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ABSTRACT 

 

This research is focused on the challenges that French entrepreneurs encounter when having 

a business in Brazil, especially at the opening and while running a business. Brazil has welcomed 

many French entrepreneurs since the last decade, about 900 subsidiaries are present in Brazil and 

huge communities of entrepreneurs, such as the French Tech, are performing in the country. Many 

French entrepreneurs are still interested in going to Brazil to take their chance. That is why, the 

goal of this research is to provide them with more detailed information from previous 

entrepreneurs’ experiences, in order for them to better be prepared and diminish the risk of failure. 

This work is a qualitative study based on qualitative research methodology. Twenty-one semi-

structured interviews, with open-ended questions, were conducted, which enabled the participant 

to express its own views and opinions. An increasing number of French entrepreneurs are running 

a business in Brazil, especially Sao Paulo and Rio where there are various opportunities. That is 

why this current research is important as its objective is to provide, the coming French 

entrepreneurs, with better insight and advice to start their journey in Brazil. The objective is to 

identify the challenges that they might encounter and the things they should be ready for. 

What has been found is that, indeed, there are numerous challenges to overcome for French 

entrepreneurs. First, the cultural shock, such as the working relations, then the bureaucracy with 

the long delays and complex procedures to get important documents or status, the economic 

instability more than the political one, and the difficulty to find investments from Brazilian 

investors or the high taxation. However, some good reasons to open a business in Brazil have been 

mentioned such as the attractiveness of the country, the open-mindedness regarding new business, 

and last but not least, the quality of life. 

 

Keywords: Business, Entrepreneurship, Entrepreneurial Career/ Challenges/ Experiences, 

Entrepreneurial Motivations, Management, International Entrepreneurship. 

  



  

RESUMO 

 

Esta pesquisa está focada nos desafios que os empresários franceses encontram quando têm 

um negócio no Brasil, especialmente na abertura e na gestão de um negócio. O Brasil tem recebido 

muitos empresários franceses desde a última década, cerca de 900 filiais estão presentes no Brasil 

e enormes comunidades de empreendedores, como a francesa Tech, estão atuando no país. Muitos 

empresários franceses ainda estão interessados em ir ao Brasil para aproveitar sua chance. Por isso, 

o objetivo desta pesquisa é fornecer-lhes informações mais detalhadas das experiências dos 

empresários anteriores, para que estejam melhor preparados e diminuam o risco de fracasso. 

Este trabalho é um estudo qualitativo baseado em metodologia de pesquisa qualitativa. Foram 

realizadas vinte e uma entrevistas semi-estruturadas, com perguntas abertas, que permitiram ao 

participante expressar seus próprios pontos de vista e opiniões. Um número crescente de 

empresários franceses está dirigindo um negócio no Brasil, especialmente em São Paulo e no Rio, 

onde existem várias oportunidades. É por isso que esta pesquisa atual é importante, pois seu 

objetivo é proporcionar aos futuros empreendedores franceses uma melhor visão e aconselhamento 

para iniciar sua jornada no Brasil. O objetivo é identificar os desafios que eles podem encontrar e 

as coisas para as quais devem estar preparados. 

O que tem sido descoberto é que, de fato, há inúmeros desafios a serem superados pelos 

empreendedores franceses. Primeiro, o choque cultural, como as relações de trabalho, depois a 

burocracia com os longos atrasos e procedimentos complexos para obter documentos ou status 

importantes, a instabilidade econômica mais do que política e a dificuldade de encontrar 

investimentos de investidores brasileiros ou a alta tributação. Entretanto, algumas boas razões para 

abrir um negócio no Brasil têm sido mencionadas, como a atratividade do país, a abertura de 

espírito em relação a novos negócios e, por fim, mas não menos importante, a qualidade de vida. 

 

Palavras-chave: Negócios, Empreendedorismo, Carreira Empreendedora/ Desafios/ 

Experiências, Motivações Empreendedoras, Gestão, Empreendedorismo Internacional.  
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I.  INTRODUCTION  

This dissertation is the result of research on international entrepreneurship. It is more 

specifically a study that focuses on people who, for several reasons, decided to open a business. 

They now have the status of entrepreneurs and have two specific commonalities: they are French 

and are currently running a business in Brazil. 

First of all, the introduction explains the context of the research, gives general information 

about the concerned countries and states the main objectives of this dissertation. It also highlights 

the differences between assumptions and results obtained by interviewees as well as the differences 

between the results and the literature review.  

The latter is the following section composed of five subsections. After a little introduction, 

the first one tackles the different types of entrepreneurship, the second one evokes three essential 

notions: entrepreneurs, entrepreneurship and international entrepreneurship. The following part 

focuses on women entrepreneurship. Then, in the fourth subsection, the motivations for becoming 

an entrepreneur are explained and finally, the basic steps of business creation are being studied. 

After the literature review, comes the methodology section; with an additional literature 

review about the research design that enables us to define the most appropriate process for this 

research. The other one about the research method is separated into three steps: research problem, 

data collection with the interview and selection profile and the data analysis options are developed 

and lead to the most pertinent way to perform this study. 

Then, the results section shows the different information collected from the twenty-one 

interviewees. They are presented under two categories. First, the motivations: personal and 

geographical. Then, the challenges are organized into three main sub-categories: the administrative 

and legal issues, the business issues and last but not least, the cultural issues. 

The last parts include a conclusion with the managerial implications, the research limitations 

and suggestions for future research and finally, the references and appendix.  
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I.  1. Contextualization  

To begin, Brazil has the 6th highest GDP of the world in 2020, according to the World 

Population Review GDP Ranking by country. It is the biggest country regarding size and 

population, but it also possesses a huge market and a diversified economy. This South American 

country is one of the strongest emerging markets and the leader and first mover of the continent in 

several domains. Brazil is a rich country in terms of natural resources, and working force for 

instance. However, the country has to face issues concerning poverty, inequalities, the 

environment, and governance. Since Lula’s politics of redistribution, about 38 million Brazilians 

have been lifted out of poverty, according to Márcia Lopes, former Minister of social development 

and fight against hunger (MDS), yet, strong inequalities are noticeable, and corruption matters still 

prevalent. 

Figure 1: Brazil’s performance in the Global Competitiveness Report against the regional 
and OCDE1 average. 

 
 

 

 

 

 

 

 

 

 

 

 

Source: The World Economic Forum (2017), The Global Competitiveness Report 2017-2018. 

 

1 French organization of economic cooperation and development. 
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As we can see in figure 1, the weakest areas of Brazil concerns, the development of the 

macroeconomic environment and the financial market. The other areas are similar to Latin 

American and Caribbean countries, for instance, the level of education, health or market efficiency. 

However, a gap exists in terms of infrastructures and technological readiness and Brazil even 

outperforms the OECD regarding the market size. 

 

Figure 2: Total factor productivity (TFP) growth, 1997-2016. 
 

 

 

Source: Conference board, 2017. 
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According to the French National Institute for Statistical and Economic Studies (INSEE) 

in France, in 2017, 591 000 companies were created against 554 000 in 2016 and it has not slowed 

down thereafter. The French economic and political environments have become more interesting 

and stable, and young people are increasingly going for entrepreneurship paths. As a matter of 

fact, in 2017, 46% of job seekers chose to become entrepreneurs (General Direction of Companies 

(DGE), 2017).  

Figure 3: French entrepreneurship index (gender and age) 

 

 

 

Source: DGE, 2017 
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Also, more than 30% of the population are entrepreneurs, there are more men than women 

and the biggest part of entrepreneurs are between 30 and 49 years old (44%) followed by the 

category of fewer than 30 years old (36%), as shown on figure 3.  

In Brazil, according to the Brazilian Report (2019), 39% of the population are entrepreneurs. 

About 32% are women and, overall the entrepreneurs, it is incrementally young people that start a 

business, around 18.9% in 2017 and 22.2 % in 2018. 

This phenomenon is happening worldwide and French people found a special interest in 

Brazil, one of the fastest developing countries. Indeed, despite the local Brazilian context, many 

companies have invested in the country during the past ten years, especially French ones. 

 This can be explained by the fact that Brazil and France have old cultural and economic 

relations according to the French Ministry of Foreign Affairs. French companies have about 900 

subsidiaries in Brazil, which employ over 500 000 people in many sectors of activity. Several 

French companies have come and will come to Brazil. Indeed, the country has recently received 

the French Tech label and according to Valor Economico ranking about innovation in Brazil, eight 

companies among the first hundred and fifty, are French ones. Therefore, the purpose here is about 

discovering what are the challenges some succeeded to overcome when others have not. 
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I.  2. Research question and objectives 

 

The research question is: what kind of challenges do French entrepreneurs have when doing 

business in Brazil? The goal of this research is to define what are the problems and challenges that 

entrepreneurs encounter, from the view of governmental and private organisms, and later on, 

discover how do the companies face those issues. This research is essential in the way that, after a 

two years recession, Brazil seems to get back on track, which means that more companies will take 

a chance in Brazil. The purpose of this study is to help new French entrepreneurs to be better 

prepared to enter the country. This, by determining the difficulties and the strategies that would 

probably favor a great future for their business on the Brazilian land. 

The main objective is to find out which challenges French entrepreneurs encounter when 

trying to open a business in Brazil and while running it. The objective is for the incoming 

businessmen and businesswomen in the country, to be better prepared to face the Brazilian 

business environment and avoid a hefty culture shock. To effectively reach this goal the specific 

objectives are:  

• First, to identify the challenges for the potential future entrepreneurs,  

• Then, understand them and their impact on the entrepreneurship process, then, how 

they could be overcome thanks to previous entrepreneurs’ experiences and, 

• Another objective is to determine if some organizations could provide some support 

to arriving entrepreneurs and support or orient them through the process. 

Now that the research question has been settled and the purpose of this research established, 

the following part takes us through the assumptions and propositions that were considered before 

performing this research and compares them to the facts obtained with the study. It also compares 

the literature with the information shared by the interviewed entrepreneurs and highlights the 

common elements as well as the most relevant discrepancies.  
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I.  3. Assumptions and Propositions  

 

First of all, the differences between the assumptions I had and the outcomes are that 

infrastructures in terms of transportation do not seem to be an issue for the business world even 

though according to a survey from the World Economic Forum report 2017, it is the fifth most 

problematic factor when doing business in Brazil.  

To the interviewees, freight is the main used means of transportation for companies that need 

to move goods, and it is an efficient tool according to the entrepreneurs using it. For the smaller 

ones, that use more common means, such as the postal service, it is nevertheless an issue because 

in Brazil big companies like that have the monopoly. Therefore, in the case of the postal service, 

the firm is free to establish its prices, which are quite high or, not to respect delays, and the 

consequences are huge for the entrepreneurs’ relationships with their clients. However, 

entrepreneurs have no other choice but to use these companies, so they have to charge the client 

for those costs, however, delays can happen to be longer than agreed with them, which can damage 

the trust and willingness to do business.  

On the other hand, as I thought, the results confirmed that cultural, economic and 

administrative issues exist as demonstrated in the results section of this research.  

As for the literature, the overview of the different paths to start a business and become an 

entrepreneur sets the profiles of entrepreneurs and discloses information on the options available 

to be businessmen or women. The most common ways are the franchise, contract between a 

franchisor and a franchise, the spin-off, the intrapreneurship, the transition from wage-earning to 

entrepreneur accompanied by your company for external or internal purposes, the company buying 

and the most used one, by the interviewees of this research, the ex-nihilo entrepreneurship. 

Regarding international entrepreneurship, it is globally agreed (Panda (2000), Schumpeter 

(1935), or else Coviello et al. (2004)), that it comprises two basic notions: undertaking and doing 

business across borders. For this research, the notion of entrepreneurship applies accurately, 

however, regarding the international aspect, it is similar but not as broad as it focuses on people 

having a certain nationality (French) and opening a (new) business abroad (Brazil) but not 
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necessarily performing their activity in several countries. However, the same challenges are 

encountered, for instance, being in a different environment, facing an unknown culture, and 

learning the best way to do business at this specific location.   

