
“Flyfishing Trout in Patagonia” event

Agera Sales 
training and 
development 
in São Paulo

“Brazil & Sweden/Norway” inter-
viewed Berkan Yildirim, a Swede with 
a master’s degree from the Stockholm 
School of Economics and an interna-
tional background in sales and devel-
opment. He is on a mission to estab-
lish Swedcham member Agera Sales, a 
Swedish company offering sales training 
and development, in Brazil.

B&S/N: Why did you choose to open an 
office in São Paulo?

Brazil is the land of opportunities. But 
even here, successful companies need 
continuous sales development in order 
to stay successful. Sales training and 
development is our specialty, and we be-
lieve there is a demand for our services 
in Brazil, especially in São Paulo. I also 
love Brazil and speak Portuguese fluent-
ly, and I plan to live here permanently.

B&S/N: In what way are your services dif-
ferent compared to your competitors?

We take responsibility for the long-
term sales success of our customers. This 
in turn means focus on quality, close rela-
tionships with our customers and a com-
mitment to their success. Our training 
increases sales efficiency and implements 
a lasting change in the sales organization.
These values have contributed to our base 
of loyal customers in Sweden, and I hope 
to accomplish the same in Brazil.

For those who are interested, Berkan 
Yildirim can be contacted at berkan.
yildirim@agerasales.com.br

Integrated 
Marketing

On October 5, three specialists pre-
sented an event entitled “Integrated Mar-
keting” at Swedcham, teaching members 

Various members of the Swedish 
community participated in the 18th 
Pão de Açucar Marathon held at Ibi-
rapuera Park in São Paulo on Septem-
ber 19.

A traditional event, organized by 
the famous Pão de Açucar supermarket 
chain, the marathon attracted more than 
30,000 participants, including teams 
from Swedcham itself, sponsor SKF and 
members Höganäs and TozziniFreire.

The marathon (which included teams 
of two, four and eight people and two 

On September 16, the Chamber held 
an event entitled “Flyfishing Trout in 
Patagonia”, a presentation by Swed-
cham Board member Nils Bonde fol-
lowed by a Happy Hour.

Patagonia in Argentina is a real 
goldmine for trout fishing with flies. 
Apart from a splendid nature, the ar-
ea’s waters are full of trout in different 
sizes. With the presentation, Swedcham 
Members and friends were able to make 
a brief trip to Patagonia and become 
acquainted with the equipment in-

volved, learn where the trout hide, and 
what is the “menu” that makes trout 
bite the bait. 

At the end of the presentation,  
guests saw a fishing trip in the region 
between Bariloche and San Martin de 
los Andes—trout, rivers, lakes, fauna 
and a unique nature.

The event was sponsored by Gunnebo 
and supported by the travel agency 
Globale (both are Swedcham Members), 
which held a raffle of tasty Argentine 
wines and a tourism book.

Pão de Açucar Marathon
categories—male and female) involved 
a trajectory of 42,195 meters (four 
circuits of a little over 10,548 meters), 
divided according to the number of 
participants per team, in each modality.

“It was a well-organized and worthy 
event in which members enjoyed them-
selves and at the same time invested 
in their well-being. I hope to see many 
more of you in the next edition of the 
race,” said Chamber Executive Secretary 
Jonas Lindström, who himself partici-
pated in the Swedcham team.

The teams of Swedcham Members SKF and Höganäs that participated in the 18th Pão de Açucar Marathon in São Paulo.

(Left to right) Swedcham Board Member Nils Bonde 
(guest speakers at the Flyfishing event) and Stefan 
Lundkvist, Swedcham Treasurer and Managing 
Director of Gunnebo in Brazil, with Eliane and Fa-
biano Indena of travel agency Globale.
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and guests about how to integrate mar-
keting activities and increase the results 
of their companies.

The speakers were Bernhard Schultze 
of SEO Marketing, Marcos Cordeiro of 
Max2 and Thiago Costa of EVCOM, all 
three corporate members of the Chamber.

Effective 
Communication

As this magazine was going to press, 
another event entitled “Effective Com-
munication” was scheduled for October 
22, the target public being Marketing, 
HR and Sales professionals, among 
other interested parties.  The event was 
being organized by EVCOM and Vocalis, 
another Chamber member.

Other coming 
events

Competence Development Courses—
Developing leadership in international 
organizations: Short-term courses in 
various areas with the objective to pow-
er your performance and to strengthen 
your company’s competiveness on an 
increasingly tougher market. Leader-
ship, Performance Management, Ne-

gotiation Skills, Sales Performance and 
Marketing are some of the courses held 
by highly qualified instructors with in-
ternational experience.

