of individuals.
Other players in the research field of culture are Trompenaars and Hampden-Turner who
define culture as “the way in which a group of people solves problems and reconciles
dilemmas” (Trompenaars & Hampden-Turner, 2011). Both Hofstede and Trompenaars have
their different approach towards cultural dimensions. The thesis will further focus on four of
Hofstede’s dimensions of national culture, as they are important for managers to have in mind

when building business relationships and operating in a foreign market.

2.1.1 Hofstede’s dimensions of national culture
Geert Hofstede has found six dimensions which describe the major cultural frictions between
nations and regions. I will only elaborate four of them as they are the most relevant

dimensions for the thesis.

Power distance

The dimension of power distance describes the extent to which the people in the society
generally accept a hierarchical or unequal distribution of power among individuals and
institutions (Alkhafaji, 1995). There exists a distinction between low and high power distance.
Low power distances expect and accepts power relations that are more consultative and
democratic, and are far from hierarchical. In this continuum, the people expect to be close to
decision makings and have the right to be critical of decisions taken by the management. The
contrary continuum of high power distance reflects the opposite where there is a high degree

of hierarchy.

In societies with a high level of power distance, a stable concentration of power is expected
that gives the order, clear and unequivocal distribution of roles and rigid structures. In low-

power communities you can expect a more flexible distribution of power such as limiting
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abuse of power and gives rise to entrepreneurship ingenuity and stimulates wider participation
in education (House et al., 2004). High power distance is associated with masculine
dominance in society. According to the GLOBE project, the power distance is the cultural
dimension that gives the clearest indications and thus shows the clearest frictions in cultures
in the surveys (House et al., 2004). Further, in societies with relatively high power distance,
like Brazil, respect is based on title and position. In societies with low power distance, like
Norway, respect is divided according to what the individual performs and contributes with.
According to the GLOBE project, the following factors influence power in a society;
dominant religion or philosophy, democratic traditions and governance, the extent and
strength of the middle class and the proportion of immigrants in the population. In relation to
religion, there are indications that Catholic societies have greater power distance than
Protestants. This is usually related to the clear power structures within the Catholic Church,
which differs from a clearly flatter structure in the Protestant Church. This came as a reaction
to the domination and power of the Roman Catholic Church that ruled access to salvation

through breeding (House et al., 2004).

Individualism

Hofstede identified the dimension of individualism which is contrasted with collectivism,
which determines whether people are expected to speak their own cause and choose their own
belonging and position. Alternatively, it can expect that people should be a member of a
lifelong community or organization. The society expects individuals to take care of

themselves and their immediate families. (Ibid:73).

It is noted that the degree of individualism naturally varies in both inside a country and
between countries. From Hofstede’s table of different countries’ degree of individualism
versus collectivism, one can see that almost all the rich countries have high scores of
individualism, while almost all poor countries have a low score. Thus, there is a coincidence
between the country’s prosperity and degree of individualism in culture (Hofstede et al.,

2010).

In the workplace, one sees that in an individualistic culture the employee is concerned with
self-interest, they always have to act as individuals with their own needs. In collectivistic
culture, an employee is usually added if he or she belongs to the group as a whole and acts in

accordance with the group’s interest. Employment in a collectivistic culture often follows
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family relationships, initially to the employer but also relatives of other employees of the
organization can be hired. The advantage is that the individual already knows the family,
which reduces the risk. Additionally, family members match each other to avoid bad
reputation on the family. An employee who performs poorly will not be eliminated since you
do not fire your “own child”. In an individualistic culture, however, the family relationships
are not seen as something that is desirable due to the fear of conflicts of interest among other
things. The relationship between employer and employee appears to be a barter trade. It is
legitimate if the employee performs poorly to eliminate his or her contract or if the employee
finds better conditions with another employer and thus resigns his or her work. According to

Hofstede (2010) this is socially accepted in an individualistic culture.

Another difference between these cultures is how to look at, for example, a customer
relationship. In the individualistic cultures, everyone should be treated equally, one should not
make a difference to customers as it is perceived as unethical and bad practice. While in the
collectivistic culture it is natural to treat your own group better than other groups. It is
naturally rooted in the group that one’s own friends are treated better than others and thus
both natural, ethical and good business practice (Hofstede et al., 2010). In comparison, Brazil

belongs to the collectivistic culture and Norway to the individualistic.

Masculinity

Masculinity represents a preference for achievements of objectives, materialistic gain,
competitive orientation and determination. The continuum is femininity which implies a
preference for cooperation, humility and caring for the weaker individuals and quality of life
rather than materialism (Hofstede, 1980). In a society dominated by femininity, working
conditions and personal relationships are more important than safety at permanent jobs,
payroll and that the job is interesting. In addition, equality and solidarity are considered more
important than competition and achievements. In a masculine society, leaders are expected to
be decision-orientated, confident, aggressive, in contrast to using intuition, emotion and
attempt to achieve common unity in decision making. A feminine society has clear

distinctions between work and leisure.

Masculinity in a country is unrelated to whether the country is rich or poor, there are both rich
and poor masculine countries, while there are also poor and rich feminine countries.

According to Hofstede’s survey, Brazil is a masculine country (Hofstede et al. 2010). In
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masculine cultures, the men are ongoing and dominant while women should be caregivers.
A dominant woman is seen as unfeminine. Gender roles are clearly distinct. In feminine
cultures, gender roles are not so stable and solid and there is more similarity between sexes

(Strand, 2007). Norway is a typical feminine culture.

An important difference in the working life between feminine and masculine cultures can be
how conflicts are solved. In a masculine society, conflicts are solved when the strongest wins,
as opposed to resolving conflicts through negotiations and compromise in a feminine society.
Another critical difference is how individuals view the work. In a feminine society, one works
to live while one lives to work in a masculine society. One wants primarily small
organizations and rewards based on the smoothness of feminine cultures, while in masculine
you prefer large organizations and rewards for righteousness. Both men and women can make
a career in a feminine culture and a greater proportion of having positions at a higher level,
which is not common in a masculine culture. You want more free time rather than money in a
feminine culture, while preferring more money than leisure in a masculine culture (Hofstede

et al., 2010)

Long-term orientation

The last dimension was later identified by Hofstede and implies that the individual has the
ability to change traditions according to the circumstances, and tend to think and plan on a
long-term basis. The individual saves for the future, the achievements come through
endurance. Societies with short-term orientation have greater respect for traditions, and focus

on achieving results quickly (Hofstede et al, 2010).

Critique of Hofstede’s theory

In organizational and management literature there is much criticism of Hofstede’s theory
about national cultural differences. This criticism is relatively diverse. Firstly, several
researchers have pointed out that Hofstede’s theory could support a national cultural
determinism. In this context, McSweeny (2002) is critical of how Hofstede assumes that
culture can systematically create differences in the behavior of individuals from different
nations. He further questions that data from a single multinational organization can
demonstrate a complete picture of an entire nation’s culture, pointing out that this is

methodologically problematic (McSweeney, 2002). Although Hofstede’s statistical data has
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been updated several times, it may also be thought that the theory of Hofstede takes too little
account of changes in society. The fact that the theory is based solely on the players that are
guided by culture may also be problematic in the sense that Hofstede sees the organization’

members as passive recipients for impulses from the environment (Thompson & McHugh,
2002).
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Figure 1: Comparison of five of Hofstede’s dimensions of culture between Brazil and

Norway. Source: The Hofstede Centre, 2017
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2.1.2 Intercultural relationship building

In relationship marketing, you are looking for an understanding of how to develop and
maintain long-term relationships. Market researchers and professionals have long understood
the importance of developing and sustaining relationships, and the idea is that one gets more
out of collaborating than competing. Morgan and Hunt (1994) suggest that relationship
marketing is all marketing activities aimed at establishing, developing and sustaining
successful relational exchanges. The interest for buyer-seller in the business market has
increased significantly over the past decade (Samiee & Walters, 2003). This interest reflects
an increased acceptance of the relevance of social networks and personal relationships in
exchange transactions (Dwyer et al, 1987). The marketing literature is usually shared in two
parts: transaction and relationship marketing (Gummeson, 1996). To understand the concept
of relationship marketing, you must distinguish between the specific transaction, which has a
specific start, short duration and sharp end, with the relational exchange that has traces of
previous deals, and has a longer duration and reflects an ongoing process (Dwyer et al, 1987).
McNeil’s (1980) distinction between “discrete transaction” and “relational exchange” is here
of importance. While the first-mentioned only involves the transaction of ownership between
the parties, and is usually a one-time case driven by market forces, the latter is characterized
by a context where interaction between the parties from past, present and future is of
fundamental importance to understand the content of exchange events. While transaction
marketing emphasizes the product and price, relational marketing focuses on long-term
relationships between supplier and customer. Relational marketing is more appropriate for
more advanced product development and if the product’s quality will vary and it requires a
greater understanding of the product. There will probably exist elements of both in a trade

(Samiee & Walters, 2003).

McNeil’s theory of relationship contracts deals with the relationship between commercial
actors as a contract (McNeil, 1980). In a traditional view of contracts, the individuals have
been irrelevant, and the focus has been on the promises of buying and selling a product. In the
perspective of McNeil, the relationship becomes the core of the contract, not the promise
given by the actors. The contract is regarded as the relationship between two parties with the

intention of performing future transactions. In the oil and gas sector, it is difficult to plan
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transactions far ahead in time as there are relatively big fluctuations in the market (Pettersen

& Aarset, 20006).

The contracts will be characterized by both promised based and non-promise based elements.
The non-promise elements can be relational norms and trust, but also the customs and values
that exist in the society. The contract must therefore be viewed in its socio-cultural context
where the actors are influenced by relational and social norm. This is strongly linked with the
theory of cognitive capital which is the ability to possess absorptive capacity. Relational
norms, such as trust, are established and developed through communication between the
parties. This latter is linked with the relational capital, in the view of frequent communication
and interaction, which will be presented thoroughly in this paper. These norms allow
adaptions and changes to the contract, and you can enter into a contract for future sales and
purchases without setting the price in advance. This is central in the oil and gas industry,
where the price is determined by supply and demand. In a relationship in the oil and gas
industry, long-term business relationships can be characterized by trust and cooperation,

while regulating the price by the market.