The characteristics of women entrepreneurship, such as the added troubles to obtain certain 

conditions, or the way they have to organize themselves to manage their career and family, 

especially taking care of their children, have appeared to be valid for women, but men as well, 

however, the peculiarity of having a double role and dividing time between work and household 

is not at the same level for men.  

Concerning the motivations, increasing incomes have not been a (main) motivational factor 

for any of the interviewees and dissatisfaction from their previous job was not a recurring reason 

for starting a business either. However, even though motivations of French entrepreneurs have 

other sources, such as a random determining meeting with their actual associate (which looks like 

an opportunity that popped-up, cannot be associated with what the literature evokes as having a 

partner does not necessarily mean having a business opportunity), they tackled the main ideas 

provided by the literature, which includes independence, flexibility, self-realization, or else, be 

one’s boss.  

Finally, concerning the creation process of a company, it can globally be observed from whom 

the entrepreneurs mainly followed the paths recommended by Leger-Jarniou and Kalousis (2018), 

explaining and giving advice on the processes and steps of becoming an entrepreneur. Yet, 

depending on the activity sector the way to launch the company might be tougher (import or export 

of alimentary or sanitary products) than another (services through online websites). 
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II.  LITERATURE REVIEW  

 

This literature review encompasses various aspects of entrepreneurship in general.  So far, 

many studies or research have been performed about women (Sali 2017, Tisha 2018) or social 

entrepreneurship (Harvey, Phill 2016), the motives of becoming an entrepreneur (Minarcine, Shaw 

2016), paradoxes between having a real opportunity (Navis, Chad 2016) or else, entering the 

entrepreneur’s journey because of narcissism or highly optimistic views. There are also other 

studies about the education and training of potential future entrepreneurs (Vázquez Burguete, 

Lanero Carrizo 2010) or the question of experience and legitimacy (Kacperczyk, Younkin 2017). 

However, a gap in the literature can be observed, on contrary to entrepreneurship in India and 

South Africa, less research has been done about the challenges that entrepreneurs face when 

opening a business in Brazil and how they succeed or not. After presenting the main types of 

entrepreneurship, this literature review focuses on entrepreneurs, entrepreneurship and 

international entrepreneurship. Then as women were interviewed during the study, it was 

necessary to discover what the literature brings about women entrepreneurship. Finally, the 

motivations for becoming an entrepreneur, but also the creation process of a company. In other 

words, the steps and stage entrepreneurs usually need to go through to reach their goals, knowing 

that each company has its own specificities and that the resources required can highly differ from 

one type of business to another. This literature review enables to set the context and scope of this 

research and give vital insights about the topic studied. 

 
 
II.  1.  The main types of entrepreneurship 

 

In this section, three main sorts of entrepreneurship are described. Depending on where one 

starts, for instance, with or without an idea, there are different ways to be running a business. The 

goal is to have an overview of the options entrepreneurs have when they decide to start an activity. 
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To start, an individual can become entrepreneur through his/her company. Indeed, 

intrapreneurship is a firm in which the employer encourages the development of professional 

skills, such as management and the adoption of entrepreneurship habits “in-house”. This is an 

excellent discovery learning and experimental opportunity with less risk-taking. Employees are 

expected to suggest innovative projects that could be developed internally. The power of taking a 

decision can be more or less important, yet the entrepreneur can evolve within the company. For 

the latter, the principal advantage is found in the innovation opportunity the employee/entrepreneur 

can bring and implement in the firm, especially in service companies. According to Antoncic and 

Hirsrich (2003), there are three main dimensions in intrapreneurship: (1) the intrapreneur as an 

individual, focusing on his characteristics as well as his recognition and support in the 

organization, (2) the creation of new ventures from within the organization, with focus on the 

different types of ventures and their positioning in the corporate structure, and (3) the 

entrepreneurial organization, emphasizing its main characteristics. 

Another alternative is to resume an existing business, the business buyer(s) usually want to 

save time and skip the creation phase, it is also an easier way to obtain financial funds from banks. 

The advantages are that the business is already operating and the previous deals with suppliers and 

clients are maintained, so the buyer already has access to clients and thus to the market. However, 

the risk here is to buy a firm with a bad reputation or image. Therefore, it is primordial to deeply 

study the company’s situation before making the decision. Alvarez and Barney (2007), 

distinguished the “discovery entrepreneurs” who discover entrepreneurial opportunities and 

“creation entrepreneurs” who indeed create opportunities, which leads us to the following. 

According to Stevenson (1983), entrepreneurship refers to the capacity to, and willingness to, 

develop, manage, and organize a business venture, addressing all associated risks, toward the goal 

of making a profit. This journey is based on the concretization and realization of an idea with an 

inexistent or negligible initial investment. Usually, this type of entrepreneurship originates from 

innovation, solutions to daily issues or the identification of a microenvironment shift that could 

benefit some businesses. Selecting this ex-nihilo entrepreneurship is of higher risk and requires 

effort, and perseverance to develop the company. The owner has to find a place on the market by 

growing a customer base, getting known, and creating added-value to spark interest.  
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In conclusion, for wage-earning sceptics, entrepreneurship is a royal road to start a career. It is 

also an ideal way of favoring one’s independence, sense of responsibility, risk as well as creativity. 

 
 
II.  2.  Entrepreneur(s) 

 

Entrepreneurship originates from the French term “entrepreneur” invented by Jean 

Baptiste Say around 1800 and it means “to undertake”. 

 

The research is at the heart of this concept. It is focusing on people who created, create or will 

create their job, build teams, invent, innovate or develop external ideas. People who want to 

become entrepreneurs have particular features, such as the interviewed entrepreneurs currently 

experiencing the adventure. Therefore, the following paragraphs enable us to understand who these 

people are, what are their characteristics but also what they do, what does it mean and what are the 

prerequisites to do it. The entrepreneur’s history is not recent, and the definitions vary from one 

economist to another although, risk-taker, organizer of means of production, researcher of 

opportunities, and creator are characteristics that one should see, at varying degrees, for each 

entrepreneur.  

There was a time when wage-earning was considered as an enviable status, but things have 

changed and the shift in society needs, expectations, and level of acceptance, pushed towards a 

new way of working and living. This shift happened on several other layers: societies, 

organizations, institutions, and countries. Nowadays, entrepreneurs are associated with a way of 

thinking called the spirit of entrepreneurship or the entrepreneurship culture that is the result of a 

combination of focus and passion. It is also considered as behaviors such as the perception and 

acceptance of risks, an orientation towards development and the exploitation of opportunities but 

also initiatives and accountability (Degeorge et al, 2010). According to Bouvier, (2008), an 

entrepreneur manages risks, cumulates capital and canalizes humans. 
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In accordance with Pleter (2005), entrepreneurs are business people who start, develop and 

manage a business, risking time, efforts and money to this purpose. However, to Schumpeter 

(1934), an entrepreneur is simply an innovator who introduces something new in the economy. 

While Lazear (2005), sees the fact of being an entrepreneur as being the person specialized in 

taking decisions over the coordination of limited resources. According to Baron and Henry (2010), 

skills or inborn talents are less relevant in reaching a high level of performance than the persistent 

application of basic principles of practice. Panda (2000) states that an entrepreneur represents an 

individual or group of people who conceive, start and maintain a social institution producing 

economic goods, for a significant period. Then, Roger Martin (2007) states that even though the 

entrepreneur is an innovator, a generator of social change which he economically speculates, or 

just a skillful speculator of changes, entrepreneurship is always associated with the idea of 

opportunity. Finally, to Schumpeter (1935), entrepreneurs should demonstrate creativity and 

innovation capabilities. Their principal functions are innovation and introduction of new 

productive combinations, in a specified environment.  

 

 

II.  3.  Entrepreneurship 

 

Before all, it seems important to briefly define the notion of entrepreneurship. According to 

Pesqueux (2015), entrepreneurship can be defined as an activity involving discovery, evaluation 

and exploitation of opportunities, to introduce new goods and services, new organization’s 

structures, new markets, processes and materials, by means that in the best case, did not exist 

before. It can also shortly be defined as an activity linked to the creation of new companies and 

self-employment. Degeorge et al (2010), described a deep mutation in society that brought about 

new expectations on the economic and social levels. Hence, entrepreneurship became the 

predominant philosophy of business. It presents multiple virtues such as creativity, innovation, 

initiative, flexibility and especially job creation. Moreover, it can be highlighted that, as defined 

by Fayolle (2012), entrepreneurship originates from intentional and predictable behaviors. The 

entrepreneurship intention grows overtime under the effect of three principal factors that are the 
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attitude toward the behavior, subjective norms and perceived behavioral control. These three 

factors lead to entrepreneurial intention and behavior. However, as an example in France, 

entrepreneurship increased a lot, from 3% in 2014 to 14% in 2017, nevertheless, entrepreneurship 

activities remained significantly lower than entrepreneurship intentions due to persistent obstacles 

(DGE, 2017).  

A firm requires two ingredients for its conception: first, an entrepreneur as studied above, that 

gives the impetus, and a company that is the object of this creative momentum. It is necessary to 

know what a company is not to be mistaken for a project. A firm gathers capital (primarily money) 

and work. A company is thus, the fusion of an entrepreneur, capital and work (Bouvier et al, 2008). 

Likely, Gartner (1985) explains that six components describe entrepreneurship. First, 

entrepreneurs locate business opportunities, then accumulate resources, next market products and 

services, subsequently produce the products, then build an organization and finally respond to 

government and society norms and expectations.  

 Entrepreneurship is a complex multidimensional term, extremely difficult to define (Carree 

and Thurik, 2006; Gartner, 1985) but a huge economic force in developed countries. According to 

Shane and Venkataraman (2000), entrepreneurship concerns the environment conditioning 

opportunity, the process of discovering opportunity, the evaluation and exploitation of opportunity, 

and the individual decision-makers who do these things. To Dabalen, Oni and Adekola (2002), 

entrepreneurship is the willingness and ability of an individual to seek out investment 

opportunities, establish and run an enterprise successfully. Accordingly, to Hisrich, Peters and 

Shepherd (2005), entrepreneurship is a process of creating new things with value by devoting the 

necessary time and effort but also the accompanying financial, psychic and social risks and 

receiving the resulting rewards of monetary, personal satisfaction and independence. Finally, to 

Schumpeter (1935), the three key elements of the entrepreneurship phenomena are innovation, 

creativity and discovery of opportunities. Based on Martin and Osberg (2007), entrepreneurship is 

the product of a combination of three elements, the context in which the opportunity arises or is 

created, a set of personal abilities necessary to identify and use that opportunity, and the capacity 

to materialize the opportunity by transforming it into results.  
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II.  4.  International Entrepreneurship 

 

International entrepreneurship is a combination of two factors: entrepreneurship and 

international business (McDougall and Oviatt, 2000). In 2005, they defined it as the discovery, the 

enactment, the evaluation and the exploitation of opportunities across national borders to create 

future goods and services (p. 540). On the other hand, Coviello et al (2004), stated that international 

entrepreneurship corresponds to an entrepreneurial behavior that includes doing business abroad. 

Both definitions highlight two key notions: entrepreneurship and business across national borders. 

It exists various theoretical tools and studies about the psychic distance to understand international 

business, such as the Uppsala and OLI framework, and the CAGE and PESTEL analysis. These 

theoretical antecedents exist for entrepreneurship, but also with factors such as human capital, firm 

attributes etc. Coviello et al. (2004) came up with three domains of international entrepreneurship, 

namely, entrepreneurial internationalization, comparative entrepreneurship studies and 

comparative international entrepreneurship. In comparison, Servantie et al. (2016), found five 

categories which are SME internationalization, international new venture, born global firms, the 

resource-based view and literature on conceptualization and theoretical synthesis. These different 

types enable to classify and understand the keystones of international entrepreneurship. 