• Leading Teams. 
By Therese Otterbeck. November 

• Performance Management. 
By Therese Otterbeck. November

• Improving Sales Performance.  
By Agera Sales.  Nov. 16-17

• Developing Negotiation Skills.   
By Agera Sales. Nov. 22-23

Granja Viana Race
set for November 27

The 500 Miles of Granja Viana Kart 
Race will now be held on November 
27 and no longer on December 11, 
as published in the last issue of this 
magazine.

The Swedish participants, who will 
include Frans Bergman, are being 
sponsored by Elanders, Scania, SKF, 
Stora Enso and Volvo Cars.

For further details, please contact 
Swedcham Executive Secretary Jonas 
Lindström (55 11 3066-2590 or jonas@
swedcham.com.br).
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Swedcham Board 

FIRST HONORARY MEMBER:
HM Queen Silvia

EXECUTIVE BOARD:

Nils Grafström
Chairman, Head of Stora Enso Latin America

Christer Manhusen
Vice Chairman, Former Swedish Ambassador to Brazil

Stefan Lundkvist
Treasurer, Senior Advisor & Board Member  
at Gunnebo Industries

Renato Pacheco Neto
Legal Director, Managing Partner Fraga,  
Bekierman & Pacheco Neto Advogados

Stefan Bengtsson
CFO Kuehne + Nagel

Nils Bonde
Former President Fademac Brasil

Jonas Brännerud
President Elanders in Brazil

Peter Hultén
Former Director Banco Mercantil de São Paulo

Anders Norinder
President Volvo Cars for Latin America

Therese Otterbeck
Organizational Development Consultant



Swedcham News

Swedcham wishes to welcome the follow-
ing new members up to September 16:

CORPORATE:
• Fazenda do Brasil AB
Fazenda do Brasil is a company founded 
in 2010 by Swedish businessman Nils 
Magnus Persson, with ample experience 
in developing and preserving forest prop-
erties in his home country. Fazenda do 
Brasil wholesales and retails furniture, 
objects and floor and wall coverings from 
reclaimed hardwoods in Scandinavia.

• Marenordic AB
Marenordic AB is a subsidiary of Mare 
S.p.A. (Italy). The company supplies 
chemical additives and technical services 
to the pulp & paper industry in the Nor-
dic Countries. Technical skills and modern 
production facilities enable Marenordic 
to give the most cost-effective solutions 
for your paper-making needs.

New Members

Swedish Industry Survey 2010
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By Lisa Josefsson

Brazil is a growing market where 
the possibilities for invest-
ments are many, every year 
more and more people and 

companies seek business opportuni-
ties. Starting off in the beginning of the 
1900s, today there are more than 200 
Swedish companies established in Bra-
zil. Some of these companies work with 
consulting, language studies and differ-
ent kinds of services, however most of 
them invest in high technology in areas 
such as pharmaceutical products, tele-
communications, the automotive and 
metalworking industries, as well as vari-
ous kinds of industrial and household 
equipment.

Swedcham’s latest Swedish Industry 
Survey was conducted between May 
and June of 2010 and consists of the 
companies’ results in 2009. We obtained 
answers from around 40, including most 
of the major Swedish companies in Bra-
zil. Additional information about many 
of the other companies was obtained 
through their websites or by phone calls.

Any numbers supplied by the partici-
pating companies are strictly confiden-
tial and are not, under any circumstanc-
es, shown to third parties. The numbers 
shown in this survey do not necessarily 
correspond to other surveys, results or 
statistical information.

Turnover
The total turnover of Swedish com-

panies in the 2010 Survey reaches BRL 
25.56 billion.

Net profit
The total 2009 net profit of the com-

panies that responded to the survey 
amounted to BRL 548.5 million, how-
ever what might be more interesting is 
that the average profit compared to the 
turnover was 6.7%. Only two companies 
showed a loss, which is coherent with 
the fact that Brazil was less affected 
by the worldwide economic crisis than 
most other countries. 

With regard to expectations for the 

net profit in 2010, most of the compa-
nies surveyed responded that they es-
timated a net profit increase of up to 
50%, and none of them a lower profit 
than in 2009.

Investments
The total investments of the com-

panies during 2009 amounted to BRL 
219 million, which corresponds to 4%, 
on average, of their turnover. For 2010, 
the expected increase for investments is 
around 12%.

Imports
The total imports by the Swedish 

companies as a group amounted to BRL 
2.225 billion, of which 40.42% corre-
sponds to imports from Sweden.