In order to succeed with cross-cultural business relations, it is essential for managers to
acquire knowledge of partners’ views of what characterizes a satisfying relationship, and to
see whether both views are coincidental so expectations are similar (Voldnes et al, 2012).
Absorptive capacity is thus inherent for the company, which will be elaborated later.
Several quantitative studies have been conducted in a search to find out which variables and
causal relationships are creating good relationships. Confidence, commitment, power,
conflict, relationship duration, information exchange and communication are among the most
common variables discussed in the relationship marketing literature (Samiee & Walters,
2003). Confidence between partners is a key dimension in any business agreement. The
importance of trust and the growing globalization of the economy emphasizes the need for a
better understanding of how trust is developed and how national cultural differences affect
this trust process (Nes et al., 2007). Nes (2007) claims that national cultural distance affects
the relation between trust and relationships. This is due to the fact that trust is of greater
importance in collectivist cultures, and motivates to a greater extent for cooperation than in
individualistic cultures There exist several studies showing that national cultural distance

adversely affects the opportunities for trust (Nes et al, 2007).
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2.1.3 Cross-cultural negotiation

“Time talks. It speaks more plainly than words. The message conveys comes through loud and

clear... It can shout the truth where words lie.” — Edward Hall

A situation of negotiation becomes more complex when multiple parties negotiate with a view
to reach a common solution. In the case of multi-party negotiations, the classic negotiation
method, the Harvard method, will be particularly appropriate to keep in mind. The key
concepts that is necessary to have insight into in a cross-cultural negotiation is the human
dimension. Although it is nice to distinguish between people, negotiations are about
interactions between individuals. Individuals are influenced by and affect others quite
differently. What confidence the individual has, cultural frictions, if it speaks the same
language (common codes, like professional groups desire for instance) that it has the same or
different understanding of what the actual theme is (Hall, 1990). This is crucial in the
interaction when we interact in a negotiation situation. Such conditions should also be kept in

mind, especially in cross-cultural negotiations.

When managers from different cultures negotiate, conflicts may arise. Understanding the
cultural frictions between time and space are critical factors to succeed in cross-cultural
negotiation. The following subsections will focus on these aspects as they are part of the silent

language of international business.

Time orientation

Time is quintessentially qualitative and substantive and the basis for preferences (Macduff,
2006). The anthropologist Edward Hall categorized the orientation of time as polychronic and
monochronic. Orientation of polychronic time can be found especially in cultures of South-
America, Mediterranean and Africa (Hall, 2000). Cultures that operates in a monochronic
time perspective experience and practice linearly. They believe time is something that can be
used, thrown away and lost. The focus lies on their commitment towards the job and striving
to get the best possible result. They are used for short-term relationships with people they are
doing business for or with. Both schedules and deadlines are highly valued, and they
emphasize the importance of punctuality. Monochronic time perspectives are often seen in

communities with low-context communication, resulting in a high level of information needs.

Polychronic time orientation is the opposite of the monochronic. This orientation is

characterized by the fact that multiple things can be done at the same time and with a great
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deal of involvement of people. The importance of taking care of human relationships is
greater valued than keeping deadlines. Human relationships are highly prioritized and the
tendency to build lifelong relationships is strong. In business environment with polychronic
time orientation, establishing solid relationships with others are more valued than the job
itself. These cultures that practice the polychronical time perspective are often seen in

societies with high context communication (Hall, 1990).

Space orientation

An important prerequisite for the development and dimensioning of intercultural business
relationships is to have knowledge of human senses. Space orientation, or preferably
proxemics, is a second conception Hall discovered in his theory of intercultural
communication and concerns the understanding of personal space. Depending on the culture,
the proxemics varies (Hall, 1990). Proxemics considers human relationships and how
individuals unconsciously position themselves to each other. The term is based on the study
of human’s use of space within different cultural contexts, and was developed in the book 7he
hidden dimensions from 1966. Due to limitations of this particular assignment, the term will
not be elaborated further, but it is noteworthy to mention that different cultures perceive

proxemics differently, which can cause frictions in business situations.

Communication and language

Doing business in a country like Brazil, where the minority speaks English, brings challenges
for a Norwegian manager. Thus, it is important to understand the concepts of communication
and language. Communication is not only verbal and straightforward, there exist several
forms of communicating information, both deliberately and unconsciously. The context of
communication can both be linguistic and non-linguistic i.e. the environment in the broad
sense (Dahl, 2001). The context does not play the same role in all forms of communication.
Hall distinguishes between high-context and low-context communication (Hall, 1977).
High-context communication is less verbal and explicit, and it’s not just about what was said
but also by whom and how it was said. There are many contextual elements that contribute to
understanding in communication. This can be confusing for individuals who do not
understand the unwritten rules of the culture. Dahl (2001) explains the high-context culture by
the example of two twins talking to each other and almost completing each other’s sentences.
In a low-context culture, however, little is taken for granted and the focus lays on explaining

all the details properly. Clear and flawless information including communication efficiency

25



are preferred. Dahl draws lines to one who works with programming, and the importance that
all information is available and coded correctly. Further, Hall (1997) claims that the context
affects the way we communicate. It is reasonable to imagine that for a Norwegian it is easier
to communicate with other low-context countries. The context may be critical when
communicating with someone from another country, like Brazil. Especially in South-
America, participants need to know more about each other before they can do transactions
(Dahl, 2001). For this reason, a Norwegian business man makes sense to take the time to

establish a friendship if he or she is to negotiate in Brazil.

“In short, intercultural communication occurs between individuals of different cultural
backgrounds. There are people who meet that carry their cultures with them as an invincible

baggage” (Dahl, 2001, p. 19)

Gudykunst and Kim (1984) argue that the aim of the of intercultural communication is to
reduce uncertainty and anxiety, and where such uncertainty reduction should help to predict
the outcome of a situation of communication. Within this tradition, it iS common to create
tables and forms of cultural frictions, with the idea that these can be cataloged objectively.
The cultural frictions are barriers to overcome. Dahl (2001) points out that it is not expedient
to establish that a person belongs to a culture, as we often are members of several cultures
simultaneously. Nevertheless, Dahl acknowledges that everyone has their own cultural
reference model that affects how we interpret situations. All individuals have cultural filters
that are part of the personality, and unlike “cultural glasses”, they cannot be taken on and off.
When intercultural communication is possible, this is linked to people’s ability to understand

and learn from each other (Ibid: 66).
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Figure 2: Model of intercultural communication

2.2 Social capital

Social capital has various definitions, and is broadly defined by researchers as “a
characteristic of communities, and describe it in terms of trust and norms that enable
collective action (van Rijn et al., 2012; Bourdieu, 1986; Coleman, 1988; Putnam, 1993).
Social capital comprises resources made available in the form of managers’ connections in a
network, their relationship with connections, and the relations shared cognitive frame of
reference (Doornich, 2017; Nahapiet & Ghoshal, 1998). Social capital often gets divided into
three dimensions, that is the (1) structural; characteristics of the network, (2) relational;
interpersonal relationships between connections, and (3) cognitive; shared values and
assumptions generated by the connections in the network (Ortiz et al., 2016; Nahapiet &
Ghoshal, 1998). Researchers emphasize the relational dimension with the structural
dimension (e.g. Koka & Prescott, 2002; Moran, 2005), while others focus on the relationship
between the relational and cognitive dimensions (e.g. Eriksson & Chetty, 2003). This paper
will further focus and address the relation between two of the three dimensions of social

capital, which is the relational and absorptive capacity within the cognitive dimension.

2.2.1 Relational capital

In the last two decades researchers have put an increasingly effort to the study of relational
capital. The study of how managers investing in relational capital to overcome cultural

frictions regarding international operations is relatively a new phenomenon, and is subject to
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be studied in this paper. Relational capital is one of the three primary components of social
capital, and is the value inherent in a company’s relationships with customers, vendors and
other important constituencies (Edvinsson et al, 1997). According to Prashant Kale and Harbir
Singh, relational capital refers to the “level of mutual trust, respect and friendship that arises
out of close interaction at the individual level between alliance partners” (Kale & Singh,

2000: 218). These relations can be distinguished either as embedded relations (see Moran,
2005) or arm length relations. Relations of arm length are generated to conduct transactions of
commodities with low personal involvements, no obligations or further commitment to one
another (Doornich, 2017). Embedded relationships involve consecutive transactions and
interaction between relationships, where those relations matter to such an extent that they are
defined as a commodity (Ibid: 5). Collins and Hitt (2006) emphasize relational capital in the
importance that it is habitually built on the interpersonal dynamics of the representatives of
partner firms, and that relational capital could possibly enhance the company’s knowledge

transfer process, thus the absorptive capacity.

2.2.2 Cognitive capital and absorptive capacity

Cognitive capital is another dimension of social capital along with the relational and structural
dimension (Nahapiet & Ghoshal, 1998). This dimension emphasizes the capability to develop
and acquire new knowledge, and the way this knowledge is exchanged and transferred
between market relations. One of the most cited researchers, Nahapiet and Ghoshal (1998),
suggest that the expansion and sharing of knowledge are two-fold; (1) by shared language and
(2) by sharing collective narratives. This respective dimension of social capital concerns, for
instance, how employees manage to acquire and use new knowledge in an organizational
perspective. Contrarily to the focus relational capital has on the interpersonal relationship, the
foundation of cognitive capital is built on intersubjectivity (Doornich, 2017). Cognitive
capital concerns the constellations of cognitive dissonance (Berger & Luckmann, 1966;
Pondy & Mitroff, 1979) and cognitive resonance, and both may enhance, prevent, and limit
managers’ access to acquire knowledge and the interpretation and response to contextual
knowledge. In short, cognitive capital involves expertise of individuals, supremacy of the
shared language within in the practice, including experience with applying this expertise
(Nahapiet & Ghoshal, 1998; Orr, 1996; Brown & Duguid, 1991; Wasko et al., 2005).

Digging deeper into the cognitive dimension, “absorptive capacity” is explored. This concept
is relevant for this study as the Norwegian managers enter and operate in a foreign and distant

market with big cultural frictions. Absorptive capacity is defined as a firm’s ability to
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acknowledge the significance of latest external information, integrate it and take use of it to
commercial ends, and the term can be viewed as the extent of a firm’s preceding related
knowledge (Cohen and Levinthal, 1990). Absorptive capacity can with other words be
defined as a measurement of the firm’s ability to learn and transform the newly acquired
knowledge into something innovative (Nagshbandi & Kamel, 2017; Eriksson & Chetty,
2017). Zahra and George (2002) defined the term absorptive capacity further as “a set of
organizational routines and processes by which firms acquire, assimilate, transform, and
exploit knowledge to produce a dynamic organizational capability” (Zahra & George, 2002,
p. 186). Absorptive capacity can in this interpretation work as an instrument for the firm in
order to recognize new knowledge and exploit the following opportunities (Garrido et al.,

2017; Fernhaber & Patel, 2012; He & Wei, 2013).