International entrepreneurship usually means to do business in multiple countries. However, 

in the case of this research, the international aspect lies in the first move abroad. In other words, it 

corresponds to the decision of moving from one country (France) to another (Brazil) and launching 

an activity abroad. The needs and requirements, such as studying the market, adapting the service 

or product to the targeted segment, defining the appropriate price etc., are still the same. Small and 

medium-sized enterprises (SMEs) are the main players in international entrepreneurship, this fact 

is supported by the research performed here. However, it does not support the internationalization 

or stage theory that presents the process of internationalization as a logical succession of steps that 

start with the establishment of the business in a domestic market and gradually goes abroad: 

exporting, opening a subsidiary and producing in a foreign country. 

After this overview and understanding of what is an entrepreneur, what means 

entrepreneurship and what suggests international entrepreneurship, based on the literature, the 
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following paragraphs focus on women entrepreneurs. Indeed, entrepreneurship has so far, mainly 

been attributed to men, however, the evolving world and determined women have changed the 

story. 

 

II.  5.  Women entrepreneurship 

 

This research includes men but also women entrepreneurs. The goal here is to discover what 

the literature states about the conditions, the challenges and the meaning of being a women 

entrepreneur. And, later on, to compare these insights from the literature with the interviewed 

women’s experiences as well as probably better understanding their situation, aspirations, and 

issues. 

Female entrepreneurs are those who use their knowledge and resources to develop or create 

new business opportunities, who are actively involved in managing their businesses, and own at 

least 50 percent of the business and have been in operation for longer than a year, Farr-Wharton 

and Brunetto (2009). Moreover, female entrepreneurship can be about supporting or increasing the 

family income, according to Jamali (2009), in order to improve the family lifestyle. However, 

Jamali says that it can also be the last option for women as they do not find any available paid 

employment. On the other hand, Charles and Gherman (2013) discovered, regarding women, that 

the main motivation factors are personal growth, social mission, and interpersonal relationships. 

Money is an important factor but not the primary motivator, indeed, women seem to be more 

motivated by pull factors than by necessity. Another reason based on Dzisi (2008) is that becoming 

an entrepreneur for a woman gives her, self-fulfillment, it is something they strive to achieve and 

according to Itani (2011), it is also an opportunity to prove themselves. However, in the opinion 

of Halakias (2011), the fear of failure impacts negatively the female entrepreneurs’ performance. 

Moreover, difficult access to finance is another barrier for women entrepreneurs (Roomi, 2009).  

According to Ahl (2006), unfair competition exists between men and women in the same 

business branch, due to the double role that women have. Likewise, Jennings and McDougald 

(2007), explain that this comes from the time based-conflict, that women experience more than 
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men in the extent to which they separate their time between work and household responsibilities 

more than men do. That is why women have less time to enhance their business. (Baughn, 2006). 

Cherlin (2001) highlights the fact that working mothers have a higher degree of wellness and are 

more satisfied than mothers that stay at home. Indeed, a life full of pastime, with a career and 

mother obligations, gives a feeling of personal realization and satisfaction. Even though it is still 

common for certain population to expect the man to be the breadwinner and the woman the 

caretaker of the household, some women choose to become entrepreneurs, instead of being an 

employee or not to work, because the status of entrepreneur gives them more flexibility to manage 

their time between work and family (Baughn, 2006), what somehow confirms Jennings and 

McDougald point (women have less time to enhance their business) if we consider that men do 

not want to have this balance between work and family.  

In conclusion, according to the literature, being a women entrepreneur is a double-edged 

sword. In other words, the freedom, independence, and self-fulfillment are highly valuable as well 

as the better quality of life coming with it, nonetheless the difficulties to get there and the fact of 

undergoing or fighting against inequalities are barriers that can slow down the process or untimely 

discourage and lead to failure. The next paragraphs, across genders, helps to grasp what drives 

people to become entrepreneurs, what are the motivations and potential positive outcomes that 

lead them to take on the challenge and the risk coming with it.  

 

 

II.  6.  Motivations to become an entrepreneur 

 

In this part, the reason why men and women decide to start the entrepreneurship journey is 

studied. Several ideas and justifications are confronted to fit the different profiles and get the most 

indications of the motives people have to become entrepreneurs.    

In 2007, a study led by the agency for the creation of companies (APCE) during an 

entrepreneur’s fair, enabled to classify the motivations of more than a thousand entrepreneurs. 
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Being independent and free was the most common motivation, 60% admitted they became 

entrepreneurs for this reason. 24% said they wanted to enhance their competencies, blossom and 

come true. Another 11% mentioned the financial goal of earning more money and only 4% 

indicated that it was to take on a challenge, go on an adventure or prove ones’ self.   

The Global Entrepreneur Monitor (GEM) conducts various surveys regarding entrepreneurial 

motivations and is mainly focused on the opportunity-owned business versus necessity-

motivations. In the report of 2017/2018, it is shown that opportunity-driven entrepreneurs 

represent 75.4% of the European population against 71.7% in Latin America and the Caribbean. 

Regarding the motivational index, it is at 3.4 for Europe and 3.2 for Latin America and the 

Caribbean, while North America leads with 5.2. There are many reasons why men and women 

would become entrepreneurs like personal realization, business idea, independence, the desire of 

having higher incomes and else. Kirkwood (2009) asserts that various factors motivate individuals 

for becoming an entrepreneur, four main drivers can, however, be defined: the search for 

independence, the motivation from monetary revenues, the liberty and security (own career 

management, unemployment) and motivation from the family. Robichaud et al (2001) have 

defined four other categories: extrinsic rewards, independence/autonomy, intrinsic rewards, and 

family security. Benzing et al (2009) claim that the three key motivators are income increase, job 

security, and personal freedom and independence. 

According to Orhan and Scott (2001), women and men do not differ in entrepreneurial 

motivation except for the “glass ceiling barrier”. Whereas, Brush (1992) states that men are more 

motivated by economic factors, such as wealth creation while for women having a flexible work-

family balance is an important motivator. On the other hand, according to Greene et al (2003), 

motivations factors leading to entrepreneurship are the same for women across the world. Chigunta 

(2002), mentions that the motivations of people from developed and developing countries are not 

similar. Indeed, in developing countries, economic necessities (increase household income, lack 

of employment) are the principal factors while in developed countries, the important incentives 

are being one’s boss, independence, flexibility, extra money, and professional advancement. In 

comparison, Charles and Gherman (2013), explain that push and pull factors are categories that 

can help classifying motivations. Pull factors are the ones that draw people to develop their own 

business, they are the influences that pull people toward entrepreneurship. Push factors cluster 
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personal and external factors that push individuals toward entrepreneurship. Kirkwood (2009), 

states that the desire for independence and monetary motivation (wealth creation) are pull factors 

while work and family-related factors are labeled as push factors. 

Finally, Hisrich and Peters (2005) claim that there are many motives to become an 

entrepreneur but the main one is the desire not to work for someone else, in order words, 

independence, and this is why individuals accept endure risks and get deeply involved in running 

a business. They also state that there is probably no other force than a disruption in one’s life, such 

as resignation, be fired or the need for higher incomes to generate someone’s will to create a 

business, even though the latter option is not the only one as people could also look for another 

company. 

 

II.  7.  Challenges related to Brazil 

 

According to Ngozi (2012), in Brazil, the problem of poverty and lack of adequate education 

and training are part of the challenges of small businesses. There are also the limited access to long 

term funds, inconsistent policies, and inadequate market research that lead to poor managerial 

skills, too much concentration on domestic market, inadequate training and development that leads 

to inability to engage the right employees. Ngozi further said that the financial market was another 

issue. Indeed, the difficulty to receive loans from financial banks prevents small businesses to be 

highly competitive in the global market. Finally, he evoked administrative bureaucracy for small 

businesses as challenge in the way that it.  

 

To conclude, regarding gender, conditions, needs and life objectives, people have various 

reasons that motivate them to become entrepreneurs. This literature review about types of 

entrepreneurship, women and men entrepreneurs, entrepreneurship, international entrepreneurship 

and the motivation for becoming an entrepreneur and the challenges of entrepreneur in Brazil has 

enabled to contextualize and set a strong base for this research by covering the scoop.  
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II.  8. The creation process of a company 

 

In this section, the goal is to understand the complex process of creating a company based on 

two books on this theme. We thus comprehend the path that (interviewed) entrepreneurs took to 

arrive at their position but also compare it with the other ways they might have taken to succeed. 

According to Fabrice Carlier (2018), creating a company requires the following of three main 

stages.  

First of all, an entrepreneur should cover two characteristics: on the one hand, be the right 

person that he describes as determined, able to learn from failures, being self-confident, open-

minded, decision-maker and passionate. On the other hand, have the know-how: being persuasive, 

animate, organized, able to build a network and finally being able to delegate. 

The second step is to perform an efficient market study, going through all the essential areas, 

such as the economic, demographic, political, legal, technological environments, the market: its 

size, history, success factors, barriers, etc. as well as the offer, needs, providers, customers, 

suppliers and more. This second stage is also about learning on the project through literature, 

studies, experts, interviews or several other means. 

Finally, Carlier evokes the business plan, the reasons why it is important, the way it should be 

set, and the things to be careful of such as its style and content. Then, he talks about the content 

starting with the definition, objectives and strategic steps, followed by the offer and the market 

selection, then the targeted segment. After that, he orientates on how to proceed by explaining the 

commercial, distribution and communication politics, next, he goes through the people and 

structure before stating the multiple risks and the monetary aspect of the project. Lastly, Carlier 

advises on taking actions and controlling the development of the project.  

Moreover, Leger-Jarniou and Kalousis (2018), highlight the business plan as the core of 

company creation.  
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Figure 4: Business Plan 

 

Source: LEGER-JARNIOU, C., KALOUSIS, G. (2018). 

The first step is to be the creator, the person(s) from whom the project comes and will be led 

by, know him/herself before starting, in order to reach a “human-project” coherence. This person 

should also nourish a network. 

Then, they approach the types of project and emphasized on the importance of defining their 

scope. 

The next step is, to them, to establish the business model through a market study, the 

competition analysis, positioning and the estimation of the potential turnover. 
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After that they explain why it is important to protect a logo, brand, and inventions for instance 

and develop on how to proceed. 

LEGER-JARNIOU and KALOUSIS describe the different strategies to adopt depending on 

selection or combination of product or service. With that, comes the implementation of the project 

through tools, equipment, goods, human resources, premises etc. 

Later comes the detail of various juridical status and explanations to find the most relevant 

one for a specific company.  

The process of creating a company continues with the formalities such as insurance and first 

administrative procedures followed by various assistances and subventions available as well as the 

fundraising options and ways of doing which comes with the draft budget and finally the future 

development of the activity including strategic decisions for three years, networking or, 

international expansion. 

These two ways are however very theoretical, however, it is still possible to launch a business 

without following all the above steps. Indeed, depending on the size, purpose and activity of the 

business some aspects can be not relevant or substitute. 

Thanks to this section with the descriptions of advised paths to create a company, and the 

whole literature review, with different kinds of entrepreneurship, definitions of entrepreneur, 

entrepreneurship and international entrepreneurship, but also with the approach to female 

entrepreneurship and motivations to become an entrepreneur, the context of the research has been 

settled down and the scoop of this study can now be understood. 

The next section is about the methodology used to perform the research, and get practical and 

relevant insights on the topic. It also includes the questionnaire utilized during the interview. 
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III.  METHODOLOGY  

 

According to Saunders et al (2007), the research methodology is the way to solve the research 

problem. In this part the focus is put on the methodology used to perform the research. First of all, 

the research design; which designates the plan followed to conduct this research, the strategies; 

used to perform the inquiry, and the specific methods. The latter indicates how the data collection 

and data analysis were performed. The research design gives the tools and the processes available 

to proceed with studies in general and then, justifies the one exploited for this specific research on 

the challenges French entrepreneurs encounter when doing business in Brazil.  

 

III.  1. Research design 

 

III.  1.1.  The philosophical Worldview 

 

To explain the choice of the research design, it is first necessary to identify the philosophical 

worldview. It basically is a term that describes the general orientation and the nature of a research 

(Creswell, 2009). There are four different worldviews: 

(1) Post positivism: it concerns determination, reductionism, empirical observation and 

measurement and the goal is to verify theories. 