Exports
The total exports of the Swedish 

companies as a group amounted to BRL 
1.126 billion, of which 24.16% is export-
ed to Sweden. Most of the remaining ex-
ports go to other parts of Latin America.

Number of employees
The total number of employees of 

Swedish-related companies in Brazil 
amounted to 55,000 last year, compared 
to 50,000 in 2007—70% of the compa-
nies that answered the survey said they 
would increase their workforce in 2010.

Investments in cultural and social 
projects

Many Swedish companies invest in 
social and cultural activities all over Bra-
zil. Many invest locally in orphanages 
and schools and children with disabili-
ties, others nationally in child abuse and 
Aids prevention programs. Most compa-
nies invest in already existing projects, 
however a few run their own social ac-
tivities.

Future events
There are three major projects com-

ing up in Brazil in the next few years: the 
World Cup in 2014, the Olympics in 2016 

and the ongoing Pre-Salt projects, along 
the Brazilian coastline. These events 
open many possibilities for investments 
in infrastructure, telecommunications 
and different kinds of equipment. Many 
companies see opportunities in all these 
events, or at least in one of them. It is 
probable that we will see a boom of in-
vestments in the next few years.

Swedcham
The Swedish Chamber exists as an inter-

mediary between the Swedish companies, 
Brazil and Sweden. We are here to help 
and to live up to the requests we received 
from the companies in this survey: pro-
vide networking opportunities, organize 
workshops and presentations, promote 
the Brazilian market in Sweden, facilitate 
the business connections between the two 
countries and promote the Swedish com-
panies in the Brazilian market.

If you require any further informa-
tion, please contact Swedcham Execu-
tive Secretary Jonas Lindström at 55 11 
3066-2590 or jonas@swedcham.com.br 
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• Metamorphose Assessoria Esportiva
Considering the rapid growth of sports in 
the general population, from the young-
est to the oldest, the Metamorphose 
Sports Consultancy is concerned with 
offering a wide variety of activities to ag-
gregate the largest number of students. 
Our main goal is to improve the quality 
of life through physical activities such as 
walking, running, biking, swimming and 
gymnastics, among others.

• Nefab
The global network of experts in pack-
aging and logistics Nefab provides its 
customers with services of international 
jurisdiction. Our packaging designs are 
combined with analysis of cost reduc-
tion, providing optimal solutions for your 
company and product.

• Nordanå Trä AB
With 35 years worth of experience in 
the industry, Nordanå Trä AB is one 
of Sweden’s leading sawmills in short 
length production. The raw material, 

pine & spruce, is purchased locally 
in Hälsingland, one of the finest raw 
material districts in Sweden.

• Smarteq Antennas
Smarteq is a Swedish company 
founded in 1996. It is focused on de-
veloping and supplying high-quality 
antennas and antenna systems for 
the following market segments: Au-
tomotive (communication between 
vehicles), M2M (machine-to-ma-
chine), and Mobile Communications 
(wireless transfer of voice and data 
between people).

• Starsprings do Brasil Ltda.
Europe’s largest producer of paper 
and carton board, we produce fine 
paper, with or without coating, news-
print, publication paper, carton board, 
consumer board and industrial pack-
aging products and wood products 
for various applications. In Brazil the 
company produces bleached eucalyp-
tus pulp and publication paper.

• Volvo Cars
Volvo Cars was founded in Sweden in 
1927. Since then, the company developed 
into one of the best known car brands in 
the world and is considered a leader in 
safety engineering. The global brand tag-
line “Volvo for life” summarizes the soul 
of the Volvo brand.

INDIVIDUAL:
• Ann-Sofie Nilsson
• Eduarda Correia Gomes
• Élcio de Siqueira
• Élida Pereira Miranda
• Isabella Maria Lutti Schéle
• Janina Sekula Smolka
• José Alencar Galvão de França
• Lars Hugerth
• Louise N. Anderson
• Michel Rost
• Pablo Sebastian Maluf
• Sergio de Oliveira Kubota
• Stefan Mockaitis
• Rui Cavendish

“
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Brazil is one of the countries 
in the world that Swedish 
students should learn more 
about. At the same time, KTH 

is becoming increasingly attractive to 
Brazilian students. However, as of 2011, 
Sweden will start charging tuition fees 
from students coming from outside the 
EU. Unless we establish a strong and 
concrete cooperation plan, our objec-
tives to intensify academic links may be 
jeopardized. We need to establish proper 
channels to facilitate mobility at all lev-
els,” says KTH Professor Semida Silveira, 

Sweden’s leading technical university
wants to cooperate with Brazilian industries

who took part in KTH’s visit to Brazil.
KTH hopes to raise interest among 

companies in Brazil to accept tal-
ented students from Sweden who are 
doing their final thesis projects. This 
could provide one alternative in order 
to maintain reciprocity within the ex-
change agreements between universi-
ties. KTH has a long experience of coop-
eration with industry and we would like 
to explore this model in cooperation 
with Brazilian industries as well. 