Why are relational capital and absorptive capacity important for international operations?
Accordingly, there is a positive relationship between relational capital and absorptive capacity
the international growth of firms. By internally developing relational capital and absorptive
capacity in the firm including in its external relationships may result in competitive advantage
in the form of an increase of the firm’s knowledge base and international growth (Yil-Renko
et al., 2002). This study by Yil-Renko et al. (2002) is supporting the argument that the
entrepreneurs and employee’s personal networks are crucial in providing information about
market trends, competition as well as latest technology innovations. Other empirical evidence
shows the importance of investing in relational capital for international operation strategies
for the company in order to acquire relevant knowledge related to their external operating
environment, including (Leirvik, 2006; Yli-Renko et al., 2000). Investing in relational capital
can act as a factor in the generation of competitive advantage in the form that relational
capital denotes a unique, quality that is hard for competitors to imitate, and characteristic for a
particular entity only (Zukowska & Jedrzejewski, 2017, p. 64). According to Collins and
Hitt’s (2006) results, competitive advantage can similarly be generated by companies who
successfully manage to develop a superior capability in the essence of sharing its current tacit
knowledge across internal departments or acquiring tacit knowledge externally. The value of
relational capital is determined by the number and strength of the company relationships

internally (Gottschalk, 2003).

Zukowska and Jedrzejwesky’s (2017) study of relational capital in the context of
internationalization demonstrated that by generating relational capital in the

internationalization process could impact the relationships between companies and the
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environment in the distant areas from the company’s location in a positive manner at the same
time as it could ease the menace of carrying out business in culturally distanced markets.

In addition, another study by Costa et al. (2016) showed that relational capital is one among
three (the company’s orientation level, and decision-makers’ foreign language knowledge)

crucial factors in the decision-making process of a company’s international operations.

Eriksson and Chetty’s (2003) study emphasizes the firm’s knowledge about its partners in a
dyadic business relationship including the partners’ network relation. Their findings revealed
that lack of foreign market knowledge in the ongoing business is caused both by the firm’s
absorptive capacity made in dyadic relationships with foreign customers and the customer’s
network. It coexists, however, a difference between the absorptive capacity in the network
and in the dyadic relationship. Their results suggested that the absorptive capacity in dyadic
relationships decreased the firm’s lack of foreign market knowledge, contrarily to the
absorptive capacity in customer network which increased it. Sedoglavich (2008) argues that
absorptive capacity is not explained by the internationalization process but vice versa. On the
other hand, the findings of Garrido et al., (2017) demonstrate that the effort to improve the
company’s absorptive capacity and acting abroad can be beneficial in the way that it can lead
to success and consequently reduce the company’s failures. Through international operations,
the company can acquire new foreign market knowledge and resources by having improved
the innovativeness related to absorptive capacity (Garrido et al., 2017, p. 570). By combining
international operations and absorptive capacity companies have the possibility to not only to
further improve and qualify their investments, but also develop a positive cycle effect and
stay innovative with high consumption of knowledge (Garrido et al., 2017; Kafouros et al.,

2008).

This paper’s approach emphasizes Brazil’s cultural characteristics which are essential to
comprehend in order to build relations to ease the international operations. As this study has
an elaboration of Hofstede’s theory of national cultural differences, which suggest there exist
cultural frictions between Brazil and Norway, this study comprehend the importance for
companies and managers to invest in both relational capital absorptive capacity to experience
a superior competitive advantage and ease of the international operations in Brazil. Investing
in relational capital and developing trust and integrity are critical requirements in order to
successfully acquire external knowledge in industries which are knowledge-intensive (Ortiz et
al., 2016). By focusing on the absorptive capacity, Norwegian managers have the possibility

to get a great knowledge regarding the market and the culture in Brazil, which is fundamental
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to understand in order to ease the cultural frictions and operate successfully. Cohen and
Levinthal’s study (1990, p. 137) indicates that a company is more likely to be proactive in
“exploiting opportunities present in the environment, independent of current performance” if
the level of absorptive capacity within the company is high. As already noted, building the
relational capital and harness it is of high importance (Yli-Renko et al., 2000). During the
international operations, it is essential to have a certain level of absorptive capacity. It appears
that knowledge increases significantly together with increased commitment in a country, and
the higher degree of commitment the broader the relationships the company obtains (Leirvik,
2006). With other words, the relational capital increases the longer the company stays in a

particular country.

3. Preliminary summary

To sum up, the thesis’ aim is to discover the importance of overcoming the cultural frictions
and building and sustaining business relations to operate in the Brazilian oil and gas market.
This paper investigates how Norwegian managers invest in relational and cognitive capital,
and how critical market incidents, like the Petrobras scandal and the downturn in oil price,
influence these relations created and how they are sustained in the dynamic market. The
theoretical framework has a significant focus on the cultural frictions, relational and cognitive
capital within social capital. Later, the consequences of a critical market incident will be
highlighted. As cultural frictions can be critical barriers to overcome, it is crucial for
Norwegian business managers to adapt to the Brazilian culture in order to successfully build
long-term relationships and achieve its goals. This can be eased if the managers and the
companies possess a certain degree of absorptive capacity, in order to acquire and assimilate
new knowledge about the Brazilian market and culture. Relational capital and absorptive
capacity are relevant for the international operations as they can acquire knowledge related to
the company’s internal and external operating environment. In a broader sense, the intention
of the thesis is also to contribute to future research, including discovering new areas in the
business literature and more severely be of value to new and existing Norwegian companies

on the Brazilian shelf. Figure 1 summarizes the important concepts of this paper’s theory.
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Figure 1: Theoretical framework

4. Methodology

The main purpose of this paper is to analyze how Norwegian managers overcome cultural
frictions and building relations to ease their international operations the Brazilian oil and gas
industry. In order to analyze this, the paper’s methodological approach is interpretative and
explorative. Thus this approach makes it possible for this paper to reveal interpretations and
meaning of the phenomenon in a managerial point of view including specifying explanations
from the viewpoint of subjective experiences (Easterby-Smith et al., 2015; Welch et al.,
2011). An quantitative study would not get as deep information regarding the phenomenon,
thus this is a qualitative study. Qualitative methods are research methods which emphasizes
understanding and analysis of relationships in a process of the individual rather than the

listing of phenomena or characteristics of a group or individuals (Easterby-Smith et al., 2015).

4.1 Data collection

The paper investigates how Norwegian managers overcome the cultural frictions and building
relations to ease their international operations in Brazil, specifically the oil and gas market. In
order to investigate this, the paper seeks to have a closer look on the elements related to the
cultural frictions and the building of relationships, and how the Norwegian managers deal
with the international operations regarding cognition of the Brazilian market. Seven
Norwegian companies were prudently selected as the study object. The reason why these
respective companies were chosen is due to the fact that they are considered as medium-large
scale enterprises who also are well established on the Brazilian shelf and have acquired a

great experience in the country. It was also a selection criterion that the managers had a
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minimum of five years’ experience in the field to be able to give in-depth details. In addition,

due to the fact that four years ago there happened two critical market incident simultaneously,

so the managers’ experience of the situation could be expressed. This study focuses on the

Petrobras scandal and the downturn in oil price from 2014 which I label as two critical market

incidents.

The most used method to collect qualitative data is by conducting interviews (Johannesen et

al., 2010), which will result in the paper’s primary data. Additionally to the data from the

interviews, secondary data such as investments reports, companies’ websites, including

internal documents have been implemented. Table 1 represents a summary of the interview

guide. See Appendix 1 for the full interview guide.

Main topics
Introduction

The interview object’s
background

Cultural frictions

Hofstede’s dimensions

Intercultural relationship

building

Cross-cultural negotiation

Social capital

Relational capital

Cognitive capital and

absorptive capacity

Critical market incident

Overall questions
Presentation about myself and the paper’s main purposes.
Questions regarding the respondent’s working

experience, title, responsible area and background.

Questions related to power distance, individualism vs.
collectivism, and long/short-term orientation.

Questions regarding long-term relational transaction,
relationship marketing, characteristics for building
relationships in Brazil.

Comprehending perception of time and space, as well as
communication and language.

Seeking to explore how managers invest in social capital
in order to deal with cultural frictions.

Questions considering whether the focus lies on
embedded relations or arm-length relations.
Examination towards the respondent’s cognitive
resonance and/ or dissonance. How is new market
information acquired, interpreted and used effectively?
Questions considering the effects of a critical market

incident. How are the already invested relations
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sustained? What other consequences occurs (i.e
international trade), how to cope with critical market
incidents (i.e market exit or not).

Table 1: The interview guide’s main topics.

In the interview phase, seven managers (two Brazilians and five Norwegians) were
interviewed over a three week period. During this process, all the interviews were conducted
face-to-face due to proximity to the interview object can potentially provide enhanced and
more valuable information. Saunders et al. (2016) argue that this method is inherent if the
conversation includes sensitive topics where the interview object may find it hard to be
“open”. In some cases, topics related to the employee’s working life may be perceived as
sensitive. Thus it was crucial to choose a trustworthy method, which could be challenging via

phone, Skype or e-mail interviews.

Regarding the range of the units of analysis that have been used in this research process, there
are several factors I have taken into account. Often the units are distinguished between
informants and respondents, where informants are individuals who mainly possess great
knowledge concerning the phenomenon studied, while respondents are individuals directly
related to the research unit (Jacobsen, 2005). All of the interview objects have been

respondents, due to the fact that respondents have a deeper insight regarding the paper’s topic.

4.2 Data analysis

The purpose of this qualitative study is to highlight something new to the business literature.
To enable this, the collected data needs to be analyzed thoroughly. Thus the goal of the data
analysis is to attempt to explore patterns, deviation or underlying reasons which can
contribute to answer the research question (Jacobsen, 2005). During the interviews, audio
recordings were utilized, and the interviews were subsequently transcribed in their entirety.
This contributed to a large amount of data which later were categorized in groups for further
analyzation. The category groups are three dimensional; (1) relational capital with arm-length
and embedded relations, (2) cognitive capital with a focus on cognitive dissonance and
resonance, and (3) cultural frictions focusing on the perception of time and space,
communication, power distance, collectivism and long-term orientation. The respondents

have been anonymized, which means it should not be possible to recognize the respondent’s
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identity. Name or gender do not appear, and all the respondents are managers or personnel

within the management.

The collected data were analyzed as it was were collected subsequently as I multi-tasked
between the extent literature and empirical observations. When the interviews were
transcribed, they were reread in order to categorize the data according to which theme they
belonged to. I utilized a thematic analysis in order to analyze the respective interviews, and
the analysis was based on the interview guide’s main topics. Thematic analysis is considered
as a flexible research tool providing a rich and meticulous interpretation of data (DeSantis &
Noel Ugarizza, 2000; Braun & Clarke, 2006). I used codes to sort the data into different
categories. These codes were based on recurring moments within the three themes and other
key factors I considered important in order to answer the research questions. I gathered all
information with the same code in their own document to get a better overview of key points

that were recurred by the interview objects. See Table 2 for the overview of the respondents.