(2) Constructivism: it is about understanding multiple participant meanings. It is a social and 

historical construction and the objective is to generate theories. 

(3) Advocacy/participatory: it is orientated towards political aspects, empowerment and looks 

for issues to solve. It is collaborative and oriented towards change. 

(4) Pragmatism: it focuses on consequences of actions and is problem-oriented. It is pluralistic 

and brings to the fore real-world practice. 
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 The philosophical worldview of this topic is the social constructivist one. Indeed, the research 

is about making participants construct their knowledge of the situation. The goal is to understand 

what they have been through and gather guidance from their experiences. What matters most is 

the way they see entrepreneurship abroad, the way they understand it based on their background 

and perspectives, the manner they deal with it and their opinion on this research’s topic.  

The nature of this present research is exploratory. It is conducted to have a better 

understanding of the challenges encountered by French entrepreneurs when going to do business 

in Brazil. The goal here is to identify issues and then be able to provide solutions for the next 

potential entrepreneurs in Brazil. 

 

III.  1.2.  The selected strategy 

 

There are three main approaches to conduct research: quantitative, qualitative and mixed 

methods. According to Ghauri and Gounhaug (2003), the former is a method used to logically and 

critically test, verify, and identify variables. It is an objective method that focuses on testing 

hypothesis, it is fully result-oriented. The goal is to identify the fact and cause of social phenomena 

(Robson, 1994). On the other hand, the qualitative method, as Easterby-Smith et al (2009) stated, 

aims to discover the views, perceptions and opinions of people through language. According to 

Bryman (2001), this method emphasizes on subjective interpretations with the purpose of 

understanding behavior from individual experiences. Regarding the last one, mixed-method, it 

basically is the combination of the two previous approaches. It enables a more complete and 

comprehensive understanding, but it is very complex to do, and it can be difficult to gather, 

analyze, interpret, and establish concrete and clear outcomes from the research. 

Based on the above explanations, the decision for this research was to perform qualitative 

research. In fact, this method provides a deeper understanding, knowledge and insight on a 

particular phenomenon (Miles and Huberman, 1994). The interviews performed were in-depth 

ones to get full and personalized feedback from entrepreneurs.  
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III.  1.3.  Research problem 

 

The research problem that guided this study was about finding out which were the kind of 

challenges French entrepreneurs encountered when having a business in Brazil. To reach that goal 

it was important to keep the focus on entrepreneurs’ personal and particular experiences. What 

mattered was indeed the participants’ meaning on this topic. In order words, no one can deny that 

opening and running a business is a complex task. Therefore, the point here is to discover the 

particular difficulties French entrepreneurs encounter in Brazil. For this reason, the emphasis was 

on their specific experiences to be able to detect the challenges they had to overcome along their 

road towards successful entrepreneurship. 

As Oviatt and McDougall (2005) defined it, International Entrepreneurship is the discovery, 

enactment, evaluation and exploitation of opportunities across national borders to create future 

goods and services. However, even though McGrath, MacMillan and Scheinberg (1933) pointed 

out that despite the different cultural origins, a pattern of values is shared by entrepreneurs and 

even if entrepreneurship is something existing all over the world and at many levels, from one 

individual to millions of individuals, and which seem to have a clear path to follow in order to 

succeed, it cannot be denied that each entrepreneurial experience is unique and has its specificities. 

That is why to get authentic insights about the experience of starting a business in Brazil I used a 

qualitative methodology; it was the most suitable method to reach my goals. Indeed, this method 

was the most appropriate to help understand and draw some substantial information that will 

contribute to the better insertion, and thus success, on the long term, of the next French 

entrepreneurs in Brazil. In fact, in order to understand the perception of businessmen and women 

on their own entrepreneurial experience, it was mandatory to perform an-in-depth interview with 

French entrepreneurs that started and ran a business in Brazil. The analysis of these relevant 

insights from entrepreneurs, were the content that served as baseline for the understanding of the 

problem as well as its potential resolution. 
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III.  1.4.  Data collection 

 

The research took place in Sao Paulo, Brazil in 2018.  The data were collected through 

qualitative interviews, either face-to-face or via phone calls when it was better for interviewees. 

Some qualitative documents such as books, articles, and emails were also used to gather 

information and define the scope. The interviews sessions started in mid-May 2018 and finished 

mid-June 2018. They were semi-structured interviews with open-ended questions. This way of 

interviewing entrepreneurs enabled them to express freely their views and opinions. When it was 

possible and when the interviewees agreed to, the interviews were recorded in order for me to 

actively react to their answers and create a conversation, instead of taking notes. The goal was also 

to, later on, listen again and transcribe their thoughts. 

According to Charmaz (2006), one should stop collecting data when the categories are 

saturated. It basically means that, when the fact of collecting fresh data no longer sparks new 

theoretical insights, nor reveals new properties, it is not worth it to keep interviewing participants. 

With the practice, my role as an interviewer was improving therefore the last interviews were more 

pertinent and complete. However, over the twenty-one interviews performed, the situation 

described above, proved to be true. Indeed, after the eighth interview, these characteristics 

appeared. What interviewees were sharing was not differing much from the information I had 

already gathered from previous entrepreneurs. Nevertheless, in the beginning, I only got answers 

from men, so I decided to meet a few more businesswomen in order first, to have more answers 

from females and to have more insight about their experience as women in the Brazilian 

entrepreneurial environment.  
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III. 1. 4. i Interview. 

 

In the past, the most common method to collect data was through observation. In order to 

better explore the subjectivity of personal experiences, Seidman (1997) highlights the usefulness 

of in-deep interviews. Interviews are a means for researchers to learn or grow their knowledge 

about specific matters, based on someone’s opinion. Sewell (n.d) identifies interviews as, attempts 

to understand the world from the subject’s point of view, to unfold the meaning of people’s 

experiences, to uncover their lived world before scientific explanations, in a qualitative research 

context. According to Gill et al (2008), the qualitative interview is central to data collection, when 

done professionally. They have established three types of interviews, all of them are questionnaires 

verbally administered. 

(1) Structured interview: the questions are rigid and there is no room for flexibility. The 

interviewer controls the interview by asking a succession of predetermined questions to the 

interviewee. When answering the questions, the interviewee does not have the opportunity to 

go off the subject. Indeed, the question can only be responded to with short and straightforward 

answers which thus, making them easy to compare with the answers of the sample interviewed.  

 

(2) Semi-structured interview: it is the type of interview in qualitative research that is performed 

the most (Alshenqeeti, 2004). Such as structured interviews, the questions are planned 

beforehand by the interviewer. However, the rigidity is reduced, the person being surveyed has 

the opportunity to respond with wiser answers where they can speak their opinion as well as 

avoiding some questions. The interviewer can reformulate or adapt the questions as needed. 

 

(3) Unstructured interview: the researcher, in contrast to structured interviews, does not refer to 

previously determined questions to guide the interview. There is in this case much more room 

for flexibility and adaptation as the questions are open-ended and as the interviewer makes 

them up based on what the interviewee tells. The answers are therefore more personalized 

which makes them more difficult to compare.  
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To conduct my research, I found that the most suitable type of interview was the semi-

structured one. Indeed, because of the exploratory characteristic of my research, and in order to 

get genuine and deep insights from the French entrepreneurs and especially because of the 

particular research of subjective and personal information, the semi-structured interview is the one 

that allowed me to compare answers as well as gathering additional insights from each 

entrepreneur, to drive this qualitative research.  

 

The questionnaire was composed of an introduction: 

• A brief presentation of myself: “Good morning/afternoon, my name is Floriane 

Gamiette, I am a student in international business and management at FGV. I am 

here as part of my thesis to learn about the challenges that French entrepreneurs 

encounter when opening and maintaining a business in Brazil and how they handle 

them.” 

 

• Thanks for the acceptance and time taken for the meeting: “Thank you for taking 

the time to talk with me today on this subject.” 

 

• The purpose of the interview: “The interview aims to learn about the difficulties 

you faced and are currently facing while running a business in Brazil.” 

 

• Ask for full disclosure: “I would like you to feel comfortable with fully expressing 

your thoughts and feelings as there are no good or bad answers.” 

 

• Authorization to record: “If you agree, I will record this interview as it is quite hard 

to write down everything while speaking with you.” 

 

• Confidentiality close: “Anything you say will only be used to help this project and 

your identity will remain confidential.” 
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The core of the interview, was composed of six main questions after asking them to introduce 

themselves: “Could you, to begin, present yourself (name, age, profession, etc.), talk about your 

background and tell the sector of activity you are currently working in, please? 

• What were your motivations to become an entrepreneur? 

• Why did you go to Brazil? 

• What were the challenges you encountered when opening your company? 

• What are the daily challenges? 

• What would you advise to a new French entrepreneur in Brazil? 

• If you were to add another important point we didn’t cover, which one would it be? 

And to conclude, thanks and greetings: 

“Thank you very much for your time and all the information you have shared with me, it will 

be of real help for my work. I hope you enjoyed this interview, please feel free to share any feedback 

on this interview. I remain available for any additional thoughts or questions you may have for 

me. It was a pleasure to meet you. I wish you all the best in the future.” 

Now that the interview has been disclosed, the next part identifies the persons interviewed 

using this questionnaire and shows the way they have been chosen and why. It also gives insights 

about the sample studied. 
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III. 1. 4. ii Interviewees selection & profile. 

 

Table 1: Interviews Table 

 

In order to find out the problems and challenges of starting and running a business in Brazil, 

the target audience was French entrepreneurs. All the interviewees built their own business, which 

means that it was not the internationalization of an existing company or the purchase of a local 

firm. They all went through the process of starting a “small” business.  
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The selection criteria were (1) to be an entrepreneur and have opened a business in Brazil, (2) 

be French (having the French nationality, being born and having lived in France). I focused on 

French ones because there is a huge French community in Brazil and according to Business France, 

there are actually more than 3,000 French companies in Brazil. There is also the French Tech, a 

movement that helps startups grow, that encourages entrepreneurship and investments. Moreover, 

I believe that studying many nationalities could create confusion and could not be entirely useful 

for a whole as each culture as its own particularities and behave or interpret things in a specific 

way. As for the location, I chose Brazil because it is the place I decided to do my first year of 

Master degree in, and I discovered that there were many opportunities while conversing with 

French entrepreneurs during my stay, in the country. 

 

In total, I performed twenty-one interviews with French entrepreneurs, thirteen men and eight 

women.  

 

Figure 5 : Gender 
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The interviewees’ age ranged between twenty-three and forty-nine year old. The average age 

was thirty-six years old, six were thirty years old or less and the fifteen others were between thirty-

one and forty-nine years old.  

 

 

Figure 6 : Age Range 
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Some of the entrepreneurs had more than one business and the sectors of activity they were 

operating in were either: Financial Counselling, Communication, Technology, Real Estate, 

Recruitment (of online developers), Sport event organization online, Audio-Visual Production, 

Import/Export, Organic Farmer, Textile, or Healthcare. Most of the interviews were done face to 

face however six were done through telephonic calls. The interviews lasted twenty to forty 

minutes. 

After presenting the questionnaire and the sample interviewed, the following part explains the 

way the information, insights and opinions were managed, analyzed, and interpreted. 

 

 

III.  1.5.  Data analysis 

 

According to Bardin (1977), content analysis follows four main steps: (1) Pre-analysis: the 

data were first gathered and organized, and the analysis started by reading through all the 

transcribes interviews. (2) Encoding: the goals were to search for similarities, or contrasts and 

create labels or codes that would help to understand and interpret the raw data by creating labels 

or codes that would supposedly appear various times and would illustrate similar statements of 

interviewees. (3) Categorization:  raw data were considerably reduced, as general ideas were 

drowned from it, and all the labels and codes created were classified in order to obtain clusters. (4) 

Interpretation: last but not least, data were interpreted to understand what lessons have been 

learned from the research.  
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Here are the categories were drawn by the data analysis: 

1. Motivations 

 

- Job-related 

• Opportunity 

• Personal realization 

• Decision-making  

• Worker profile / creativity 

- Personal life related 

• Freedom / independence 

• Time management 

• Life balance 

- Location-related 

• Quality of life 

• Expatriation  

• Previous experience in the 

country 

• Characteristics of the 

country (people, 

opportunities, economic 

context, etc.) 