Another way could be to get com-
panies to support master’s students at 

KTH. We believe that companies will be 
interested in supporting specific areas. 
KTH has more than 50 master’s pro-
grams which are held in English, receiv-
ing students from all over the world. 
Strong research areas at KTH include, 
for example, Energy and Information 
Technology. Other defined strong re-
search areas are Transport, Materials 
and Life Sciences.

Please read more about KTH at www.
kth.se. Companies interested in more 
information should send an email to 
mps@kth.se

By Marianne Persson Söderlind

rePreseNTaTives froM The KTh royal iNsTiTuTe of TechNology visiTed brazil lasT augusT. a luNcheoN 
orgaNized iN cooPeraTioN wiTh swedchaM broughT TogeTher a highly iNTeresTed crowd. KTh, The 
largesT TechNical uNiversiTy iN swedeN, is iNTeNsifyiNg iTs cooPeraTioN wiTh braziliaN uNiversiTies 
wheN iT coMes To boTh educaTioN aNd research.
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ing the role of a bank. (The “unbanked” 
are those who do not have any bank 
accounts, and thus have no access to 
other financial services such as loans 
and insurances.)

Prediction: Consumer and retail 
segments in Brazil will benefit when 
banks increase their reach through 
retail stores. This is a trend already in 
place.

4. Greater credit card penetration
Brazilians have been more inclined 

to pay with cash, which is typically 
drawn from automated teller machines 
(ATMs) only once or twice a month. 
Credit in Brazil accounts for nearly 40% 
of gross domestic product, far behind 
the 70% average of other emerging 
countries. Over 50% of the population 
does not have a credit card. Banks and 
retail chains are addressing this gap. 

Prediction: Consumption trends, es-
pecially those relying on online trans-
actions, will change, as more and more 
people become accustomed to using 
credit.

5. Emphasis on being eco-friendly
Recent panels presented in the World 

Economic Forum in Davos showed that 

Brazilian consumers are more demanding 
than their European counterparts in their 
concerns about the environment and 
how products are manufactured or dis-
posed of. Companies that fail to respect 
at least the basic environmental rules in 
the region are at risk of being rejected 
by a good percentage of local custom-
ers. The trend can already be observed in 
some supermarkets which have started 
selling eco-friendly products, diminish-
ing the use of plastic bags and providing 
recycling collection centers.

Prediction: Consumer and retail 
companies will begin to change their 
product formulas and possibly even 
eliminate some product packaging.

6. An aging population
Store sizes in Brazil have been 

shrinking, partly due to the aging pop-
ulation, as older shoppers prefer not to 
carry heavy shopping bags home. Ca-
tering to an aging population is not a 
fad. Life expectancy in Brazil increased 
from 69.5 years in 1998 to 72.7 years 
in 2008.

Prediction: Companies will need to 
develop tools and methodologies to 
understand this group’s needs in order 
to tap this market successfully.

With the ground paved for rapid 
growth in the retail segment in Brazil, 
consumer and retail companies need to 
beware of sudden changes that can oc-

cur in emerging markets. The entrance 
of a new player, a merger or an ac-
quisition for example, can change the 
competitive scenario quite drastically. 
Demographic and cultural changes can 
also have far reaching implications.

As competition becomes ever more 
intense, companies will need to be-
come more concerned with segment-
ing, positioning and promoting their 
products and services accurately. All 
this can only be achieved by closely 
listening to and monitoring the mar-
kets they are in.

About GIA
GIA is a strategic market intelligence 

and advisory group. It was formed in 
1995 when a team of market intelli-
gence specialists, management consul-
tants, industry analysts and technol-
ogy experts came together to build a 
powerful suite of customized solutions 
ranging from outsourced market moni-
toring services and software, to strate-
gic analysis and advisory.

Today, we are the preferred partner 
for organizations seeking to under-
stand, compete and grow in interna-
tional markets. Our industry expertise 
and coverage of over 100 countries 
enables our customers to make better 
informed decisions worldwide.