Regarding the presentation of the analysis, I will primarily provide key findings from the
interviews. The central points that recur from the interview objects will be displayed and
illustrated with anonymous quotes from the interview objects. The presentation of findings
will be divided into three overall themes based on the interview guide. Central findings from
each theme will then be summarized in light of the characteristics of the interview objects. In
this paper, I label an incident in the market that constrains business activities as a “critical
market incident”. The Petrobras scandal from 2014 and the downturn of the oil price are

examples of critical market incidents.
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Company
Alpha

Bravo

Charlie

Delta

Echo

Foxtrot

Ghana

Table 2: Overview of the respondents

Position
Chief
Executive
Officer
Country
Manager
Chief
Executive
Officer
Science and
Technology
Counselor
Senior Vice
President
Managing

Director

Country

Manager

Nationality

Norwegian

Brazilian

Norwegian

Norwegian

Norwegian

Norwegian

Brazilian

5. Empirical findings

Experience

5 years

5 years

13 years

8 years

12 years

8 years

5 years

Company description

Advanced maritime technologies and
leading provider of innovative
unmanned solutions

Promoting Norwegian energy industry

Supplier and service provider of oil

and gas compressors

Supporting and promoting Norwegian

business in Brazil

Independent energy research and
business intelligence company
International knowledge-based
company and supplier of high-
technology systems and solutions
Insurance provider of the Maritime

industry

In the following section, a first-order analysis of the managers’ perceived cultural frictions is

presented. I will present and assemble narratives about managers’ critical experiences and

how they expressed their investment in the two (out of three) dimensions of social capital,

which are the relational and cognitive dimension along with how cultural frictions have

challenged the managers. In the end, the stories regarding how the managers coped with the

critical market incidents of the Petrobras scandal and the downturn in oil price will be

revealed from their narratives.
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5.1 Relational capital

Company Alpha (CA) established themselves in 2005 in Norway, and entered the Brazilian
oil and gas market in 2013. As the company is specialized in advanced maritime technologies,
the Chief Executive Officer (CEO) seized the opportunity to expand its business overseas to
the Brazilian market. Rapidly the CEO comprehended the importance of investing in
relational capital, stating that having partners in a country like Brazil is critical for success.
Through an American partner, who also had a vast interest in investing in Brazil, they entered
together to the respective new market through a joint venture. CA entered the Brazilian
market at the right time as the Brazilian oil and gas market experienced a big offshore oil spill
which required advanced maritime technologies to clean up, which CA was specialized in.
The CEO claimed that during their five years presence in Brazil, they have not encountered

any cultural frictions of significance:

“We haven't really encountered any big cultural frictions here in Brazil. We entered the
market with an open mind. You cannot expect things to be Norwegian, and you have to forget
that Norwegians have the best products and services because we have not.” (Chief Executive

Officer, Company Alpha).

The CEO further expressed his opinions towards their partners and customers that you cannot
demand a Norwegian to learn Portuguese, and vice versa. Naturally, the CEO claimed that it
was a great advantage, however, not a critical success factor in order to operate in Brazil. On
the other hand, the CEO stated how critical it is to have the capability to communicate well,
adding that since the business language in the oil and gas industry is English the Brazilians
have to communicate in this language likewise to a certain extent. The CEO concluded that
Brazilians and Norwegians are jovial individuals, and usually get along very well on the

personal level despite their respective cultures being quite different.

Similarly, the Brazilian Country Manager (CM) for Company Bravo (CB) also stated that
Brazilian and Norwegian business people manage to collaborate and build relations easily
despite the cultural frictions. The CM had previous experience working for an American
company in Brazil, stressing that there was a greater cultural gap. The CM claimed that
Americans were arrogant and thought they could do business better than Brazilians due to the
fact that the US is a developed country while Brazil is a developing country and has a lot of

knowledge to acquire. On the contrary, the CM expressed that Norwegians are not like this:
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“They [Norwegians] are humble, they treat Brazilians equal to Norwegians and have a
strong desire to learn and grow together. We share the competences and knowledge in order

to reach new heights.” (Country Manager, Company Bravo).

Language-wise, the CM argued that language is a critical success factor in order to
successfully operate in Brazil as the minority of the population are able to communicate in
English. The CM had, however, experienced some cultural frictions between the two nations,
and recognized that Norwegians’ main characteristic is simplicity and direct communication
indicating that Norwegians knows what they want. Brazilians are, in contrast, indirect in

communication;

“We [Brazilians] are not so good at saying yes or no as Norwegians are. People can try to
sell us great technologies, and even though we actually do not like it we still express our
interest in the product. This can create false expectations, especially for foreign companies,

and obstacles.” (Country Manager, Company Bravo).

The Senior Vice President (SVP) for Company Delta added that there were no thing such as
“unsuccessful meetings”, indicating that the Brazilians’ indirect communication lead the
Norwegian managers to the thought that a deal was done as the Brazilians expressed their

positive feedback and interests.

During the CM’s five years working for CB, the biggest friction experienced is that
Norwegians are working with more plans ahead, addressing that Brazilians do not work this
way and tend to arrange things in the “last minute”, meaning they are more short-term

oriented towards planning.

In order to deal with these cultural frictions, both the CM from CB and the CEO from CA
found it crucial to operate in Brazil with an open minded to learn and accept the cultural

frictions.

The CEO of CA made it clear that without a strong embedded relationship with its primary
American partner, the entrance into the Brazilian oil and gas market would be arduous. In
addition, the CEO made it clear that in Norway the business is based on arm-length relations.
By this, the CEO explained that the transactions are more prioritized than long-term relations.
As CA established themselves with representatives in Rio de Janeiro in Brazil, the company
specialized in maritime technologies gradually invested in relations in the Brazilian market

through their American partners’ network. The CEO addressed the importance of being
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persistent with its partners, meaning to participate in customers’ and other partners’ events
and conferences to maintain a solid relationship and also quest for additional relations through

the partners’ network.

“I think relationships are more important here than in Norway due to the lack of trust. That is
the biggest social difference, lack of trust in the community. It is surprising, because
Norwegians tend to automatically trust each other which is quite naive to do here in Brazil.”

(Chief Executive Officer, Company Alpha).

Further, the CEO précised that the Norwegians naivety was not significant to being fooled,
but to be tricked that, for example, Petrobras express their interest in their products and
services and automatically think they will invest in the company. This supports the CM’s of
CB idea that Brazilians indirect communication may lead to false expectations. The CEO
continued elaborating how CA gradually strengthens the relationship by showing to partners
in the Brazilian oil and gas market that they are there to stay with them on a long-term basis,

which is significant to embedded relations.

The Country Manager (CM) for Company Bravo (CB) claimed that Brazilians are more open
in investing in embedded relationships if their potential partner strives to do business with
them in a good way, meaning that the potential partner helps the target company to solve their

problems and needs together:

“Brazilians like to develop relations with someone they trust. The relationships are based on
trust. If they see that you are together with them, and not only want their money, and want to
understand their problem and needs, then you will have a good foundation. This also helps to

strengthen the relationship.” (Country Manager, Company Bravo).

The CM of CB told that Brazilians are social people. It demands investment in time and
efforts to create trustworthy relationships. By putting a significant effort by investing in time
and resources on building a relationship with partners, the CM emphasized on forming trust-
based and close relations in the market. The CM continued explaining that one way to initiate
a good business relationship is to attempt to start informal and friendly conversations with
potential partners before conceding to formal business negotiations. However, the CM
claimed that it can be challenging to initiate business relationships in Brazil nowadays than

formerly:
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“Due to the several problems we have had with corruption, we have been seen on different as

before.” (Country Manager, Company Bravo).

The Managing Director (MD) at Company Foxtrot, which is strongly positioned in the oil and
gas market and a specialized supplier of high-technology systems and solutions to its
customers, reflected the importance of investing in relational capital through building trust to
its clients and customers. Building trust is essential and one of the most important critical
success factors in order to operate on the Brazilian shelf as the business relationships in Brazil
is primarily characterized by initial mistrust. The MD’s way of building relationships in
Brazil is through meeting the company’s clients and customers face to face, informally and
formally, claiming that e-mails and phone calls may work well in Norway and other Latin-

American countries except Brazil. The MD recognized the situation as follows:

“You need to meet them [customers and clients] many times and make them trust you. This is
something you can build up easily, and also easily break down. To build it up you need to

show your presence in the region for a long time.” (Managing Director, Company Foxtrot).

In addition, the MD told that if there would come a new manager from Norway to work for
Company Foxtrot, the new manager could rely on the existing trust built by the company.
However, the new manager would have to build up personally the relationships with the
partners, customers and clients. It has positive effect when it comes a new manager from
Norway to Brazil as it brings new eyes to already established business which can be

improved.

There was a clear consensus between all the interview objects that the masculinity and the
power distance are Brazil is greater than in Norway, resulting in a more bureaucratic and
time-consuming organization. Brazilian companies are highly hierarchical with defined and
respectable positions, while Norwegian companies are characterized as more lateral, more
proactive and more loose power in the positions. The CEO of Company Charlie stated that if
you are a manager in Norway, nobody cares. If you are a manager in Brazil, everybody listens
to you and obey whether it is senseless or not. The Brazilian Managing Director of Foxtrot

explained the situation as follows:

“The power distance in the Brazilian companies are so high that some employees are scared
to be proactive. They do not dare to do other tasks than the person with a higher position than

you has given to you. Even if the company has around ten employees, the employees will still
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wait on orders from their boss. While in Norway you are more feminine and proactive. You

can sort of delegate functions to yourself.” (Managing Director, Foxtrot)

5.2 Cognitive capital

The Chief Executive Officer (CEO) at Company Charlie decided to acquire local competency
in order to handle with the complex legislation and bureaucratic system on the Brazilian shelf,
telling it would be too time-demanding to handle with this system as a Norwegian. In addition
The Chief Executive Officer (CEO*) for Company Charlie (CC) perceived the business
norms and conduction of business in Brazil to be demanding, aspiring to strive to conduct
business similarly as the company was habituated to in Norway. The CEO* described the

Brazilian system as problematic and the institutional friction as follows:

“Taxation is a big problem, really complicated. It is making it difficult to make profit.
Because there are taxes and taxes and taxes. To buy something you have pay taxes on
everything... It is not anything like the system here in Norway. Just to understand this
complex system is a challenge. This prevents Brazil from being successful, being a big
exporter. They have all the people, and resources, and then you have the bureaucracy. It feels
like the bureaucracy tries to prevent you from doing business here.” (Chief Executive

Officer*, Company Charlie)

In addition, the CEO* claimed that the entrance to Brazil as one of the biggest mistakes ever
taken and extremely costly. Overcoming the cultural frictions were underestimated. To be
able to avoid this dissonance, the CEO* claimed it was best to hire local people in Brazil to

get the job done. The situation was explained as follows:

“The best way is to learn and know about the cultural frictions in advance. If you go to Brazil
like I did in 2005 and thought the stuff are just like in Norway, you will spend 4-5 years
failing like I did. To know the culture is important. To do business there doesn’t work with a
Norwegian, you have to make a Brazilian run the business in Brazil. To do this, you need to
have them in Norway to make them understand what we expect.” (Chief Executive Officer*,

Company Charlie)

Regarding absorptive capacity, the Managing Director (MD) for Company Foxtrot stated that

his or her previous experience with international operations from an Asian country was

41



applicable in Brazil to a certain degree. In addition, the experience the MD gains in Brazil

will be valuable to bring back to Norway, explaining the situation as follows:

“You can always bring things you learn from international operations in other countries.
What I learn in Brazil I can also bring with me back to Norway to help improve cases there,
because no country is fully developed and no country knows exactly what is the right way.
You need to find the best from each place and put it together.” (Managing Director, Company
Foxtrot).