2. Challenges 

 

- Administrative & legal  

• Complex / unclear 

procedures  

• Intermediaries  

- Business-related 

• Company related 

(workforce, return on 

investment, etc.) 

• Economic related 

(fundraising, money 

volatility) 

• Institutional (employment 

laws, tax, etc.) 

- Culture related 

• Language 

• Brazilian Cordiality 

• Collectivism orientation 

 

As for the verification, different data sources were triangulated in order to build a coherent 

justification. The analysis was based on the conversion of various sources of data and perspectives 

from participants to ensure the validity of the study. 

Now that the process used has been defined and the tools used for the research have been 

identified and justified, the next section reveals the outcomes. 
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IV.  RESULTS 

 

In this part of the study, the findings obtained via the various interviews are disclosed. The 

information gathered is presented through a two-stage plan. First of all, it is about the reasons that 

pushed the interviewed entrepreneurs to become business owners. Here is explained if it was a 

long-term project coherent to the person’s profile or a mere opportunity a person decided to 

embrace. The second part divulges the challenges that French entrepreneurs have encountered or 

encounter when running their business in Brazil. 

 

IV.  1. Motivations to become an entrepreneur 

 

IV.  1.1.  Motivational factors vs Opportunity 

 

Before moving further, it is important to agree on a common definition of motivation and 

opportunity. Basically, the motivation is a reason or reasons why a person acts or behaves in a 

certain way. Unlike an opportunity, which is a set of various circumstances that at a certain point 

in time, make something likely to happen. In this section are pointed out the motives and reasons 

why the interviewees are currently entrepreneurs. 

To start, it is interesting to discover the kinds of entrepreneurs interviewed. As seen in the 

literature review, there are several profiles of entrepreneur. During this research, the types of 

entrepreneurs interviewed can be separated into three categories. First, the ones that express the 

feeling of being borne entrepreneur and that hence, never worked for someone else. Secondly, the 

ones that were opened to the idea and got an opportunity in Brazil without planning it; it was either 

through a family member, a friend, a stranger that became an associate, a discovery of a niche 

market in Brazil or even an innovative idea that popped-up from their mind and that had the 

opportunity to develop and put on the market. 



 

 

46 

 

And finally, the ones that thought they were “followers” but through circumstances, such as 

changes in private life or a resignation, took the reconversion option and happened to become 

entrepreneurs. 

Regardless of their particularities, some features appeared to be common to these 

entrepreneurs. As a matter of fact, most of them wanted to take on a new challenge to surpass 

themselves and reach that stage of personal realization. Moreover, these people were looking for 

freedom at work, which means direct relation with the work done and the revenue received, no 

orders to receive, the possibility to select their team, so the people they wanted to be surrounded 

by and take their decisions freely. Most importantly, personal liberty is what they highly valued, 

in other words, no stress or pressure from above, possibility to arrange schedules and thus manage 

time; having the peace of mind despite the responsibilities to account for. This led to the expression 

of a need for independence as well as control over career and life. Indeed, the work-life balance 

fairly matters to these people. For some of them, another motivation was that Brazil is a place 

where polyvalence is thoroughly valued, not only expertise in one domain. It was, therefore, a 

chance for them to unleash and develop their creativity. Things they could not do with previous 

employers. Finally, another motivation that entrepreneurs had was due to the dissatisfaction linked 

to previous employer’s behavior or the discomfort they experienced with corporate lifestyle, for 

instance, the rules and imposed processes to reach goals. They just decided it was enough and took 

the measures to go away from those barriers. 

All these points basically fit the above literature, however, some cases differ from it. In fact, 

some interviewed entrepreneurs did not have the idea of opening and running a business. It is 

relevant to highlight cases where entrepreneurs, as stated above, just got an opportunity through a 

friend, a future associate, or an instant idea, and then discovered they had the potential and required 

skills to be an entrepreneur, to run a business, take suitable decisions, handle challenging situations 

and move forward when needed. The two main similarities they had were this taste for challenge, 

and a favorable situation to accept such risks. 
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As a study of the GEM 2 in 2018, the number of companies opened, in Brazil, through an 

opportunity has increased from 56.5% in 2015 to 61.8% in 2018. Brazilians entrepreneurs admitted 

that they opened their business because they were able to identify an opportunity on the market. 

Furthermore, the number of companies that were opened by necessity decreased from 42.9% in 

2015 to 37.5% in 2018. That is to say, fewer people were in a situation where they opened a 

business for the lack of options to earn money and get a job. 

What is important to emphasize here is that no matter how numerous or high motivations are, 

without opportunity, it is rarely possible to do entrepreneurship. 

 

IV.  1.2.  Location 

 

Here are the arguments and reasons that entrepreneurs shared regarding their localization and 

the choice, or not, to be running a business in Brazil, more especially in Sao Paulo, the economic 

capital of the country. Sao Paulo is a Brazilian hub and advanced city compared to the whole 

country.  

The second motivation to become an entrepreneur according to the interviewees is, the 

location, specifically, the opportunities Brazil has to offer. As shown in figure 1, Brazil has a huge 

market size, and is above the Latin America average in several sectors, yet the financial market 

and the macroeconomic environment are not fully developed and explored, a lot still needs to be 

done. The efficiency of the labor and goods market is low. And there is room for improvement in 

the institutional way of working. Last but not least, innovation and business sophistication are also 

at a poor level. Fortunately, in these weak and improvable points, many entrepreneurs saw a 

possibility to outperform in the country. Thus, they contributed to the development of the country.  

 

2 Global Entrepreneurship Monitor 
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There are other reasons why these entrepreneurs chose to go to Brazil, first of all, in some 

cases it was to follow their wife or husband. Indeed, there are a lot of expatriates coming to Brazil 

and their partners usually accompany them with their children. However, not all spouses agreed to 

stay home and raise the children, at some point they searched for an activity to do. Consequently, 

they looked for available options and quite a few decided to grab the opportunity of starting their 

own business and take on new challenges. Another justification for this choice is that, in these 

special circumstances of expatriation, the resources needed to launch the business and risks 

incurred are the same, yet, the impact of a poor success, or even failure, is usually less impactful 

for the family. This is explained by the fact that the revenue of the partner usually covers the 

expenses of the whole family.  

In figure 2, is illustrated the total Brazilian factor of productivity growth from 1997 to 2016. 

In fact, we can see that in 1999 and 2009 two recession phases happened. The last period of 

recession was for many entrepreneurs the opportunity they were waiting for. The interviewed 

entrepreneurs selected Brazil as a place to open and run a business because they either bet on the 

recession period of 2009 thinking that a period of expansion would follow, which happened. Some 

entrepreneurs preferred to wait for the economic upturn of 2009 and the expected future boom 

before starting the adventure.  

Many entrepreneurs stated that Brazil is an emerging country, full of opportunities, the market 

is immense, several topics are not going well or are under-developed. Some entrepreneurs decided 

not to see these drawbacks as problems but instead to see them as opportunities and create or 

improve things to solve the problems. Commonly, these problems are, for them, a gate towards 

innovation improvement and business success. 

Apart from all these practical reasons, some of the interviewed entrepreneurs also chose Brazil 

because they either had the chance to visit or do an exchange in the country during their studies 

and they liked the country and what it could offer, in terms of culture, and quality of life. It could 

also be because they have relatives and roots on the Brazilian land, which decreased the liability 

of foreignness. Finally, some of them just valued the open-mindedness, and positivity of Brazilian 

people compared to the French population, they were pleased and so attracted that they took the 

decision to delocalize.    
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IV.  2. Challenges 

 

IV.  2.1.  Administrative and Legal issues 

 

This section highlights and gives examples of the administrative and legal issues entrepreneurs 

can encounter in Brazil, according to our interviewees’ experiences.   

Firstly, interviewed businessmen and women, globally described the experience as unclear, 

complex and with long procedures to reach their objectives. That is why, people in charge of 

managing organization do not exactly know or explain how it works, it appeared from foreigners’ 

points of view that each interlocutor had a different way of going through administrative 

procedures. As an example, you could talk to someone telling you that your file is complete, and 

ready to be sent but later on receiving a letter informing that one document is missing for the 

process to be launched. This is an important point to take into account when doing business in 

Brazil because it can be a huge waste of time and money.  

The Brazilian system offers and requires from the population way more assistance than in 

France. For instance, the “cartorio3” in Brazil is a very important person from a citizen’s birth to 

death. In fact, one of this person’s roles is to validate and confirm that you are the person that 

signed official papers. If you need a relative to indicate that you are leaving in his/her house, this 

person needs to write a letter and get it approved and stamped by his/her own “cartorio”. Regarding 

the opening and running of a company, interviewees emphasized the need of having a lawyer to 

take care of all administrative matters and an accountant for all financial affairs. Obviously, these 

services have a price but, in the end, the job is done, and you may end up saving time and money. 

From an external point of view, it is sometimes seen as a sort of corruption or extortion although 

it can also be seen as a way to create employment. 

 

 

3 Notary 
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Another essential administrative step has been described as one of the main issues for 

entrepreneurs when opening a business in Brazil: the opening of a bank account. There are several 

constraints and requirements that make it long and hard to open. Finally, the weakness of the 

telecommunication system (weak internet connection, phone calls) complicates administrative 

troubles, indeed, some businessmen and women stipulated difficulties to join or contact people in 

Brazil. 

All of these challenges encountered by French interviewed entrepreneurs in Brazil are 

coherent with the data displayed by the World Bank. As we can see on figure 5, about the ease of 

starting a business, it is confirmed that in South America, Brazil is the country with the most 

complex and long procedures to open a business. As shown, it takes around eighty days to start a 

business, against twenty-five in Peru or five in Chile (nine for the OECD4) and there are about 

eleven procedures to register a business against an average of five for the OECD members or Chile 

and seven in Peru. 

According to the World Economic Forum that made a qualitative survey of executives’ 

opinions on how burdensome it was for firms to abide administrative rules, Brazil (with 

Venezuela) was the most tedious country to comply with administrative requirements. These 

requirements are ways for the workplace to be safe, for the consumer to be protected and the 

environment to be preserved.  

 

 

 

 

 

 

 

 

4 Organization for Economic Co-operation and Development. 
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Figure 7: Ease of starting a business in Brazil 

 

 

 

 

 

 

 

 

 

 

 

 

Source: The World Bank, Doing Business project (http://www.doingbusiness.org/) 
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IV.  2.2.  Business issues 

 

Now, this section outlines the business issues that French entrepreneurs encountered when 

doing business in Brazil. Business difficulties are identified at three levels. First, with the 

company, its staff, clients and suppliers, then the economic vagaries and access to funds and 

ultimately, the governmental decisions that can be seen as barriers to entrepreneurs. 

 

IV. 2. 2. i Company level 

 

To begin with, finding an adequate workforce in Brazil is a problem, along with the low level 

of education seen before, entrepreneurs have difficulties finding competent people willing to get 

involved and take responsibility. Which confirms Ngozi’s theory (2012) about the inability to 

engage the right employees because of the poor managerial skills coming from the poor education 

in Brazil. 

Then, entrepreneurs have to think about deeply adapting to the Brazilian way of doing 

business, in the beginning, build trust and close proper deals but also connect with the population 

and do not miss a part of them. An interesting thing, for instance, is the various means of payment 

available in Brazil that a French entrepreneur might never have heard before but that could 

considerably influence the number of customers buying his/her products or services. 

