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Brazil has already shown that it knows how to host major events. 
The FIFA World Cup, in 2014, the Rio 2016 Olympic and Paralympic 
Games. There is no doubt that the Country has the hospitality 
and joy of its people, attributes that confirm its global reputation; 
and that the games were a success, even in the face of a domestic 
political scene and turbulent economy.

But the reality in the Country does not change just by showing 
the world its efficiency in the organization of major events, nor 
does it consolidate the political stability of a government. In this 
article, we make some predictions as to how the Games may, in fact, 
contribute to restoring confidence in the global perception of Brazil 
as a country that wants and needs to regain its credibility to resume 
its growth.

THE BRAZIL OF RIO 2016

Brazilians can celebrate. They know how to welcome others. They 
are cheerful, optimistic. And overcoming difficult moments is 
nothing new in their history. The Rio 2016 Olympic Games have 
proven this: 1.17 million tourists, an attendance record at the 
Paralympic Games, budgets in line with the spending goal and a 
warm crowd up even in situations not normal for cheering. This 
euphoria, without a doubt, follows the reputational DNA of the 
country, despite the unstable political and economic environment 
in 2016.

With the end of the Paralympic Games in September, Brazil and Rio 
de Janeiro are gradually getting back to reality. One of their biggest 
challenges is restoring the credibility of global investors, after 
the second impeachment of a president in 40 years of democratic 
history and the greatest economic crisis in its past three decades. 
There is no doubt that one of the great legacies of the Olympic 
Games was the Country overcoming to show that, even in the 
face of an uncertain political and economic future, the city of Rio 
de Janeiro, one of the most important centers of the Brazilian 
economy, supported by the federal government, excelled in creating 
the biggest sporting event on the planet. But the congratulations 
go, normalcy returns and reflection now is how on to leverage 
this success and extract attributes from it so that Brazil may 
demonstrate its efforts in the redemption of its credibility in the 
international scene.

In the domestic political scene, ten days after the closing of the 
Games, the impeachment process of Dilma Rousseff was approved 
in the Senate. Her Vice-President, Michel Temer (PMDB), took over 
as the 41st president of Brazil, with a promise to revive the economy 
and restore growth.

Clearly, a country’s reality does not change with the completion of 
the biggest sporting event on the planet. Inflation, impeachment, 
legislative reforms, corruption and other components were put 
on the back burner during the Olympics, but are again featured 
in international media coverage. And the challenge of the federal 
government, at this time, is to capitalize, even if belatedly, on the 
success of the Games as one of the attributes of a Brazil that is an 
efficient manager, politically stable and secure for investments, as 
demands the ninth largest economy in the world.

After Rio 2016, Brazil’s image is still complex. Its primary 
macroeconomic indicators are negative, there is an unemployment 
rate of 12 million people, still on the rise, and a political crisis that 
has consolidated a new president, who must win over the public and 
the confidence of investors, convincing them that the Brazil of today 
is, above all, willing to change the recent context of the past.

AND NOW? THE PRESENT AND THE FUTURE OF THE 
COUNTRY

It is a question that, probably, foreign investors, large multinational 
corporations with a presence in the country and potential investors 
are asking at the moment. And, for Temer, it is necessary to give 
an agile and forceful response of what the Country will offer in 
the coming months, its likely future in the coming years and to 
accelerate effective actions to exit the economic crisis, the most 
severe in the past 30 years.
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“In the short term, for Brazil 
to try to regain that credibility. 

Is it possible? The answer is yes, 
and it is in the hands  

of the Country”

As far as reputation, the reality under 
which the communication professional 
operates is to contribute to building the 
perception that this image rescue process 
is ongoing, is to help highlight attributes 
corresponding to this new vision of 
credibility, both domestically and worldwide. 
Communication management does not work 
miracles, but it contributes to increasing this 
perception and presenting attributes that 
reflect and consolidate this willingness to 
change before the stakeholders, reflecting 
the new government’s actions. 

In the current context, the efficient 
management of the biggest sporting event 
on the planet, with austerity in spending and 
success in public-private partnerships, the 
potential gain of Rio 2016 sponsoring brands 
and the hospitality, openness and optimism 
of Brazilians can be enhanced as important attributes to the return 
of investors’ confidence in Brazil. Perhaps this is one of the greatest 
legacies of the Rio 2016 Games.

In any Olympic host city, the results summarized the accurate 
accounting of spending versus revenue, to justify its realization. In 
the history of host cities, the tangibility of these results has never 
occurred in the short-term. It was that way with Barcelona in 1992 
and London in 2012. But, this time, making these attributes visible 
may be an effective strategy for Brazil’s reputation.

The first is that efficient and responsible management is possible 
in the Country, tearing down a decades-long international 
perception that the Brazilians have trouble managing and 
executing major plans.

The second, the enhancement of the reputation a city considered 
one of the most beautiful in the world, the only one in Latin America 
to host the Olympic Games, with the addition of sports tourism 
to its recognized tourist industry. From this new reputational 
positioning, Rio can go back to encouraging the revival of the 
various tourist segments it offers, with full capacity to be one of the 
biggest sports centers in Latin America, attracting major brands in 
sports, fashion, culture, and the development of global projects to 
encourage the practice of various sports that the geography and 
facilities of the city offer.

CREDIBILITY AS A CORNERSTONE

The Brazilian economic miracle was driven by a cycle of high 
prices in the raw materials market and by a series of economic 
and social policies that made the Brazilian economy and its assets 
an object of desire in international markets. But Operation Car 
Wash, the country’s largest corruption scandal investigation, 
paralyzed decisions for economic growth, for almost a year, in 
an unprecedented political crisis. Add to this the context of the 
global crisis with major markets, such as USA, Europe and China, 
reforming their economic practices, from encouraging the use of 
their domestic market and adopting more aggressive export policies, 
and European markets protecting themselves from the social and 
political conflict of the largest post-Second World War immigration, 
with the adoption of economic policies and decisions, such as 
Brexit in England, approving in popular elections its exit from 
the eurozone.