The Senior Vice President (SVT) told that Company Echo (CE) was always out searching for
new knowledge, and their main sources of knowledge is through societies such are the
Norwegian-Brazilian Chamber of Commerce and Innovation Norway, but also in newspapers
they would find great market information. The most important source of knowledge, however,
is through meeting customers and clients face to face. When meeting customers and clients,
the SVT stressed the importance of knowing Portuguese as critical information may get lost in

translation to English.

The knowledge-sharing in Company Ghana (CG) is characterized as high by its company’s
Brazilian Country Manager. CG is a multinational with over thirty offices on all continents
except Africa. The fact that they are a multinational company helps the knowledge-sharing
about the cultural frictions from each nationality, and also this helps the company to acquire
new foreign market information as they have a presence in multiple countries around the
world. A combination of employees on site and their respective correspondents help the

company to acquire new knowledge.

Company Ghana assimilated the new knowledge in a beneficial way that makes them well
prepared prior meetings with customers and clients they want to do a particular business with,
not only about the market, the products and services and the company, but also their culture.
The company experienced that this is a good way to bond with the other part due to the fact
that they are able to see the other part’s problems and circumstances. The Country Manager
stressed the significance of knowing about the culture prior meeting the foreign business

people, and explained the situation as follows:

“Understanding the cultural frictions are the aspects which you pay respect to the other
party. That is an asset for a company — when they know how to treat people from different

cultures. If you sort of mistreat them because you didn’t know about their culture, you may
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have extreme difficulties to build relationships with them! Even gestures, we think we are

behaving the right way and eventually we are doing something really bad unintentionally.”
(Country Manager, Company Ghana).
5.3 Critical market incident

Despite an arduous entrance to the Brazilian oil and gas market for Company Charlie the
CEO* of the company argued that the critical market incidents that occurred simultaneously
in 2014 had a positive impact for its business activities in Brazil. One of the CEO*’s
arguments were that the Petrobras scandal “cleaned” the market and got rid of the “dirty” and
unserious players. There became fewer companies operating in the Brazilian oil and gas
market, and both the foreign and local companies that survived the critical market incident
would acquire more market share and grow stronger. In addition, the scandal opened up for
more opportunities as Petrobras opened up by reducing its market share in the Brazilian oil
and gas market. The CEO* perceived this as a great opportunity to invest further in the

country.

According to the narratives told by the Country Manager for Company Bravo, the impacts of
the Petrobras scandal were hard to measure due to the fact that there were two critical market
incidents occurring simultaneously. It is important to note that the corruption and the oil price
combined may have been the reason why not so many Norwegian companies decided not to
go to Brazil. The CM explained the situation related to the consequences of a critical market

incident as follows:

“This is not so easy to answer, because we had two things happening at the same time and it
was not easy to measure how each one influenced the market itself- We had the downturn, the
oil price went down and this happened at the same time as the corruption was revealed. We
had a reduction on activity in Brazil due to corruption, but also because of the oil price.
During this period, I could see that many Norwegian companies decided to not to come to

Brazil and not do business here.” (Country Manager, Company Bravo)

The Science and Technology Counselor (STC) of Company Delta told that during these
critical market incidents, with both the oil price going down and the revealing of corruption in
Petrobras, many companies disappeared from the market due to re-organizations, being shut
down from the Brazilian side, or due to being part of the corruption scandal. In addition, the

STC said that Company Delta’s investments, among other Norwegian companies in Brazil,
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were not really reduced during the critical market incidents. The situation related to that many

Norwegian companies stayed during the critical market incident was explained as follows:

“This is being interpreted very well by the Brazilians, they remember who stayed. To leave a
market and to enter a market is expensive. I think when you are kind of perceived by the
Brazilians as one of the leavers, you will even have a tougher time to come back. They
remember that you left. Emotionally, they will have a preference for the companies that had a
staying power. I think for those companies that stays during a critical market incident it
strengthen the relationships even further with their partners.” (Science and Technology

Counselor, Company Delta)

The CEO of Company Alpha experienced the critical market incident regarding the Petrobras
scandal as positive due to the fact that Company Alpha got rid of a supply partner perceived
as unserious. During the period of where the corruption being revealed at Petrobras, Company
Alpha exploited the chance to restructure the company and build new trustworthy relations
with other reliable partners in the Brazilian oil and gas market. The CEO of Company Alpha

explained the condition as follows:

“Our previous relationship with this company from Sdo Paulo changed, we had to invest in a
new relationship. I think this is partly due to the market disappeared, which is one thing. The
second thing was that they were probably not the right partner for us anyhow. It was a good
way to find out whether if it was worth continuing investing in that previous relationship. To
build a new relationship with a new partner we had to use our network. Through talking to
other companies that we had learned from, meet them on various occasions.” (Chief

Executive Officer, Company Alpha).

The best way to cope with a critical market incident was explained by the CEO of Company
Alpha as essentially having strong relations with partners in the market, adding that if a new
critical market incident would occur in the future you would have to stand through the storm
and closely collaborate with your partners. Finding the right partners was and is not an easy

job:

“It is really challenging to find the right partners. Especially as a technology company as we
are. You find a lot of commercial dealers, but we are not so interested in those because we
are pushing new technologies here. It is not like selling coke or hot dogs”. (Chief Executive

Officer, Company Alpha).

44



The Country Manager of Company Bravo told that even though there were two critical market
incidents occurring simultaneously, the Petrobras scandal and the downturn in oil price, there
was no place for the Norwegian companies to go primarily due the fact that the oil price and
the dollar were low everywhere. In addition, the Brazilian subsea market is the biggest in the
world. The way Company Bravo and most other Norwegian companies compensated were to
still operate on the Brazilian shelf, but scaling down the business to assure an economic
balance. The CM also told that Petrobras showed a strong will to find the corrupt elements,
chase and prison the criminals with long prison sentences. As Petrobras has taken serious
measures to fight corruption, it is no longer attractive to start a corrupt career in the oil and

gas market in Brazil. The CM explained the situation further as follows:

“The problem in the market was that the market was down-scaled pretty much, because
Petrobras did not buy anymore — they stopped all their projects. They became passive. Since
they represented 80% of the market, it became a problem for the subsea suppliers. It was a
very bad time, but as I said the companies had no place to go really, because the oil and gas
market was bad. Many people say that they had experienced many years of up-turn. When the
price went down you had to react. Some say that it was good because they had been spoiled

with good times and profits” (Country Manager, Company Bravo).

On the other hand, the Managing Director of Company Foxtrot told that the Petrobras scandal
and the revealed corruption was not directly impacting the company’s business activities on
the Brazilian shelf relationship-wise as Petrobras is not their client or customer, and none of
the company’s customers were not involved in the corruption scandal. The MD claimed that
their relations in the market continued as normal during and after the scandal in 2014.
However, the other critical market incident which was the downturn in the oil price had more
severe effects and the MD explained that in this downturn the company’s salespeople and key
account managers had a crucial job in assuring that their business relationships with their
customers in the market were still alive in order to continue doing business with them when

the market had normalized again. The MD summed up the situation as follows:

“The important part in a downturn is to keep your customers close, because it cost more to
lose a customer than it costs to invest in an already established relationship. If you first lose
them, then you need to get them back again and that costs a lot.” (Managing Director,

Company Foxtrot).

45



In terms of international trade, the MD of CF experienced the consequences of the Petrobras
scandal as huge in the sense that Brazil lost its credibility which had been solidly built up the

last decade.

6. Discussion

The purpose of this study is to explore how Norwegian managers overcome cultural frictions
and invest in relational and cognitive capital to ease the international operations in the

Brazilian oil and gas market.

I addressed the following research questions : (1) how critical frictions are eased through
investment in relational and cognitive capital, and (2) how critical market incidents create

dynamics in already invested relations and cognition.

The findings of the study, show that by investing in relational capital by showing your
persistent presence in the Brazilian oil and gas market, and build close and trustworthy
relationships you ease the international operations and get more access to the market.

Building embedded relationships are crucial to operate in Brazil as the country is quite
collectivistic, whereas Norway is more individualistic. This becomes evident from the

interviews as the Brazilian market is characterized by initial mistrust by the respondents.

Second, by having a high degree of absorptive capacity the companies acquire valuable
knowledge not only about the foreign market, products and services, but also about culture.
By having a low degree of AC including cognitive dissonance, the companies face huge
challenges according to the narratives. This becomes evident from the interviews as one of the
companies’ arduous experience in the Brazilian market entrance due to the lack of knowledge
and cognition. On the other hand, the companies that have a high focus on knowledge-

sharing seemed to have entered and operate in the market with ease.

Third, the importance of having successfully invested in relational capital resulting in strong
embedded relations in the market is of high importance as critical market incidents may have
severe effects on a company’s business activities. This becomes evident from the interviews
as one of the managers elaborated its experience with the Petrobras scandal and the downturn
in the oil price, which happened simultaneously, expressing that without its strong embedded
relations in the market, the company would suffer bigger losses. Other managers said the

critical market incidents had a positive impact, meaning they could naturally get rid of
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unserious players in the market and invest in other serious relationships. Some managers told
that their relationships were not influenced at all by the critical market incidents, due to strong
relations and due to that none of their clients and partners were involved in the Petrobras

scandal.

Out from this, I can answer the first research question by saying that managers with
personality traits of absorptive capacity ease cultural frictions with embedded relations and
cognitive resonance in the market. Managers with a high degree of absorptive capacity
understand that the Brazilian market is constructed on the cultural dimensions collectivism
and long-term orientation. Managers who highly prioritize and put significant efforts in
investing in relational and cognitive capital ease the cultural frictions as they primarily
acquire strong embedded relations in the market. With a high degree of absorptive capacity,
the managers acquire more market knowledge which highlights the essentials in the foreign
business culture. Stubborn managers with a closed mentality and cognitive dissonance are
unwilling to acquire knowledge about foreign market institutions (Doornich, 2017), which
results in conflicts in the international operations and market access. As Norway is a more
individualistic and short-term oriented country, managers are used to operate with arm-length
relations. In Brazil, the managers are ought to operate with embedded relations in the market

with a long-term orientation to achieve their goals.