For more information, please visit www.
globalintelligence.com or send an email to 
media@globalintelligence.com. 

...Six trends
Continued from page 24
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Brazilian Chamber News

Chamber 
participates in 
Encomex Mercosul

Brazilian Day 
in Stockholm

Brazilian Ambassador to Sweden Antonino Mena 
Gonçalves opens the Brazilian Day celebrations in 
Stockholm.

The Delegation from Taboão da Serra together with 
the representatives of the City of Sundbyberg.

(Left to right) the Brazilin Chamber’s Delaine Basso, 
Hugo Oljemark, Elisa Sohlman and Danielly Fagern 
at the soccer event held at the Hotel Diplomat.

The Brazilian Chamber of Commerce 
in Stockholm participated in the Enco-
mex Mercosul 2010 Trade Fair, which 
was held at the Rio Grande do Sul State 
Federation of Industries (FIERGS) in Por-
to Alegre August 31 and September 1. 
The Chamber was represented by mar-
keting consultant Marie Oljemark.

Brazil has stepped up efforts to promote 
Brazilian exports and one of the actions is 
to invite and sponsor potential partners in 
interesting regions. The Brazilian Chamber 
in Sweden was invited to participate and to 
meet with potential exporters. Marie had 
meetings with 35 companies that showed 
interested in trade with Sweden. The com-
panies represented a wide range of prod-
ucts from wooden furniture to food prod-
ucts such as soya, rice, sugar, chicken and 
fruit juices, as well as musical instruments, 
sportswear and technical equipment for 
the naval industry.

The Chamber is now working to find 
partners in the Swedish market.            

Continued 
cooperation between 
Sundbyberg and 
Taboão da Serra

The Chamber hosted a three-day visit 
of a delegation from Taboão da Serra in 
São Paulo State, Brazil, that met with 
representatives from the City of Sund-
byberg and a large number of Swedish 
companies in the construction and envi-
ronmental technology sectors.

The visit, which took place in early 
June, is part of a cooperation agreement 
between the City of Sundbyberg and 
Taboão da Serra. The delegation, led by 
Mayor Evilásio Farias, visited Scania, ÅF, 
Norrvatten, Norrenergi and Envac.

Taboão da Serra has plans to build a 
waste to energy plant and we hope to 
include Swedish equipment and tech-
nology in this project.  

For the first time a Brazilian Day was 
held in Stockholm on September 5. The 
event, which lasted from noon to 8 p.m., 
featured  general information on Brazil-
ian society, culture, economy and tourism 

Soccer business
at Hotel Diplomat

Around 70 people came to the Ho-
tel Diplomat to support the Brazilian 
national soccer team in June. Both the 
Swedish Ambassador in Brazil and the 
Brazilian Ambassador in Sweden par-
ticipated in the soccer business event, 
and among the speakers we received 
the President of the Swedish Soccer 
Federation, Sune Hellströmer.

The event was sponsored by the Ho-
tel Diplomat, Törngren & Magnell, ÅF and 
Jogo Bonito (soccer player agent).           

potential, workshops, the performance of 
musical groups and an exhibition of Brazil-
ian artists .

The event was organized by the Brazil-
ian Embassy and the Chamber was present 
with an information stand. On September 
3, Stockholm also received a visit from the 
Brazilian naval ship Brasil and a cocktail 
was held on board.  

Meeting focuses on
increased cooperation

A meeting between the Chamber, the 
Brazilian Embassy in Stockholm and the 
new Chairman of Swedcham took place 
recently to plan for future events and to 
increase the cooperation between the 
different organizations.

One of the most recent forms of co-
operation was that the Chamber  helped 
the Embassy to upgrade its information 
booklet “Como Exportar para a Suécia”. 

Fispal Food 
Service Fair

Danielly Fagern of the Chamber visited 
the Fispal Food Service Trade Fair held in 
São Paulo in June. The aim of this visit was 
to help the Swedish company Spendrups 
find Brazilian products and to try to attract 
distributors for its products in Brazil. 

During the first days there were Busi-
ness Meetings (inside the fair) with 10 
Brazilian companies interested in ex-
porting products to Sweden, and we 
represented one Swedish company that 
was interested in both exports to and 
imports from Brazil.                              

OCTOBER - NOVEMBER 201046



Restructuring a company using BPM is a 
necessity in view of a scenario marked 
by constant changes in an increasingly 
intricate world. In order to face this chal-

lenge, executives and managers must follow nine 
essential steps:

Step 1 – Introduction and Preparation of the 
Organization: this is the moment when one de-
cides to begin the project. A sponsor is chosen and 
the objectives are clearly defined. This is followed 
by the selection and training of the inside team, 
the planning of the change management and the 
beginning of endomarketing.