If we consider that market credibility operates on the same logic 
as a car’s need for fuel, Brazil ran out of fuel a year ago. In this 
context, the effects of the reforms it needs will not happen in the 
short term, but rather a gradual recovery in medium and long term, 
from the ability of the actions of the Temer government to win over 
stakeholders and society. There is no doubt that, at this moment, the 
most important thing is to strengthen the idea that the Country is 
working to resolve the situation by reinforcing attributes that can 
spread this perception.

So far, the Temer government has played 
with expectations to reverse this perception 
of immobilization, announcing reforms, 
presenting legislative initiatives and 
establishing new channels of dialogue, 
but the credit granted in this sense has an 
expiration date, and in this new phase the 
Country must overcome the challenges 
that arise.

It is time, in the short term, for Brazil to 
try to regain that credibility. Is it possible? 
The answer is yes, and it is in the hands of 
the Country. 

For Brazil, the process of restoring its 
credibility will require two strategic pillars. 
The first is identification of the challenges 
that mark a before and after in its trajectory 
and that allow it to build and change the 

Brazilian narrative to the world. To change this storytelling, facts are 
needed, not just intentions. In the coming months, the Country has 
major challenges to be overcome in building this new history:

• Approval of necessary reforms (Social Security, States’ debt, 
new concessions, easing regulations in industries such as 
oil and gas), seeking the greatest possible consensus, not 
only political, but also social. Although the impeachment of 
Dilma Rousseff has been ensured within the constitutional 
legality, it has caused some social division. Processing of 
those reforms already announced will not be easy, with the 
division of parties in Congress and an allied base that has 
shown signs of heterogeneity.

• Demonstrating zero tolerance for corruption. So far, this 
has cost the government of President Michel Temer the fall 
of several of his ministers and continues to be one of the key 
points of concern. There is a clear need to professionalize the 
management of public companies, one of the major sources 
of corruption, and really make them efficient institutions for 
the development of the Country. Corruption was one of the 
main symbols of this discredited era, and the great response 
was the largest abstention in municipal elections in 2016.

• Guaranteeing institutional normality. The Country’s 
political situation must be established in functionality, 
providing an image of productivity to allow politicians to 
stop making news for the wrong reasons.  This normality 
must be accompanied by predictability in the advancement 
of the Country. Predictability is the greatest ally 
of credibility.

THE NEED TO BUILD A NEW NARRATIVE

Overcoming these challenges will provide the country with 
enough elements to build a difference narrative, based not on 
immobilization, but on dynamism. A narrative that communicates 
the image of Brazil as a country that wants to evolve, with a long 
road ahead, with the desire to grow, explore and presents its 
potentials properly.

This narrative element should be supported in the construction of 
a proper communication strategy that will allow Brazil to continue 
to recover its credibility, implementing communication tactics that 
allow the gradual diffusion of these different advancements, but 
also allow the country to present a single voice. With this objective 
in mind, the communication strategy should particularly focus on 
the following points:

• Communicational cohesion in the federal government: 
both inside and out, offering single messages of a collective 
position, which eliminates the ministerial individualities, 
contributing to generation of a presidential image 
appropriate for the needs of the country. This point is 
essential to generate a single and overall uniform reputation.
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• Capillarity of government communication: This position 
should also be transmitted and inspire the entire diplomatic 
corps in the country, as well as any communication 
agent and institution that has a relationship with the 
international community. The federal government should 
have appropriate communication tools to promote 
and transmit this position to the various international 
stakeholders, providing capillarity in their communication 
and, above all, making it much more direct and effective. 
These messages need to expand and evolve, as the 
government moves forward in its reform agenda.

• Support and recognition of the international political 
community. This point is already being worked by President 
Michel Temer, in an international agenda that has been 
especially intense in the last eight weeks after approval of 
the impeachment, with his participation in international 
meetings and visits to trade partners, such as his recent trip 
to Japan. All of these trips and approaches communicate 
not only the message of a new dynamic, but also represent 
legitimacy and indirect support of these countries, 
eliminating questions about the impeachment process.

• Relations with investors and other financial market agents. 
Because, as we mentioned earlier, the financial market is 
the first to respond to the prospects of improvement of the 
macroeconomic conditions of a country. In the end, these 

stakeholders are the ones who will quickly contribute to 
the government in the communication of their quick-wins 
in management.

But the implementation of these measures and the consequent 
changes in perception are not a one-week only event. It must be 
understand that restoring credibility takes time, because it requires 
the strengthening of a number of positive perceptions about the 
country, making it inspiring again abroad, where some of its main 
“customers” are located.

Brazil needs to work hard in the coming months, but the short-term 
success and failure will not be marked by the impacts of reforms, 
or by macroeconomic indicators, but by its ability to convey the 
perception that it has real understanding of its current situation 
and the need to address its challenges. 

If the Olympic Games have made anything clear to us, it is that the 
country has the potential and ability to deliver results. The closing 
speeches of IOC President Thomas Bach at the Olympic Games, 
and of the governor of Tokyo, Yuriko Koike, the 2020 host city, to 
the world reflect this Brazilian concept of what it is to create and 
leverage it to the world. For Bach, the Rio 2016 Games were certainly 
a success, performed in the iconic style of Brazil. For Koike, the 
hospitality, Brazilian happiness and the largest audience in the 
history of the Paralympic Games will be a major challenge for Tokyo 
in 2020.
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