The importance of investing in relational capital can be further enlightened by the context in
which the phenomenon has been studied in. By utilizing a case study with six different
Norwegian companies that have international operations in the Brazilian oil and gas market,
this paper emphasizes managers who are exposed to a foreign and distant market where
business activities are primarily built on embedded and close relations between network
connections on the Brazilian shelf. For a foreign manager, it becomes strenuous to acquire a
solid market knowledge and position due to the foreign market’s characteristics. Therefore it
becomes fundamental for the foreign manager to invest in relational and cognitive capital to
ease the international operations and get more access the market. This because the market is
built on mutual trust and dependency between network connections. Therefore, this study
also corresponds to previous studies which demonstrate the importance of embedded relations

and strong bonds (Moran, 2005; Nahapiet & Ghosal, 1998; Collins & Hitt, 2014).

Answering the second research question, it becomes evident that critical market incidents may

have different impacts on the managers’ already established relations in the market. It appears

47



that managers with strong relations in the market remain unharmed during the critical market
incidents, and other mangers with medium-strong relations may exploit the opportunity to

seek new and strong relations than previous.

In addition, it appears that the critical incident of the downturn in oil price resulted in a
downsizing of the companies causing that already invested relational capital gets lost.
Invested relational capital gets lost due to the fact that employees that have great relations in
the market have to resign. It is not abundant to merely lean on the corporate relations.

Personal relations is the key to operate successfully in the market.

Regarding the cognitive capital, companies that are sufficient in sharing and assimilating
market and cultural knowledge maintain their cognitive capital during a critical market
incident even though some individuals get resigned. Cognitive capital is embedded in the
corporation, and if the companies invest persistently in cognitive capital they will be more

prepared for future critical incidents in the market.

The findings from this study correspond to Eriksson and Chetty’s (2017) findings that the
foreign market knowledge is determined by company’s absorptive capacity. This becomes
evident from the narratives that companies who have a hunger for knowledge and thus high
degree of absorptive capacity learn about foreign markets through collaborations with other

companies by sharing valuable market and cultural information.

With these findings, this paper reinforces the extant business literature by agreeing with Yli-
Renko’s et al. (2002) findings that the personal network of managers and employees play an
important role in providing market knowledge. The findings of my study support several other
studies based on the relational and cognitive dimension of social capital (Cohen & Levinthal,
1990; Granovetter, 1985; Muniady, 2015) and the findings agree with Nahapiet and Ghosal’s
(1998) arguments that the relational and cognitive dimensions of social capital are

interrelated.

Nonetheless, the findings from this study demonstrate that social capital is dynamic as the
managers continuously have to invest in new relations, cognition and knowledge. Stable and
strong relations becomes essential during critical market incidents. This becomes evident
from the interviews as there is a consensus among all the interviewed managers that to keep
their business activities running optimally they have to maintain their established relations

and also seek for new potential relations. In addition, it becomes evident that the companies
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who invest in cognitions in form of new market knowledge are prone to success as the market

is quite dynamic, and being agile to the rapid shifts in the market is essential.

7. Conclusion

This study focused on the importance for Norwegian managers to overcome cultural frictions
and how they invest in relational and cognitive capital to ease their international operations in
the Brazilian oil and gas market. The investigation of multiple case study companies
emphasized six Norwegian and two Brazilian managers’ perceptions and experiences with the

phenomenon studied.

First, I contribute new insights into how managers invest in the two dimensions of social
capital in the international operation. The findings demonstrate the importance of having
strong and embedded relations in the Brazilian oil and gas market since much of the business
activities are based on close personal relations and network connections. It becomes evident
from the narratives told that managers’ personal cognitional resonance and a high degree of
absorptive capacity are crucial factors to ease the international operations access and operate

smoothly in the encounter of a distant foreign culture.

Second, by drawing on relational capital and absorptive capacity literature I make a fresh
contribution to study the latter concepts in the view of a critical market incident that
constrains business activities which have not been studied before. My findings suggest that
critical market incidents may have different impacts on the managers’ relations in the market
depending on the managers’ relational strength. If critical market incidents occur, the
managers’ capability to draw on strong relations with its partners, customers or clients is a
highly valuable asset (Moran, 2005) that can be useful to cope with uncertain and risky

contexts.

When a critical incident in the market like corruption occurs, managers with a cognitive
resonance may create a cognitive dissonance during their international operations. Cognitive
resonance is not a static personal trait, but a dynamic one. Managers can enter and operate in
foreign markets with an initial cognitive resonance. However, challenges and critical
incidents in the market can test the managers’ cognitive resonance. In some cases, it can be

too much to handle for the managers. Thus, this can result in a cognitive resonance. Managers
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who have entered and internationally operated with an open mind may leave the country with

a closed mind.

However, there are some limitations of this study. First, the findings of this study suggest that
social capital is a dynamic concept and not static, and further research should address
dynamic social capital in the international operations of other companies in the oil and gas
industry. Second, the critical market incidents of this study have been scoped to the Petrobras
scandal and the downturn in oil price from 2014. Further studies could emphasize the impact
of other critical market incidents that constrain business activities in the oil and gas market, or
other industries. Third, my analysis of how managers invest in relational and cognitive capital
and its impact on managerial performance is based on Norwegian companies operating in
Brazil and further studies should emphasize companies from other nations or emerging
markets. In addition, a more balanced selection of Brazilian and Norwegian respondents may
lead to a different picture of the phenomenon studied. Fourth, due to the managers’
availability in this projects’ time span, the interview objects were five Norwegians and two
Brazilians managers in the oil and gas market. Further studies could focus either on a more

balance between the nationalities, or put more focus on the Brazilian respondents.
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Appendix

Appendix 1: Interview guide draft

Topic Questions

Introduction e Presentation about myself
e The paper’s main purposes.

e Practical information (i.e interview duration, audio recording and anonymity)

The interview object’s e How long have you been employed at X?
background e  What is your current working title?
e  What is your responsibility area?
e  What is your background (i.e educational and work)?
Intercultural e  What do you think characterize the Norwegian business culture?
relationship building e  What about the characteristics of the Brazilian culture?
e  What will you say the these cultures have in common?
e Have you experienced cultural frictions in the encounter of the two respective
cultures? If yes, how do you deal with them?
e In your opinion, what is the best way to handle the cultural frictionss?
Cross-cultural e In your opinion, what are some of the most important critical success factors
negotiation in order to operate in Brazil?
e How will you say that the time perspective is being perceived in Brazil?
e  What challenges regarding communication and language occur when
operating in Brazil as a Norwegian company? How to adapt?
e  What other challenges do you face when operating in Brazil?
Relational capital e How do you develop and maintain relationships in Brazil?
e  What characterizes relationships in the Brazilian oil and gas market?
e  What will you say are the main differences regarding relationships in Norway
and Brazil?
e How do you strengthen relationships?
Cognitive capital and ¢ Do you have experience with international operations from other countries
absorptive capacity which has similar market characteristic as Brazil, and is this knowledge
applicable for Brazil?
e How do your company acquire new foreign market knowledge? (e.g.
meetings, event participations)
e How do you use knowledge and information you acquire in the market?

e How do you think external knowledge influence your business outcomes?
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e Do you think cultural frictions may impact the knowledge?

Critical market e  What do you think are the consequences of a critical market incident in terms
incident of international trade?

e  What other consequences do you think occur during a market shock?

e How to cope with a market shock?

e  What happens to your relations with partners after a market shock?

Do you have anything you will add?
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¢ A gold open access publication fee is payable by authors or on their behalf, e.g. by their research
funder or institution.

Regardless of how you choose to publish your article, the journal will apply the same peer review
criteria and acceptance standards.

For gold open access articles, permitted third party (re)use is defined by the following Creative
Commons user licenses:

Creative Commons Attribution (CC BY)

Lets others distribute and copy the article, create extracts, abstracts, and other revised versions,
adaptations or derivative works of or from an article (such as a translation), include in a collective
work (such as an anthology), text or data mine the article, even for commercial purposes, as long
as they credit the author(s), do not represent the author as endorsing their adaptation of the article,
and do not modify the article in such a way as to damage the author's honor or reputation.

Creative Commons Attribution-NonCommercial-NoDerivs (CC BY-NC-ND)

For non-commercial purposes, lets others distribute and copy the article, and to include in a collective
work (such as an anthology), as long as they credit the author(s) and provided they do not alter or
modify the article.
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The gold open access publication fee for this journal is USD 1800, excluding taxes. Learn more about
Elsevier's pricing policy: https://www.elsevier.com/openaccesspricing.

Green open access

Authors can share their research in a variety of different ways and Elsevier has a number of
green open access options available. We recommend authors see our green open access page for
further information. Authors can also self-archive their manuscripts immediately and enable public
access from their institution's repository after an embargo period. This is the version that has been
accepted for publication and which typically includes author-incorporated changes suggested during
submission, peer review and in editor-author communications. Embargo period: For subscription
articles, an appropriate amount of time is needed for journals to deliver value to subscribing customers
before an article becomes freely available to the public. This is the embargo period and it begins from
the date the article is formally published online in its final and fully citable form. Find out more.

This journal has an embargo period of 36 months.

Language (usage and editing services)

Please write your text in good English (American or British usage is accepted, but not a mixture of
these). Authors who feel their English language manuscript may require editing to eliminate possible
grammatical or spelling errors and to conform to correct scientific English may wish to use the English
Language Editing service available from Elsevier's WebShop.

Studies on patients or volunteers require ethics committee approval and informed consent, which
should be documented in the paper. Appropriate consents, permissions and releases must be obtained
where an author wishes to include case details or other personal information or images of patients
and any other individuals in an Elsevier publication. Written consents must be retained by the author
but copies should not be provided to the journal. Only if specifically requested by the journal in
exceptional circumstances (for example if a legal issue arises) the author must provide copies of the
consents or evidence that such consents have been obtained. For more information, please review the
Elsevier Policy on the Use of Images or Personal Information of Patients or other Individuals. Unless
you have written permission from the patient (or, where applicable, the next of kin), the personal
details of any patient included in any part of the article and in any supplementary materials (including
all illustrations and videos) must be removed before submission.

Our online submission system guides you stepwise through the process of entering your article
details and uploading your files. The system converts your article files to a single PDF file used in
the peer-review process. Editable files (e.g., Word, LaTeX) are required to typeset your article for
final publication. All correspondence, including notification of the Editor's decision and requests for
revision, is sent by e-mail.