Step 2 – External technologies: at this stage, 
the organization might need external knowledge 
about the best and current market practices that 
enable it to define the methodology to be em-
ployed, select the adequate tool to map out pro-
cesses and select a consulting firm that will assist 
in the various stages of the project.

Step 3 – Understanding the strategy: The or-
ganization analyzes the basic principles of its strat-
egy and its insertion in the market, which will serve 
as the basis for the evaluation of its performance 
based on the Balanced Scoreboard (BSC). The prin-
ciples guiding the Strategy x Operational Efficiency 
ratio are also established.

Step 4 – Value Chain Modelling: This activity 
is carried out simultaneously with Step 3 and is es-
sential for the whole project to be developed in line 
with the defined strategy. The value chain modeling 
will enable the participating team to become ac-
quainted with identification and design techniques, 
with the value of the prioritization processes and 
techniques.

Step 5 – Mapping, analysis and diagno-
sis: This stage consists in a survey of the current 
situation (as is), the analysis and diagnosis of the 

situation (using the tools and procedures set in the 
methodology of the processes prepared in Step 2), 
and the identification and approval of premises for 
the future model.

Step 6 – Processes and technology: This is the 
moment to define the future, the path the company 
will follow to operationally transform its strategy. 
The most important items in this stage are: design-
ing the future model, specifying the systems and 
technologies that will support the processes, deal-
ing with the operational risks, analyzing costs per 
activity and process, and conducting a simulation 
of the future model.

Step 7 – Knowledge and Competence: The 
objective of this stage is to raise the requisites of 
the necessary competences of the collaborators in-
volved in the processes in question, identifying the 
cells, teams and needs of the manager.

Step 8 – Organizational aspects: This stage in-
volves organizational adjustments, the metrics that 
will rule the processes in question and the defini-
tion of the profile of the managers responsible for 
the new processes.

Step 9 – Implementation and continuous 
improvement: The success of the implementation 
depends on the training of those involved in the 
new methodologies, procedures and systems to be 
employed. Once the operation’s norms have been 
defined, we must build an atmosphere of continu-
ous improvement, which includes the auditing of the 
processes.        

Nine steps to improve business process

management (BPM) with performance

By Dieter Kelber*

*Dieter Kelber is the Executive President, Consultant and Re-
searcher of the Advanced Institute of Intellectual Development 
(INSADI) and its Business Process School. (www.insadi.org.br) 

e-mail:  dieter.kelber@insadi.org.br

Human & Business Excellence
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The trend of companies is to 
outsource legal services to 
law firms specialized mainly 
in mass litigation, in order to 

reduce costs.
Currently, there is a significant in-

crease in lawsuits, especially those re-
lated to damages covered by the Civil 
and Consumer Law. Therefore, law firms 
specializing in this segment have be-
come vital to companies, because these 
offices have specialized teams. They 
are trained to work in this area. The 
law firms seek to appease relations and 
achieve important agreements with the 
least cost to business.

It is important to mention that com-
pensation for moral damages, especial-
ly regarding consumer relations, has 
been increasing significantly and has 
become a serious concern to compa-
nies that operate in this area. Therefore, 
specialized firms have begun to play an 
important role for corporations.

Legal services outsourcing
for specialized law firms

Outsourcing should be done cau-
tiously, always after a careful review of 
the structure and profile of the profes-
sionals who will perform the work. It is 
not enough to have good coaches, but 
they must have an outstanding profile 
as good negotiators.

Contractors should be familiar with 
the corporate culture, products and 
services offered by the corporation and 
maintain an open channel for com-
munication to analyze each individual 
situation. Companies should provide all 
means for the outsourced companies to 
represent them well.

Companies operating domestically 
should always serve as a center for 
operations and services, also maintain-
ing a network of partners and/or cor-
respondents in all parts of the country, 
since this may impact the overall costs.

This preference results from the 
need to centralize and work with firms 
that can be the source of information 
and correspondence, especially when it 
comes to foreign companies, since the 
skills of the foreign languages can be 
very relevant. It is also noteworthy that 
this preference ultimately brings all re-
sponsibility to the office coordinators.

Law firms that have an interest in 
engaging in mass litigation services 
must have an organizational structure 
that keeps the demand under control 
and a staff with qualified professionals, 
as well as strong technical and commu-
nication skills.