Another point is that an entrepreneur should be patient and not expect a fast return on 

investment. When going to Brazil, one should bear in mind that the first three to five years might 

require a lot of money to settle the business, to find a place on the market and to create customer 

bases. Nonetheless, these efforts do not guarantee a return on investment. Indeed, usually, the 

money invested seems consequent once converted into Brazilian Reals, however, when the 

business is launched and thrives, the money earned does not necessarily cover the expenditures 

made at the beginning of the project on a fast path. 
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IV. 2. 2. ii Economic Level 

 

At this level, two difficulties were discovered. The first one is fundraising. Even though Sao 

Paulo is a one of the global entrepreneurship hubs, if your business does not meet certain 

requirements (Angel or VC funds), it is difficult to raise funds. On banks side, it is also a challenge 

to obtain funds to start a business because certain banks require you to be a client since a long time 

to open a company account which is not the case when arriving in Sao Paulo from France, or 

certain banks do not easily open accounts for small firms, in addition, it is quite costly to loan 

money from banks. The investment market compared to other countries or cities, is immature. For 

instance, in the Silicon Valley (San Francisco, USA), Y Combinator is a company that created, for 

funding early-stage start-ups, a new model that can support entrepreneurs to launch their idea of 

business. According to Euromonitor International that used data from IMF, IFS, World Bank, 

World Federation of Exchanges, national sources, OEC, and the UN, in 2018 the rank of Brazil 

concerning the access of finance was 105th out of 190 nations. This means that for coming 

entrepreneurs to Brazil, it is more interesting to raise funds from their own country or another one 

with competitive rates and reachable administrative requirements instead of planning to start from 

scratch in Brazil and hoping or waiting for funds to show up.  

The second issue, French entrepreneurs expressed, is the volatility of the Brazilian money 

(Reals). It is to them a double-edged sword, as a matter of fact, it can be highly valuable when, 

without doing anything, you earn or save money when dealing with foreign clients or suppliers. 

The downside is when these transactions are no more advantageous and the company loses money 

on the way. For instance, the school fees for my second year of Master were more expensive than 

the first year, yet due to the exchange rate evolution, I paid fewer euros for more Brazilian Reals. 

The situation could have happened the other way around and I could have had to pay more euros, 

for less Brazilian Reals, if the price was lower the second year. On the below graph from the 

European Central Bank, we can see the evolution of the exchange rate from 2010 to 2020 for 1 

EUR and acknowledge the increase between August 2017 (3.75 BRL) and August 2018 (4.69 

BRL). 
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 This volatility makes the environment unstable. It can be very difficult for entrepreneurs, to 

foresee or establish their next moves but also to stick to their plans and strategies.  

Figure 8 : Volatility (BRL) 

 

 

  



 

 

55 

 

IV. 2. 2. iii Institutional level  

 

At this level, what usually restricts entrepreneurs doing business in Brazil is foremost the 

strong protective laws for employees, as stated earlier, all administrative requirements and laws 

actually are shelters for employees and can sometimes slow down a company in its objectives. As 

illustrated in figure 6, restrictive labor regulations are the second most problematic factor when 

running a firm in Brazil. 

At last, the taxation rate and system are quite unfavorable for businessmen and women. As 

shown in the figure below, tax rates are the most problematic factors for doing business in Brazil. 

They deeply impact and reduce the benefits of a company, to the extent where they represent a 

huge weight of fees at several levels. Another important fact is that, in Brazil, even if it is limited, 

each region has autonomy on its taxation fees, and they are added to the national ones. 

Figure 9: Most problematic factors for doing business in Brazil 

 

 
 

Source: World Economic Forum, Executive Opinion Survey 2017. 
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IV.  2.3.  Cultural issues 

 

In this final part, are presented the difficulties and differences that French entrepreneurs can 

encounter when going to Brazil. Generally speaking, every country has a culture, nevertheless, its 

influences and the level of appropriation of the population varies a lot. 

 France and Brazil are two countries highly influenced by their culture. The outputs of this 

study showed that, indeed, French entrepreneurs, have felt a cultural shock when discovering the 

Brazilian traditions and social codes. The first challenge was concerning the language. In fact, in 

Brazil, the English language is not as spread as it can be in other countries. The level of education 

is still poor, only wealthy families can afford education and lifestyle of developed countries. It is 

thus quite difficult to encounter English speakers. And if you do, Brazilian still deeply appreciate 

and feel way more comfortable doing business in their mother tongue rather than any other 

language. For this reason, every entrepreneur should preferably speak Portuguese, before landing 

in Brazil. Some entrepreneurs already spoke Portuguese because they lived in the country before 

opening their business or, for most of them, have seen themselves forced to learn the local language 

as they had no other way to communicate. Basically, one is more likely to create bonds and close 

deals if he/she speaks Portuguese.  

Another cultural problem has been unanimously approved to be called by the French 

interviewees, “the Brazilian cordiality”. By this latter term, they meant that in the Brazilian culture, 

being forthright and taking the risk to offend someone are not available options. For instance, being 

outspoken and saying “No, I don’t like your project.” or “No, I won’t conclude the deal with you.” 

would be seen as discourtesy and in some cases as a lack of respect. In consequence, the point of 

conflict comes when French people tend to take their words for granted and as an engagement, due 

to verbal approbation or enthusiasm from their interlocutor. Whereas, it is part of the Brazilian 

culture not to be straightforward about thoughts, especially when it might offend the counterpart. 

Lastly, it has been identified that a peculiar relation with responsibilities existed in Brazil. 

Interviewees expressed the fact that a Brazilian would often flee or refuse to be the one in charge, 

in a company. The explanation of it is the fear of being blamed or sanctioned if something goes 

wrong. 
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However, compared to France, in Brazil, people are willing and love to recommend companies 

or people when they have been satisfied by their product and service. It is challenging to come to 

this point but once it is reached, people positively talk about your business. A certain success is 

“guaranteed” there because Brazilian people easily and highly trust their relatives and 

acquaintances. They would rather listen to a fellow instead of a TV ad for instance. Another 

beneficial aspect for French entrepreneurs in Brazil is that the local population is way more 

enthusiastic about innovating or new ideas. Unlike French people, who are more likely to say “no” 

and leave you behind in a stalemate, Brazilian will usually try to find a solution for you or at least 

help you find some alternatives. 

Based on Hofstede six cultural dimensions, Brazil and France have the highest discrepancy 

regarding individualism: the degree of interdependence a society maintains among its member. 

Indeed, Brazil has a score of 38 which indicates that people have been part of a group (extended 

familial circle) since their birth. On the contrary, France has a score of 71 which means that it is 

an individualist society, people are raised with the idea that they only have to care about themselves 

and their close family. Also, regarding indulgence: the extent to which people try to control their 

desires and impulses, adversely to Brazilian people who have a positive attitude and a tendency 

towards optimism, the French population is less relaxed and enjoys life less than it is commonly 

assumed. Moreover, in terms of long-term orientation: the way every society has to maintain a link 

with its own past while dealing with the challenges of the present and the future, when Brazil has 

an average score, France has a high score (63). This means that for French people the truth depends 

very much on the situation, context and time which means that the traditions are easily changed to 

adapt to new conditions. Finally, Brazil and France have a high score on uncertainty avoidance 

(respectively, 76 and 86): the extent to which the members of a culture feel threatened by 

ambiguous or unknown situations and have created beliefs and institutions that try to avoid this. 

Both countries need rules and laws to structure their lives, however, French can claim the exception 

to the rule when for Brazilian the rules, laws and bureaucracy are needed to make the world a safer 

place to live in.  
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IV.  3. External Support: Organisms 

 

To triangulate the research, I looked for other sources. I found two major organisms in Brazil 

that were able to support, accompany and orientate French entrepreneurs in Brazil and that shared 

information with me about the challenges French entrepreneurs usually encounter when starting 

in Brazil.  

The first organism is the Chamber of Commerce: entrepreneurs (French and Brazilian) that 

are part of this community can benefit from the support, guidance and help of the Chamber of 

Commerce to succeed in Brazil.  

The second major organism is Business France: it accompanies French companies in their 

development projects on the Brazilian market. They give information on the conditions to access 

the market, to identify potential partners or else advice on local implementation technics. 

These organisms were able to give general information about how to launch a business in 

Brazil, however, there were not able to give specific resources or details for small entrepreneurs 

with smaller budgets than huge companies of the CAC 40 for instance. 

 

IV.  4. Comparison of Brazilian and French entrepreneurs’ challenges 

It is important to identify the challenges that are specific to French entrepreneurs and those 

that any entrepreneur, including Brazilian ones, encounter when launching and running a business 

in Brazil. 

In terms of administrative and legal tasks, what can be observed is that Brazilian entrepreneurs 

have the same challenges and have to go through the main step or follow the same heavy rules and 

regulations. They also need to learn how it works even if they are already familiarized with the 

society way of functioning. 

Moreover, Brazilian entrepreneurs do not benefit from additional support from governmental 

organisms. Indeed, they are also confronted to high interest rates, therefore, even if they can easily 

a company account for instance, the impact on their business can be negative.  
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V.  CONCLUSION 

 

V.  1.   Managerial Implications: 

 

To conclude, the motivations to become an entrepreneur are mainly related to the taste of 

challenging their professional career and taking more responsibilities, the will of balancing the 

work and personal life, and the attraction to the Brazilian land. However, most of the cases showed 

that without opportunity is a key factor to become an entrepreneur. The main challenges French 

entrepreneurs encounter when opening and running a business in Brazil are related to complex and 

unclear administrative procedures, unstable economy, highly regulated society, and last but not 

least, cultural shock related to different communication codes and mindset. 

In the context of this research and the concerned country, Brazil, women did not point out 

particular inequalities or higher difficulties to attain their goals compared to the challenges the 

literature states. They expressed the desire to be autonomous and manage their work-life balance 

more easily. However, this is also a comment that male entrepreneurs made.  

About motivations to become entrepreneurs, in this research some interviewees jibed the 

literature, and from the outset knew entrepreneurship was their destiny, while other expressed the 

fact that their current entrepreneur status is due to unforeseen opportunities or changes in life to 

which they adapted.  

Regarding the cultural part, French entrepreneurs must have a correct Portuguese level to start 

a business in Brazil. Indeed, to do business and thus create a relationship with the stakeholders, it 

is mandatory to understand and be understood, knowing that English is not a viable option. 

Secondly, they should be careful when interpreting what they heard from their potential 

stakeholder and rather be sure that the latest is actually willing to start a business with them, for 

instance, by establishing and signing a contract made by a legal facilitator, such as a lawyer. 

However, it is very important to get to know the Brazilian culture and way of doing business before 

going forward.  
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Find the right partners, such as an accountant able to handle the corporate taxations, a lawyer 

able to deal with all administrative requirements and bureaucracy or contracts creation. They are 

affordable and avoid wasting time. Another option is to get in touch with an incubator, it is 

something currently growing that can be of great use for all the administrative parts but also and 

more importantly in the composition of a substantive business model that is primordial to raise 

funds. 

The French community is very prevalent in Brazil, therefore another advice for the upcoming 

entrepreneurs is to take advantage of it and contact  French organisms that share experiences and 

organize events such as the French-Brazilian Chamber of Commerce, Business France or 

Facebook groups called for instance “the FrenchTech” or “the French in Sao Paulo”. Being part of 

at least one of these organisms or groups can prevent repeating mistakes. For example, when 

organizing an event and enabling presale of tickets it is great not to forget to have the option of 

paying through “boleto electronico” which is a means of payment that does not exist in France but 

that is very common in Brazil. Another important thing entrepreneurs should do is, networking, 

taking part in events is an effective way to get known and increase one’s network.  

Coming entrepreneurs need to be aware of the fact that they must be highly dedicated and 

involved but more importantly very patient and indulgent. The time to get what you want is much 

longer compared to France, for instance, if you need an answer from a potential stakeholder, it is 

sometimes required to put pressure on him/her, if you really want to be sure about which decision 

to take. The return on investment takes time, you might consider waiting two years before 

glimpsing any returns, and last but not least, business takes time and relationships are important, 

you might consider taking a coffee, speaking about soccer or asking about children and spouse 

before talking business.  
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V.  2. Research limitations: 

 

The research does have limitations: the choice and accessibility. Even though the interviewees 

selected had an identical profile regarding their nationality (French) and their professional activity 

(entrepreneurs), I did not select them because they had a particular successful career as 

entrepreneur or because they had several experiences as entrepreneur. I interviewed them because 

they responded to my contact request, were available and accepted to share their experience with 

me.  