Submit your article
Please submit your article via http://ees.elsevier.com/ibr

PREPARATION

Submission to this journal proceeds totally online and you will be guided stepwise through the creation
and uploading of your files. The system automatically converts your files to a single PDF file, which
is used in the peer-review process.

As part of the Your Paper Your Way service, you may choose to submit your manuscript as a single file
to be used in the refereeing process. This can be a PDF file or a Word document, in any format or lay-
out that can be used by referees to evaluate your manuscript. It should contain high enough quality
figures for refereeing. If you prefer to do so, you may still provide all or some of the source files at
the initial submission. Please note that individual figure files larger than 10 MB must be uploaded
separately.

References

There are no strict requirements on reference formatting at submission. References can be in any style
or format as long as the style is consistent. Where applicable, author(s) name(s), journal title/book
title, chapter title/article title, year of publication, volume number/book chapter and the pagination
must be present. Use of DOI is highly encouraged. The reference style used by the journal will be
applied to the accepted article by Elsevier at the proof stage. Note that missing data will be highlighted
at proof stage for the author to correct.

AUTHOR INFORMATION PACK 21 May 2018 www.elsevier.com/locate/ibusrev 7


http://elsevier.com/greenopenaccess
https://www.elsevier.com/about/open-science/open-access/journal-embargo-finder/
http://webshop.elsevier.com/languageediting/
http://webshop.elsevier.com/languageediting/
https://www.elsevier.com/patient-consent-policy

Formatting requirements

There are no strict formatting requirements but all manuscripts must contain the essential elements
needed to convey your manuscript, for example Abstract, Keywords, Introduction, Materials and
Methods, Results, Conclusions, Artwork and Tables with Captions.

If your article includes any Videos and/or other Supplementary material, this should be included in
your initial submission for peer review purposes.

Divide the article into clearly defined sections.

Figures and tables embedded in text

Please ensure the figures and the tables included in the single file are placed next to the relevant text
in the manuscript, rather than at the bottom or the top of the file. The corresponding caption should
be placed directly below the figure or table.

This journal operates a double blind review process. All contributions will be initially assessed by the
editor for suitability for the journal. Papers deemed suitable are then typically sent to a minimum of
two independent expert reviewers to assess the scientific quality of the paper. The Editor is responsible
for the final decision regarding acceptance or rejection of articles. The Editor's decision is final. More
information on types of peer review.

This journal uses double-blind review, which means the identities of the authors are concealed from
the reviewers, and vice versa. More information is available on our website. To facilitate this, please
include the following separately:

Title page (with author details): This should include the title, authors' names, affiliations,
acknowledgements and any Declaration of Interest statement, and a complete address for the
corresponding author including an e-mail address.

Blinded manuscript (no author details): The main body of the paper (including the references,
figures, tables and any acknowledgements) should not include any identifying information, such as
the authors' names or affiliations.

Use of word processing software

Regardless of the file format of the original submission, at revision you must provide us with an
editable file of the entire article. Keep the layout of the text as simple as possible. Most formatting
codes will be removed and replaced on processing the article. The electronic text should be prepared
in @ way very similar to that of conventional manuscripts (see also the Guide to Publishing with
Elsevier). See also the section on Electronic artwork.

To avoid unnecessary errors you are strongly advised to use the 'spell-check' and 'grammar-check'
functions of your word processor.

Subdivision - numbered sections

Divide your article into clearly defined and numbered sections. Subsections should be numbered
1.1 (then 1.1.1, 1.1.2, ...), 1.2, etc. (the abstract is not included in section numbering). Use this
numbering also for internal cross-referencing: do not just refer to 'the text'. Any subsection may be
given a brief heading. Each heading should appear on its own separate line.

Introduction
State the objectives of the work and provide an adequate background, avoiding a detailed literature
survey or a summary of the results.

Material and methods

Provide sufficient details to allow the work to be reproduced by an independent researcher. Methods
that are already published should be summarized, and indicated by a reference. If quoting directly
from a previously published method, use quotation marks and also cite the source. Any modifications
to existing methods should also be described.

Theory/calculation

A Theory section should extend, not repeat, the background to the article already dealt with in the
Introduction and lay the foundation for further work. In contrast, a Calculation section represents a
practical development from a theoretical basis.

Results
Results should be clear and concise.
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Discussion
This should explore the significance of the results of the work, not repeat them. A combined Results
and Discussion section is often appropriate. Avoid extensive citations and discussion of published
literature.

Conclusions
The main conclusions of the study may be presented in a short Conclusions section, which may stand
alone or form a subsection of a Discussion or Results and Discussion section.

Appendices

If there is more than one appendix, they should be identified as A, B, etc. Formulae and equations in
appendices should be given separate numbering: Eq. (A.1), Eq. (A.2), etc.; in a subsequent appendix,
Eqg. (B.1) and so on. Similarly for tables and figures: Table A.1; Fig. A.1, etc.

Vitae
Please include a brief autobiographical note, including full name, appointment and name of
organisation.

e Title. Concise and informative. Titles are often used in information-retrieval systems. Avoid
abbreviations and formulae where possible.

e Author names and affiliations. Please clearly indicate the given name(s) and family name(s)
of each author and check that all names are accurately spelled. You can add your name between
parentheses in your own script behind the English transliteration. Present the authors' affiliation
addresses (where the actual work was done) below the names. Indicate all affiliations with a lower-
case superscript letter immediately after the author's name and in front of the appropriate address.
Provide the full postal address of each affiliation, including the country name and, if available, the
e-mail address of each author.

e Corresponding author. Clearly indicate who will handle correspondence at all stages of refereeing
and publication, also post-publication. This responsibility includes answering any future queries about
Methodology and Materials. Ensure that the e-mail address is given and that contact details
are kept up to date by the corresponding author.

e Present/permanent address. If an author has moved since the work described in the article was
done, or was visiting at the time, a 'Present address' (or 'Permanent address') may be indicated as
a footnote to that author's name. The address at which the author actually did the work must be
retained as the main, affiliation address. Superscript Arabic numerals are used for such footnotes.

Abstract

A concise and factual abstract not exceeding 150 words is required. The abstract should state briefly
the purpose of the research, the principal results and major conclusions. An abstract is often presented
separately from the article, so it must be able to stand alone. For this reason, References should
be avoided, but if essential, then cite the author(s) and year(s). Also, non-standard or uncommon
abbreviations should be avoided, but if essential they must be defined at their first mention in the
abstract itself.

Graphical abstract

Although a graphical abstract is optional, its use is encouraged as it draws more attention to the online
article. The graphical abstract should summarize the contents of the article in a concise, pictorial form
designed to capture the attention of a wide readership. Graphical abstracts should be submitted as a
separate file in the online submission system. Image size: Please provide an image with a minimum
of 531 x 1328 pixels (h x w) or proportionally more. The image should be readable at a size of 5 X
13 cm using a regular screen resolution of 96 dpi. Preferred file types: TIFF, EPS, PDF or MS Office
files. You can view Example Graphical Abstracts on our information site.

Authors can make use of Elsevier's Illustration Services to ensure the best presentation of their images
and in accordance with all technical requirements.

Highlights

Highlights are mandatory for this journal. They consist of a short collection of bullet points that
convey the core findings of the article and should be submitted in a separate editable file in the
online submission system. Please use 'Highlights' in the file name and include 3 to 5 bullet points
(maximum 85 characters, including spaces, per bullet point). You can view example Highlights on
our information site.
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Keywords

Immediately after the abstract, provide a maximum of 10 keywords, using American spelling and
avoiding general and plural terms and multiple concepts (avoid, for example, "and", "of"). Be sparing
with abbreviations: only abbreviations firmly established in the field may be eligible. These keywords
will be used for indexing purposes.

Formatting of funding sources
List funding sources in this standard way to facilitate compliance to funder's requirements:

Funding: This work was supported by the National Institutes of Health [grant nhumbers xxxx, yyyy];
the Bill & Melinda Gates Foundation, Seattle, WA [grant number zzzz]; and the United States Institutes
of Peace [grant number aaaa].

It is not necessary to include detailed descriptions on the program or type of grants and awards. When
funding is from a block grant or other resources available to a university, college, or other research
institution, submit the name of the institute or organization that provided the funding.

If no funding has been provided for the research, please include the following sentence:

This research did not receive any specific grant from funding agencies in the public, commercial, or
not-for-profit sectors.

Math formulae

Please submit math equations as editable text and not as images. Present simple formulae in
line with normal text where possible and use the solidus (/) instead of a horizontal line for small
fractional terms, e.g., X/Y. In principle, variables are to be presented in italics. Powers of e are often
more conveniently denoted by exp. Number consecutively any equations that have to be displayed
separately from the text (if referred to explicitly in the text).

Footnotes

Footnotes should be used sparingly. Number them consecutively throughout the article. Many word
processors build footnotes into the text, and this feature may be used. Should this not be the case,
indicate the position of footnotes in the text and present the footnotes themselves separately at the
end of the article.

Electronic artwork

General points

e Make sure you use uniform lettering and sizing of your original artwork.

e Preferred fonts: Arial (or Helvetica), Times New Roman (or Times), Symbol, Courier.

e Number the illustrations according to their sequence in the text.

¢ Use a logical naming convention for your artwork files.

e Indicate per figure if it is a single, 1.5 or 2-column fitting image.

e For Word submissions only, you may still provide figures and their captions, and tables within a
single file at the revision stage.

¢ Please note that individual figure files larger than 10 MB must be provided in separate source files.
A detailed guide on electronic artwork is available.

You are urged to visit this site; some excerpts from the detailed information are given here.
Formats

Regardless of the application used, when your electronic artwork is finalized, please 'save as' or
convert the images to one of the following formats (note the resolution requirements for line drawings,
halftones, and line/halftone combinations given below):

EPS (or PDF): Vector drawings. Embed the font or save the text as 'graphics'.

TIFF (or JPG): Color or grayscale photographs (halftones): always use a minimum of 300 dpi.

TIFF (or JPG): Bitmapped line drawings: use a minimum of 1000 dpi.

TIFF (or JPG): Combinations bitmapped line/half-tone (color or grayscale): a minimum of 500 dpi
is required.

Please do not:

e Supply files that are optimized for screen use (e.g., GIF, BMP, PICT, WPG); the resolution is too low.
e Supply files that are too low in resolution.

e Submit graphics that are disproportionately large for the content.
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Color artwork

Please make sure that artwork files are in an acceptable format (TIFF (or JPEG), EPS (or PDF), or
MS Office files) and with the correct resolution. If, together with your accepted article, you submit
usable color figures then Elsevier will ensure, at no additional charge, that these figures will appear
in color online (e.g., ScienceDirect and other sites) regardless of whether or not these illustrations
are reproduced in color in the printed version. For color reproduction in print, you will receive
information regarding the costs from Elsevier after receipt of your accepted article. Please
indicate your preference for color: in print or online only. Further information on the preparation of
electronic artwork.