Consumer demand in general and 
the role of the specialized firms are very 
positive because the outsourced pro-
fessionals are not involved emotionally 
with the situation and the agreements 
tend to be more effective.

* Valdirene Laginski is a lawyer specialized 
in Civil and Consumer Law, partner of the 

law firm Fraga, Bekierman & Pacheco Neto – 
Advogados. 

By Valdirene Laginski *

In such situations, success is greater 
because the consumer feels well re-
spected and is likely to maintain a good 
relationship with the business. 

Here are some important aspects 
to be considered by firms that want to 
specialize in providing such services for 
companies interested in outsourcing:
a) Have professionals with expertise, 

commitment and trading profile;
b) Valuation of the claims or demands 

in a way that it will not exacerbate 
the problem, even if the complaint 
may seem petty, technically speaking, 
for the plaintiff it is very important;

c) Use of a suitable language will have 
a tremendously positive impact on 
communication with the consumer.
Companies interested in outsourc-

ing their services should pay attention 
to these details because a team with 
leadership traits will surely meet their 
needs and will greatly assist in reducing 
costs, mainly indemnifications.

The role of law firms is not just to 
solve problems when they have already 
occurred, but to help companies pre-
vent them. Therefore, it is necessary to 
maintain a good partnership with the 
clients and to protect their needs.

Care is essential in outsourcing 
specific legal services, especially when 
there is a large demand. A team that 
is unable to act and react may aggra-
vate the situation and, consequently, 
increase the bottom line costs to the 
business.
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By Renato Pacheco Neto*Legal Framework for Business Development

Mediation and Arbitration Survey conducted
by LBC together with CAE–Eurocâmaras 

As most of our members know, 
Eurocâmaras federates the 
leading European Chambers 
of Commerce in Brazil, cre-

ating the most representative official 
umbrella organization for European 
companies in our country. Last year, 
Swedcham took over the Chairmanship 
which has now moved over to the Ger-
man Chamber. Still Swedcham is now 
running a Vice-Chairmanship and fur-
ther chairing its Arbitration and Com-
mercial Mediation Chamber (CAE).

Eurocâmaras has the important 
mission to assist both foreign and na-
tional companies in trading and invest-
ing. Indeed, Eurocâmaras is the largest 
multicultural network providing a busi-
ness and social platform to facilitate 
and promote business opportunities to 
all Brazilian and European companies, 
members of our Bilateral Chambers.

The Eurocâmaras Arbitration and 
Mediation Chamber (CAE) participates 
in this effort by proposing to the busi-
ness world efficient alternative dis-
pute resolution methods. In order to 
improve our services and make them 
better suitable to our members, always 
moving corporate needs, we are in the 
process of launching a survey. Further 

information may be obtained on our 
recently updated website: www.euro-
camaras.com.br

We are grateful that through the co-
operation between Swedcham’s Legal 
& Business Committee (LBC) and CAE, 
this magazine generously gave us the 
chance to reproduce the main queries 
made to companies.

SURVEY

1. Did you already know that Euro- 
câmaras has its own Arbitration 
and Mediation Chamber (CAE)?
(   )  YES       (   ) NO

2. What is your company’s litiga-
tion liability level? 
(   ) less than BRL 1 million    
(   ) between BRL 1 and 10 million    
(   ) over BRL 10 million

3. How much do you believe 
that your litigation liability 
represents in relation to your annual 
turnover?
(   ) less than 1%    
(   ) between 1 and 10%    
(   ) over 10%

4. Are you actually judicially liti-
gating with suppliers, clients or 
any other commercial partner?
(   )  YES       (   ) NO

5. Is the other litigating party a 
foreign company?
(   )  YES       (   ) NO

6. Are you able to distinguish Me-
diation from Arbitration?
(   )  YES       (   ) NO

Renato Pacheco Neto

7. Has your company ever been 
involved in an Arbitration or Me-
diation proceeding?
(   )  YES       (   ) NO

8. Would you agree to submit the 
ongoing judicial proceedings to 
Mediation or Arbitration follow-
ing the high European standards 
provided by CAE?
(   )  YES       (   ) NO

9. What is your time expectation 
in order to reach a final and 
enforceable solution to your case?
(   ) less than 3 months  
(   ) between 3 and 12 months   
(   ) over 12 months

10. How much would you expect 
to spend in a Mediation or Arbi-
tration proceeding?
(   ) less than 1% of claim    
(   ) between 1 and 10% of claim    
(   ) over 10% of claim