Another one is the selection of the information, I narrowed the based on the pertinence of the 

interviewees, indeed sometimes, entrepreneurs were going off subject.  

Lastly, there is the fact that not all interviews were conducted face-to-face, and through the 

phone, all expressions and non-verbal communication cannot be perceived.  

 

V.  3.   Future research suggestions:  

 

As for the suggestion for further research, it would be interesting to conduct research on 

entrepreneurs per sector of activity and analyze them to reveal the peculiarities of each one. 

Another suggestion is to define, for each sector, what is the budget needed to at least open and run 

a company for 3 years and the details for each step (administrative procedures, transportation costs, 

unexpected factors, etc.). I believe that with this overview entrepreneurs will be able to compare 

the budget they calculated with the average one and see where they might need to anticipate more 

funds or not. 
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VII.  APPENDIX 

 

VII.  1. Transcript of eight interviews 

 

Interviewee 1  

• What were your motivations to become an entrepreneur? 

Okay, first of all, it was freedom, then, the challenge of succeeding and probably that richness 

that entrepreneurship offers in terms of diversity regarding relationships and situations. But also, 

the capacity of changing or modifying goals and objectives which is a bit more complicated in big 

groups. 

• Why did you choose Brazil as a destination? 

I didn’t choose, I came here in the context of my wife’s expatriation. 

• Would you have chosen brazil otherwise? 

Yes, for cultural reasons, for the economic appeal, indeed, Brazil is a developing, young and 

promising country. It would also have you been for the conditions of life, the climate and personal 

discovery. 

• What were the challenges you have encountered when opening your company in Brazil? 

The first one is the account opening because in certain banks you have to be a client since a 

long time to open a company account so when arriving as a stranger by definition, it’s not your 

case and certain banks do not easily open accounts for small firms. So, you have to be patient. 

Then there is the issue of language here people do not necessarily speak English. I recently 

had the case of one client that had to ask the boss of another agency to join a meeting because he 

was the only one speaking English, this happened 15days ago. Regarding the time to open the 

company the bureaucracy, in my sector of the activity, it was quite easy and quick because I’m not 
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importing anything so I didn’t need any sanitary approval or certificates, thus the paperwork for 

classic companies, like mine, wasn’t significant, so on this point, I was quite impressed and happy.  

• Now that you are established, what are the actual challenges that you encounter daily? 

The issues are usually on the commercial point of view not administrative, regarding taxation, 

accounting it is manageable. We are quite autonomous with a little box provided by the bank. It is 

quite easy to use, we can do them and cancel them in one click which makes things easier.  

Another issue is the change rate, Brazilian reals are fluctuating a lot compared to you Europe 

which creates incertitude and anxiety for clients that fear the next step and thus have difficulties 

making decisions. 

On the political aspect, I feel like people have quite accepted that it is not going to improve. 

A lot of people are neither pessimistic nor optimistic; they just accept it as it is. 

• What would you advise to a new French entrepreneur in Brazil? 

Definitely learning Portuguese, furthermore, especially in Rio de Janeiro and São Paulo, there 

is a huge French community so one should use it and get in touch to obtain free advice and feedback 

from people that are here for 20 years and others that recently opened their company. 

• If you were to add an additional important point we didn’t cover, which one would it be? 

Another thing regarding culture is the Brazilian way of doing business and there is something 

that I called the Brazilian cordiality. It is basically the fact that when Brazilian say “I love your 

idea, it would be great to partner with” it doesn’t imply that they actually mean it. It is just a 

common way of reacting nicely to someone’s project or idea. So, from the French point of view, 

it is important to be careful when facing Brazilian enthusiasm, it is better to have a signed contract 

rather than a word given. A good contract should be done by a lawyer, signed with witnesses, and 

recognized by a notary. Also, be careful and distrust a little… 
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Interviewee 2 

• What were your motivations to become an entrepreneur? 

Being an entrepreneur was always something I wanted to do, a sort of intuition. I always had 

a lot of ideas and said that I should one day try. I had the idea of tinder or Airbnb before it came 

out but the idea is only 5% of the work and 95% is the implementation. So, This is when I told 

myself I will regret it if I don’t do it. The second reason is that when I was 21, I was earning more 

than I could expect for my age, I was about to start an amazing career in finance in London but it 

was not for me as I didn’t want to do something that was not making me feel useful. Having money 

was great but I wanted something else. Create things, innovate and build something from nothing 

that would be useful for a lot of people. I wanted my ideas to be the source of interaction between 

many people. 

• Why did you go to Brazil? 

First of all, I really liked the country I had already been there before and I enjoyed it, so this 

was just a personal preference then in terms of idea, I saw the fit in the market. Indeed, Brazil is a 

big one many football players a huge interaction with social medias indeed Brazil is for Facebook 

and WhatsApp one of the biggest users. Globally all points were pointing out the benefits of doing 

business in Brazil. I understood that in the digital area there were opportunities because people 

like mobile phones Internet applications etc. 

The economic situation was not good at the time, but I believe that in the digital area I would 

not encounter so many difficulties and indeed between 2014 and 2018, despite the crisis, the digital 

sector kept growing because people were still getting phones and access to the Internet. So, for 

me, it was specifically due to the market potential. 

• What were the challenges you encountered when opening your company? 

First of all, the language, especially at the beginning, then the bureaucracy, I knew that the 

administrative part was a challenge and that opening a business in Brazil was a complex and long 

process. It was about 4 to 5 months but the tip is to be patient. I used a consulting agency that 

helped me with my Visa before with the help of a lawyer. Then, the other issue is to find competent 
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people. First, I started with French people but kept looking for local employees and later thanks to 

recommendations I found skilled people. 

• What are the daily challenges? 

90% of the people have phones with Android so they have small memory on their phone, the 

Internet connection doesn’t always work well, it is quite slow so you have to adapt your technology 

to the market. In other words, create a light application that does not require a high connection. 

Regarding B2B Business owners, especially old ones, are not educated to use technology to 

optimize their activity and even though they might say yes, of course, I will call you tomorrow 

they might not do it. In this way, it is quite difficult to reach this segment because as they don’t 

want to say no, you might believe that they are interested but they never proceed. The sink is that 

I would prefer them to say yes or no instead of letting me run after them. 

• What would you advise to a new French entrepreneur in Brazil? 

First of all, I would tell him or her to carefully adapt the product to the Brazilian market 

because even if it works in another country it doesn’t mean that is going to be working in Brazil. 

It is important to identify the characteristics of the Brazilian market. Then, be aware of the fact 

that things take time in Brazil compared to Europe or the United States. Moreover, it is essential 

to have good people around and rather take time to build a strong team with competent people 

willing to work hard instead of rushing and later on having trouble. And, of course, learning 

Portuguese. 

• If you were to add an additional important point we didn’t cover, which one would it be? 

Maybe regarding investment, I would recommend raising funds abroad because it is quite 

difficult in Brazil. The investment market, venture capital and angel investment, are quite 

immature that’s why I believe that raising funds abroad is better. More and more investors invest 

in Brazilian projects however, some are still reluctant to invest in Brazil knowing the political 

context. Some of my acquaintances succeeded to raise funds in Brazil but it was quite complex 

and little flexibility. 
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Interviewee 3  

• What were your motivations to become an entrepreneur? 

To get some freedom and be autonomous as well as having the possibility to release my 

creativity. But especially, to invest your energy and time in something that matters for you and not 

necessarily for others. What I liked in being an entrepreneur is the opportunity to express yourself 

freely. 

• Why did you go to Brazil? 

Actually, I was living there for 10 years so I chose Brazil before choosing to be an 

entrepreneur. It is while leaving in the country that this will to open my own business came. I was 

studying in Argentina and I had the chance to travel to Brazil, a country I appreciated a lot, so I 

decided to leave there later on. It is a country with a lot of opportunities, there is room for creation, 

new solutions for companies and startups. The economy is quite unstable but when I arrived in 

2009 the growth rates were attractive. 

• What were the challenges you encountered when opening your company? 

First of all, it is quite difficult because it’s an unclear process. You don’t truly know from 

which point starting, the kind of company you should choose, which organism you should address 

to register properly. It is quite an obstacle course when you finally think you are done there is 

another registration to do, a new step to pass. There is a lake of visibility over the different steps 

and time required to reach your objectives and be operational. It took me about four months to 

open my first company. 

• What are the daily challenges? 

As I am doing import-export, the administrative workload is heavy and the fact that you have 

to maintain your company up-to-date requires you to have the manpower that only focuses on 

administrative issues, which has a cost, indeed it is an important fixed cost the does not contribute 

to the commercial development of the company. But it is mandatory to be respecting the law. 
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Furthermore, regarding governmental infrastructures, they impose a lot of delays but they do not 

respect any. 

Then, loans are expensive and when planning growth for your company it is sometimes 

necessary to borrow money from banks. Moreover, it is challenging because they require a lot of 

guarantees, they require a high contribution and the rates are around 15% over a year. The access 

to credit compared to Europe is more difficult. 

Regarding a cultural aspect, with time you get it but at the beginning and it’s quite disturbing, 

indeed Brazilian people are not as direct as French people, they are not used to say no, they are 

way more cordial, so it gets sometimes hard to know what the person in front of you really thinks 

and means. As they will never say “no I don’t like the project”, “we will not work together” you 

can sometimes waste time because you think that at some point you will be able to work with a 

client when the latter perfectly knows he or she will not work with you.  

Another cultural point is that time management is not as important as in France, Brazilian 

people seem less rigorous when it comes to respecting deadlines. 

Exchange rate fluctuations are difficult to manage in the way it directly impacts our business 

as we work a lot with foreign countries. Indeed, when the exchange rate increases there is a boom 

but when it decreases people or less interested in doing business with you which means that current 

customers could cancel or postpone a contract because it is not a favorable period. 

• What would you advise to a new French entrepreneur in Brazil? 

First of all, learn Portuguese, then surround him/herself with good people: confront your 

business plan or model with people working in Brazil since long time or directly to Brazilian 

people and if possible, finding a Brazilian associate. The goal is to deeply adapt to the Brazilian 

market, instead of reproducing a business model that succeeded in another destination. As a 

company foreigners to established themselves in Brazil, I have seen that the most recurrent and 

impactful mistake is not to review and adapt the business models to Brazil. 
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• If you were to add another important point we didn’t cover, which one would it be? 

It depends on the business you want to open but if it includes selling products, you must be 

aware of the taxation and legislation in Brazil because it is complex. You really have to master it 

at some point to establish the most appropriate budget, and not having unexpected expenses or 

putting your company in an irregular situation because you haven’t properly determined or 

declared your situation.
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Interviewee 4  

• What were your motivations to become an entrepreneur? 

I’ve always been an employee in France as well as my husband and we decided together to go 

abroad and become entrepreneurs. It was a double change, new localization, culture, and language, 

but also a new career path. The first reason was due to the perspective that entrepreneurship offered 

but also to challenge ourselves and get out of our comfort zone. It was first not to have regrets and 

having the opportunity to manage something the way we wanted. It is about having more 

responsibilities, being the one taking decisions as well as being creative. My brother told me “if 

your device were so wise, you would have applied them to yourself”. I found this remark quite 

pertinent so I decided to go to Brazil and start a business. 

• Why did you go to Brazil? 

There are two choices one led by the heart and the other one led by the reason. We wanted to 

leave next to the beach we loved the landscape and the people we met here. And regarding the 

reason, we arrived at a particular moment, December 2014. It was a period full of opportunities as 

there was a crisis and we thought that it was the best moment to launch a business. Indeed, we 

were able to settle things at a lower price and enjoy the boom. Moreover, Brazil is a huge country 

that is evolving a lot. They kind of needed what we were offering at this specific time. It consisted 

in creating events to enable managers and people in charge, to understand the technological 

challenges and implement it in their companies and accomplish their digital transformation. 