Figure captions

Ensure that each illustration has a caption. A caption should comprise a brief title (not on the figure
itself) and a description of the illustration. Keep text in the illustrations themselves to a minimum but
explain all symbols and abbreviations used.

Please submit tables as editable text and not as images. Tables can be placed either next to the
relevant text in the article, or on separate page(s) at the end. Number tables consecutively in
accordance with their appearance in the text and place any table notes below the table body. Be
sparing in the use of tables and ensure that the data presented in them do not duplicate results
described elsewhere in the article. Please avoid using vertical rules and shading in table cells.

Citation in text

Please ensure that every reference cited in the text is also present in the reference list (and vice
versa). Any references cited in the abstract must be given in full. Unpublished results and personal
communications are not recommended in the reference list, but may be mentioned in the text. If these
references are included in the reference list they should follow the standard reference style of the
journal and should include a substitution of the publication date with either 'Unpublished results' or
'Personal communication'. Citation of a reference as 'in press' implies that the item has been accepted
for publication.

Web references

As a minimum, the full URL should be given and the date when the reference was last accessed. Any
further information, if known (DOI, author names, dates, reference to a source publication, etc.),
should also be given. Web references can be listed separately (e.g., after the reference list) under a
different heading if desired, or can be included in the reference list.

Data references

This journal encourages you to cite underlying or relevant datasets in your manuscript by citing them
in your text and including a data reference in your Reference List. Data references should include the
following elements: author name(s), dataset title, data repository, version (where available), year,
and global persistent identifier. Add [dataset] immediately before the reference so we can properly
identify it as a data reference. The [dataset] identifier will not appear in your published article.

References in a special issue
Please ensure that the words 'this issue' are added to any references in the list (and any citations in
the text) to other articles in the same Special Issue.

Reference management software

Most Elsevier journals have their reference template available in many of the most popular reference
management software products. These include all products that support Citation Style Language
styles, such as Mendeley and Zotero, as well as EndNote. Using the word processor plug-ins from
these products, authors only need to select the appropriate journal template when preparing their
article, after which citations and bibliographies will be automatically formatted in the journal's style.
If no template is yet available for this journal, please follow the format of the sample references
and citations as shown in this Guide. If you use reference management software, please ensure that
you remove all field codes before submitting the electronic manuscript. More information on how to
remove field codes.

Users of Mendeley Desktop can easily install the reference style for this journal by clicking the following
link:
http://open.mendeley.com/use-citation-style/international-business-review
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When preparing your manuscript, you will then be able to select this style using the Mendeley plug-
ins for Microsoft Word or LibreOffice.

Reference formatting

There are no strict requirements on reference formatting at submission. References can be in any style
or format as long as the style is consistent. Where applicable, author(s) name(s), journal title/book
title, chapter title/article title, year of publication, volume number/book chapter and the pagination
must be present. Use of DOI is highly encouraged. The reference style used by the journal will be
applied to the accepted article by Elsevier at the proof stage. Note that missing data will be highlighted
at proof stage for the author to correct. If you do wish to format the references yourself they should
be arranged according to the following examples:

Reference style

Text: Citations in the text should follow the referencing style used by the American Psychological
Association. You are referred to the Publication Manual of the American Psychological Association,
Sixth Edition, ISBN 978-1-4338-0561-5, copies of which may be ordered online or APA Order Dept.,
P.0.B. 2710, Hyattsville, MD 20784, USA or APA, 3 Henrietta Street, London, WC3E 8LU, UK.

List: references should be arranged first alphabetically and then further sorted chronologically if
necessary. More than one reference from the same author(s) in the same year must be identified by
the letters 'a’, 'b', 'c', etc., placed after the year of publication.

Examples:

Reference to a journal publication:

Van der Geer, J., Hanraads, J. A. J., & Lupton, R. A. (2010). The art of writing a scientific article.
Journal of Scientific Communications, 163, 51-59.

Reference to a book:

Strunk, W., Jr.,, & White, E. B. (2000). The elements of style. (4th ed.). New York: Longman, (Chapter
4).

Reference to a chapter in an edited book:

Mettam, G. R., & Adams, L. B. (2009). How to prepare an electronic version of your article. In B. S.
Jones, & R. Z. Smith (Eds.), Introduction to the electronic age (pp. 281-304). New York: E-Publishing
Inc.

Reference to a website:

Cancer Research UK. Cancer statistics reports for the UK. (2003). http://www.cancerresearchuk.org/
aboutcancer/statistics/cancerstatsreport/ Accessed 13 March 2003.

Reference to a dataset:

[dataset] Oguro, M., Imahiro, S., Saito, S., Nakashizuka, T. (2015). Mortality data for Japanese
oak wilt disease and surrounding forest compositions. Mendeley Data, v1. https://doi.org/10.17632/
xwj98nb39r.1.

Reference to a conference paper or poster presentation:

Engle, E.K., Cash, T.F,, & Jarry, J.L. (2009, November). The Body Image Behaviours Inventory-3:
Development and validation of the Body Image Compulsive Actions and Body Image Avoidance Scales.
Poster session presentation at the meeting of the Association for Behavioural and Cognitive Therapies,
New York, NY.

Journal abbreviations source
Journal names should be abbreviated according to the List of Title Word Abbreviations.

Elsevier accepts video material and animation sequences to support and enhance your scientific
research. Authors who have video or animation files that they wish to submit with their article are
strongly encouraged to include links to these within the body of the article. This can be done in the
same way as a figure or table by referring to the video or animation content and noting in the body
text where it should be placed. All submitted files should be properly labeled so that they directly
relate to the video file's content. . In order to ensure that your video or animation material is directly
usable, please provide the file in one of our recommended file formats with a preferred maximum
size of 150 MB per file, 1 GB in total. Video and animation files supplied will be published online in
the electronic version of your article in Elsevier Web products, including ScienceDirect. Please supply
'stills' with your files: you can choose any frame from the video or animation or make a separate
image. These will be used instead of standard icons and will personalize the link to your video data. For
more detailed instructions please visit our video instruction pages. Note: since video and animation
cannot be embedded in the print version of the journal, please provide text for both the electronic
and the print version for the portions of the article that refer to this content.
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The journal encourages authors to create an AudioSlides presentation with their published article.
AudioSlides are brief, webinar-style presentations that are shown next to the online article on
ScienceDirect. This gives authors the opportunity to summarize their research in their own words
and to help readers understand what the paper is about. More information and examples are
available. Authors of this journal will automatically receive an invitation e-mail to create an AudioSlides
presentation after acceptance of their paper.

Include interactive data visualizations in your publication and let your readers interact and engage
more closely with your research. Follow the instructions here to find out about available data
visualization options and how to include them with your article.

Supplementary material such as applications, images and sound clips, can be published with your
article to enhance it. Submitted supplementary items are published exactly as they are received (Excel
or PowerPoint files will appear as such online). Please submit your material together with the article
and supply a concise, descriptive caption for each supplementary file. If you wish to make changes to
supplementary material during any stage of the process, please make sure to provide an updated file.
Do not annotate any corrections on a previous version. Please switch off the "Track Changes' option
in Microsoft Office files as these will appear in the published version.

This journal encourages and enables you to share data that supports your research publication
where appropriate, and enables you to interlink the data with your published articles. Research data
refers to the results of observations or experimentation that validate research findings. To facilitate
reproducibility and data reuse, this journal also encourages you to share your software, code, models,
algorithms, protocols, methods and other useful materials related to the project.

Below are a number of ways in which you can associate data with your article or make a statement
about the availability of your data when submitting your manuscript. If you are sharing data in one of
these ways, you are encouraged to cite the data in your manuscript and reference list. Please refer to
the "References" section for more information about data citation. For more information on depositing,
sharing and using research data and other relevant research materials, visit the research data page.

Data linking

If you have made your research data available in a data repository, you can link your article directly to
the dataset. Elsevier collaborates with a number of repositories to link articles on ScienceDirect with
relevant repositories, giving readers access to underlying data that gives them a better understanding
of the research described.

There are different ways to link your datasets to your article. When available, you can directly link
your dataset to your article by providing the relevant information in the submission system. For more
information, visit the database linking page.

For supported data repositories a repository banner will automatically appear next to your published
article on ScienceDirect.

In addition, you can link to relevant data or entities through identifiers within the text of your
manuscript, using the following format: Database: xxxx (e.g., TAIR: AT1G01020; CCDC: 734053;
PDB: 1XFN).

Mendeley Data

This journal supports Mendeley Data, enabling you to deposit any research data (including raw and
processed data, video, code, software, algorithms, protocols, and methods) associated with your
manuscript in a free-to-use, open access repository. During the submission process, after uploading
your manuscript, you will have the opportunity to upload your relevant datasets directly to Mendeley
Data. The datasets will be listed and directly accessible to readers next to your published article online.

For more information, visit the Mendeley Data for journals page.
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Data in Brief

You have the option of converting any or all parts of your supplementary or additional raw data into
one or multiple data articles, a new kind of article that houses and describes your data. Data articles
ensure that your data is actively reviewed, curated, formatted, indexed, given a DOI and publicly
available to all upon publication. You are encouraged to submit your article for Data in Brief as an
additional item directly alongside the revised version of your manuscript. If your research article is
accepted, your data article will automatically be transferred over to Data in Brief where it will be
editorially reviewed and published in the open access data journal, Data in Brief. Please note an open
access fee of 500 USD is payable for publication in Data in Brief. Full details can be found on the Data
in Brief website. Please use this template to write your Data in Brief.

Data statement

To foster transparency, we encourage you to state the availability of your data in your submission.
This may be a requirement of your funding body or institution. If your data is unavailable to access
or unsuitable to post, you will have the opportunity to indicate why during the submission process,
for example by stating that the research data is confidential. The statement will appear with your
published article on ScienceDirect. For more information, visit the Data Statement page.

AFTER ACCEPTANCE

Corresponding authors will receive an e-mail with a link to our online proofing system, allowing
annotation and correction of proofs online. The environment is similar to MS Word: in addition to
editing text, you can also comment on figures/tables and answer questions from the Copy Editor.
Web-based proofing provides a faster and less error-prone process by allowing you to directly type
your corrections, eliminating the potential introduction of errors.

If preferred, you can still choose to annotate and upload your edits on the PDF version. All instructions
for proofing will be given in the e-mail we send to authors, including alternative methods to the online
version and PDF.

We will do everything possible to get your article published quickly and accurately. Please use this
proof only for checking the typesetting, editing, completeness and correctness of the text, tables and
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