*Renato Pacheco Neto, LL.M., an alumnus 
of Harvard’s Law School LLF, holds 

Executive Management Diplomas from 
both the Stockholm School of Economics 
(Handelshögskolan) and Helsinki School 

of Economics (Kauppakorkeakoulu). 
He is Chairman of the Board of the 

European Court of Arbitration in Brazil 
(Eurocâmaras-CAE) and Swedcham’s 

Legal Director.  He is also Founding and 
Managing Partner of the international law 
firm of Fraga, Bekierman & Pacheco Neto – 
Advogados, with offices in SP/Rio/Brasilia 

and worldwide alliances.
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for cars if there were no hidden track-
ing devices. During their stay in Bra-
zil, Valtonen and Hellgren also visited 
Manaus, where Continental has a pro-
duction plant. Continental is the firm 
with which Smarteq started operating 
here through insurance companies.

According to Smarteq CEO Henrik 
Lindén, the company is committed to 
exceeding its customers’ expectations. 
This commitment has given Smarteq 
longstanding business relations with 
some of the world’s leading companies 
within the automotive and industrial 
fields.

Lindén has a wide knowledge and 
experience, both technical and com-
mercial, of antenna products and the 
wireless market. In 1999, he joined 
the historically well-reputed Swedish 
antenna company Allgon (founded in 
1946), as product manager for anten-
nas. In the year 2000, the business area 
was sold to the company Smarteq. Dur-
ing his years at Smarteq, Lindén has 
held different positions: Automotive 
Business Manager, Chief Technical Of-
ficer, Sales and Marketing Manager and 
since November 2009 he is the CEO.

The rapid development of wireless 
technology is constantly increasing the 
demand for antennas. Smarteq’s prod-
uct portfolio covers built-in antenna 
systems in the premium automotive 
segment as well as antennas for auto-
mated meter readings, wireless com-
munication, etc. New antennas from 
Smarteq are designed according to 
customer specifications.     

then I must be one, for he is nearly 
always right, and generally says what 
he means. I will step over and see him.”

Lincoln did not feel offended, in-
stead he tried to understand his accus-
er’s point of view. A leader who is self-
aware enough to know that he or she 
is not adept at everything is one who 
has taken the first step toward being a 
great leader. Everyone has shortcom-
ings and leaders who are willing to ad-
mit these, and always strive to improve 
and seek out colleagues or team mem-
bers to fill in the gaps, have a much 
greater chance for success than those 
who are not willing to admit those 
shortcomings.

So, what is leadership then? Feel-
ing we did not get much closer to an 
answer I believe every organization 
has do define what characteristics and 
competencies are most needed for the 
leadership style they would like to see 
represented among their managers. An 
established process for the search for 
talent and leadership potential has to 
be in place and resources have to be 
dedicated to the development of these 
individuals. Only then will a company 
prepare itself for the future, and have 
the right crew on board to steer the 
ship into the turbulent and unknown 
waters of the future 

*Therese Otterbeck is an Organizational 
Development Consultant and the new 

Coordinator of Swedcham’s Human Capital 
Committee. 

TozziniFreire’s new partners

TozziniFreire Advogados has added 
two new partners to its Rio de Janeiro 
Office. Luiz Quintans is responsible for 
the firm’s Corporate/Oil & Gas practice 
group, after six years as Legal Direc-
tor at Eni Oil Brasil. With 15 years of 
experience leading legal departments 
of companies such as White Martins, 
Allied Domecq, Chocolates Garoto e 
PriceWaterhouseCoopers, Quintans is 
a specialist in the Oil & Gas industry 
and in international contracts. He is 
also professor at Rio de Janeiro State 
University (UERJ), at Getulio Vargas 
Foundation (FGV-RJ), and at Candido 
Mendes University (UCAM).

Carlos Adolfo Teixeira Duarte is the 
new partner in charge of the tax prac-
tice group at the firm’s Rio de Janeiro 
office. With 25 years of practice in 
Business Law, he acted as Tax Direc-
tor at Shell Brazil and at Brazil’s Fuel 
& Lubricant Distributors’ Union (Sin-
dicom), and acted for three years at 
Shell’s headquarters in Europe. Duarte 
is widely experienced in taxation con-
tracts and in mergers and acquisitions, 
and represented the upstream oil busi-
nesses (Brazilian Petroleum, Natural 
Gas and Biofuels Institute - IBP) in 
discussions on the Constitutional Tax 
Reform with the Executive Branch and 
Congress. He is a member of the Advi-
sory Board of the Brazilian Association 
of Financial Law (Brazilian IFA Branch), 
and member of the International Fiscal 
Association (IFA).  