• What were the challenges you encountered when opening your company? 

We had the chance to take one year to travel around the country and learn Portuguese toyed 

helped to understand the cultural and business specificities of the country, especially in B2B. A 

little example, when we put up for sale the tickets for the first conference, we forgot to think about 

the possibility of paying through “boleto” while it is the main payment tool in Brazil. So, it is 

really important to understand how to do business in Brazil. 

 It is important to acknowledge the rules that are not written or spoken to better operate. 
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Another issue is that Brazil is quite a bureaucratic country. There are a lot of things, more or 

less obvious, to know when you arrive. For instance, we just had to pay a fine because we didn’t 

know the tax had to be paid every month and not every year as it is in France. 

Then, the other challenges are the bank Industry which is expensive and complex, you will 

have to wait one year to ask for a credit card that might not be granted, and telecom; Internet or 

optical fiber, don’t work well. Having a phone number is expensive and the quality is poor. 

It was difficult to get an investor visa and it is difficult to renew it 

• What are the daily challenges? 

The new activity we have (no need to recruit too many employees, clear activity) the daily 

challenges due to changing rules are quite limited for us. There is also the Brazilian cordiality, 

indeed they are quite reluctant to say no.  Which makes it hard to understand them and work with 

them. They just disappear not to say no it would not reply to emails or phone calls. For instance, 

we lost the contract because we didn’t choose a potential client willing to pay less as another one 

was offering more but then made the discussion last five months to finally refuse to do business 

with us. 

However Brazilian people are all quite open-minded they are more willing to trust when they 

don’t know. They’re open to changes and innovation. Furthermore, compared to France in Brazil 

there are only solutions you might not have exactly what you wanted but you will half something 

and be able to move forward. 

• What would you advise to a new French entrepreneur in Brazil? 

I would recommend getting in touch with Business France which has the gold to accompany 

and help French people in Brazil. They have a lot of insights as they are in contact with many 

companies. They have a lot of experience and are a nice way to better understand the Brazilian 

world. Also, one should bear in mind that Brazil is a closed economy which means that you have 

to be ready to invest time and money in Your work because the return on investment is quite 

contrary to other countries where we can say “plug-and-play”. You have to create bonds with 

clients and nourish relationships and there is a quite strong w emotional management to develop 
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so you have to be ready to adapt instead of feeling superior and think that you know better. Also, 

there are a lot of French established in Brazil, for instance, the French tech or Facebook groups 

where people exchange advises, share relevant information but also answer all your questions.  
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Interviewee 5  

• What were your motivations to become an entrepreneur? 

It was working in publicity and being imposed working hours, having to follow procedures or 

not being able to make decisions or else handling clients. Basically, I more and more wanted to be 

independent, it was becoming a necessity. I wanted to be able to establish my lifestyle my rules 

according to me and not someone else. This was the main reason. Then, it was kind of a gift from 

the sky, a friend mine had an idea and she started producing chocolate at her place. I love the idea 

and she asked me to become her associate, so I accepted, and we built the business. So, it was both 

the desire and an opportunity that helped me move forward. I believe that it will also be a way to 

earn more money but it was not a certitude as it was quite risky so burning more money was not 

the main factor to become an entrepreneur. Moreover, I don’t have kids but I’m planning to and it 

was really important for me to have time to take care of them and this thanks to the freedom and 

that the entrepreneur status offers. Actually, when you have your own business you have to work 

all the time but at least you can manage and control your schedule to combine everything the way 

you want. Also, I knew that if I had a kid I would lose the interest in working for someone else 

indeed I believe that you would be easier to balance personal and professional life in this context. 

• Why did you go to Brazil? 

For me it was a coincidence, I came to Brazil on holiday and I was not planning to stay. I 

spent one month there, I loved it, and I had some friends already there. And real fast in 2009, when 

Brazil was still in fast expansion, I was offered a job with an attractive salary and I evolved a lot 

here. I saw how complex it is as a woman to be taken seriously in Brazil so I’m not sure I would 

have chosen the country from France. 

• What were the challenges you encountered when opening your company? 

It was a nightmare however the fact that my associate was Brazilian helped a lot. However, it 

was also her first time starting a business so even though she was familiar to the system and knew 

how to read between lines, several points that slowed us down. We took one year to open the 

business. It seems extremely long but in the food sector, it takes time to get all the licenses. We 

started the business but it was official and legal only after one year. 
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• What are the daily challenges? 

To me the cultural fact that will stop Brazilians from saying no to you, is less important than 

the corruption you can face with small institutions such as the sanitary control, for instance, that 

will take advantage of your “weak” situation to say that there is something wrong and that you 

have to pay more. I have difficulty accepting fraud or scam from official organizations. It would 

be acceptable from an independent that has difficulties but it is quite offensive when you come 

from governmental organizations. 

• What would you advise to a new French entrepreneur in Brazil? 

You have to know people; Brazilian ones are even better because it is quite difficult as 

foreigners, especially women foreigners, to be taken seriously here in Brazil. You also have to be 

very flexible regarding your vision and business plan to be able to adapt to the culture and 

customers’ changes. In fact, there are always surprises and you never really control things here. 

You have to be careful but also street smart in other words, understand the laws, its complexities 

and know how to bypass them. You either have to be as smart as the other one in front of you, 

trying to scam you or you have to simplify things and protect yourself from being abused by local 

stakeholders. And obviously, speak Portuguese! 
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Interviewee 6  

• What were your motivations to become an entrepreneur? 

I started as an employee in France, when I arrived in Brazil I was a partner of an e-commerce 

startup. And after one year when I realized that I was happy in Brazil and I decided to stay. And 

thanks to my background and my experience in managing big teams I just saw it as the surgical 

follow-up and I did not fear to open my own business. At this point of my life, I just felt ready to 

become an entrepreneur even though it had never been a goal before. Another point was that I 

wanted to get away from corporate structures. 

• Why did you go to Brazil? 

I was looking for a new young and promising country, different from what I knew (America 

or Great Britain).  

• What were the challenges you encountered when opening your company? 

       The most difficult part is the administrative one. You have to be aware, methodic and curious. 

Everybody says everything and it’s contrary so you need to meet a lot of people and build your 

own opinion to best perform in your activity. More importantly, you have to be up-to-date to 

prevent negative impacts on your business. Another fact is that even though you operate with 

specialists there might not have the correct answers to your issue, so you need to be aware of what 

is going on to kind of supervise what they are doing. Moreover, as I did it, I recommend raising 

funds in Europe because it is quite complicated here in Brazil. 

• What are the daily challenges? 

Regarding cultural aspects, I would say that we are (French people) way more pragmatic and 

straightforward and cold when communicating. Indeed, I don’t need to know if you’re married or 

if you have children before starting our meeting but we have to adapt because otherwise, we seem 

in a hurry or even aggressive. What could be defined as efficiency for a foreigner can be seen as 

pressure and no sympathy. You learned that in Brazil there is another rhythm, there are other kinds 
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of relations and there are not only bad sides. It is better to see it as an exchange anyway to discover 

things instead of seeing it as a conflict. 

• What would you advise to a new French entrepreneur in Brazil? 

You need to know the country, its culture and accept it. You must not arrive as a conqueror 

because you will always know less than Brazilians. You have to be humble, listen a lot and 

absolutely not have the objective of replicating a concept that worked somewhere else. If you don’t 

make these efforts of understanding and adapting to the culture and particularities of the country 

you will fail. You have to bear in mind that you have a lot to learn from Brazilians especially when 

you have to deal with them.  
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Interviewee 7  

• What were your motivations to become an entrepreneur? 

It is quite difficult for a black educated and ambitious woman, to find a job with high 

responsibilities so I decided to create my own company. Another reason is that I don’t necessarily 

appreciate working for someone else and thus wait for his or her validation before taking action. 

Being an entrepreneur is also a way to select your associate and, in my case, we are very 

complementary and we can move fast. 

• Why did you go to Brazil? 

It was not a personal choice, I put my career into parenthesis to follow my husband in Brazil. 

However, afterwards, I realized that I learned a lot about myself by leaving and discovering in this 

country. It is also a place where the population is very creative and Brazilians love French people! 

• What were the challenges you encountered when opening your company? 

First of all, the bureaucracy, it is very complicated to open a business in Brazil when you don’t 

have a visa or a local number for identification. It is very long to open a business in Brazil, it is 

about 76 days on average compared to France where you need one week and to the USA where it 

takes one or two days and even faster in Singapore where it is done in a few hours. With China, 

Brazil has the most complex and long process to launch a company or to invest.  

• What would you advise to a new French entrepreneur in Brazil? 

There are many opportunities in Brazil people are open-minded and up to improvement and 

change. What I would recommend the most is to find an associate (lawyer, accountant) to diminish 

the burden of administration. Moreover, I would recommend working for about a year with these 

associates before creating the company: ensure that the working relationship is stable and efficient. 

It is also an opportunity to create and establish the project without official engagements.  

Then learning Portuguese, through movies and songs, for instance. And last but not least, 

surround yourself with knowledgeable people, indeed, it is very important to avoid complications 

and fees that could negatively impact the progression of your business.
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Interviewee 8  

 
• What were your motivations to become an entrepreneur? 

I cannot say that I had motivations to become an entrepreneur, it was rather an opportunity I 

seized. I became an entrepreneur through circumstances, indeed, I met the good people at the right 

moment. I opened a subsidiary in Brazil for an existing company 

• Why did you go to Brazil? 

I had already been to Brazil but more importantly, the business was about online advertising 

especially videos and Brazil is the second biggest country that uses online videos on YouTube for 

instance. It is a country where consumers are highly connected to social media and thus go through 

a lot of video content. It was logical to move forward in this country due to the market size and 

the population familiarity with social media. In fact, no other Country is as eager as Brazilians 

concerning the Internet. We arrived during the economic crisis but the digital and numerical areas 

were a young and very promising market. 

• What were the challenges you encountered when opening your company? 

The language with the first issue, but we already knew people that had built a business in 

Brazil so we had the chance two launch our business through a collaborative partnership that at 

the beginning was taking care of the billing while we were testing the market during eight months. 

When we saw that the potential was here we built our own company and we already had clients 

and working capital. So, we didn’t take the plunge, eyes closed, we did it step-by-step and with 

local partners. The biggest challenge was to get through the administrative part, but the good point 

in Brazil is that when you have money, you can find people who can do it for you. But the key is 

to get clients quite fast. 

• What are the daily challenges? 

The first main issue is the culture; indeed, it is quite different and the biggest difficulty for me 

was to adapt my management style from more severe management to more comprehensive and 

soft ones. Another point was to understand the emotional aspect of Brazilians. There is also the 
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fact that a Brazilian potential client would say about your product or service “oh that is amazing, 

I love it! I’m going to buy it! It is so innovative! I’m so in!” But after nothing happens because 

Brazilians have a great kindness that stops them from saying no. So, they never say no, and from 

a business point of view it’s a bit disturbing because coming from France we are used to having 

client saying no first and then yes but in Brazil, it is the other way around. They say no but then 

you never sell so you need to identify the clients that say yes with a real interest and the one that 

says yes not to offend you. The Brazilian cordiality is indeed an appropriate term. 

• What would you advise to a new French entrepreneur in Brazil? 

First of all, perform real and deep market research, because not all products or services are at 

adaptable to Brazil. Some markets are saturated or too difficult to reach. Then, once the decision 

to come to Brazil is taken the entrepreneur has to foresee a large working capital because in Brazil 

things take time. By the way no need to come if you are in a hurry because you might fail. The 

third point is to have good people around and being open to help and advice, upcoming 

entrepreneurs should not be picky about spending time or money when it comes to learning or 

taking advantage from others’ experiences. Finding a local associate is also a very good option at 

least to start and get to know the country. And obviously, learn Portuguese! 


