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ABSTRACT

Indigenous knowledge has been applied to local cultures in a very effective way throughout ages. Along with globalization such knowledge has become mobile and a great importance has been placed to understand and utilize it well. This research addresses ethnic entrepreneurship in a very interesting context of Japanese-Brazilian entrepreneurs who made use of their indigenous knowledge management practices to become successful in Japan. Our findings evidence that local indigenous knowledge that entrepreneurs carried with them from Brazil, allowed them to create a new kind of knowledge in order to be successful.
INTRODUCTION
Emerging economies undoubtedly have a great potential to grow at steady rates such as China growing about ten percent a year. In South America, Brazil plays a very important role as the biggest economy bringing innovation and several trade opportunities to other countries located in the continent as well as to the global economy. As Brazil is a young country formed by an amazing racial mixture it is interesting to notice that former migration and globalization has been led a great contingent to leave the country temporarily, or not, to search for new opportunities overseas. In this paper we discuss about Japanese-Brazilians who decided to work in Japan and became successful entrepreneurs in the promising ethnic economy established all over the archipelago. Aiming at identifying characteristics of success among Japanese-Brazilian’s indigenous management practices we make use of three case studies of Japanese-Brazilian entrepreneurs who have been succeeding in Japan.   
Our findings address how the enterprises of Japanese-Brazilian entrepreneur provide evidence for the adaptation of Brazilian indigenous management knowledge into the ethnic economy and Japanese society. To make our point in this article, first we provide a literature review on indigenous management and indigenous knowledge as well as ethnic entrepreneurship, which will be followed by the case analysis of three SMEs, before the conclusion.
LITERATURE REVIEW

Indigenous management and indigenous knowledge
Former research devotes attention to indigenous management and indigenous knowledge in order to foment the process of development concerning communities, multinational companies, and even nations. However, there are some critiques concerning this topic regarding application of western knowledge, because technical solution-oriented development policies of the last five decades has mostly ignored the social, political and cultural contexts in which they were implemented (Agrawal, 2004). For this reason, Indigenous knowledge is not yet fully utilized in the development process. Conventional approaches imply that development processes always require technology transfers from locations that are perceived as more advanced. This has led often to overlooking the potential in local experiences and practices. 
With respect to this, Stiglitz (2001) also analyzes the development knowledge along two dimensions, the general-local and implicit-codified. General and codified knowledge can be exemplified by global public goods, which are generally applicable and “downloadable”, i.e. can be transferred by conventional vertical teaching methods – but “rediscovery” improves ownership. On the other side, local and codified or explicit knowledge should be locally “reinvented” to have ownership, even if it is hypothetically available from center. Besides, while general implicit or tacit knowledge could be learned by “horizontal methods”, local tacit knowledge combines horizontal learning and local reinvention. Gasson (2004) also highlights the problems of managing and transferring local knowledge beyond its specific context, and discusses the ways in which this distributed knowledge is managed, communicated and translated across boundaries: the shared explicit knowledge is transited into shared tacit knowledge, then to tacit distributed knowledge, and finally to explicit distributed knowledge. Meanwhile, in order to redesign cross-cultural management a knowledge domain, Holden (2002) discusses three domains of cultural knowledge as follows: general cultural knowledge, culture-specific knowledge and cross-cultural know-how. While the general cultural knowledge associates with explicit knowledge and the cross-cultural know-how with tacit knowledge, culture-specific knowledge can be tacit and explicit according to the convention. Moreover, Warren (1991) defines Indigenous knowledge as the local knowledge – knowledge that is unique to a given culture or society. Indigenous knowledge contrasts with the international knowledge system generated by universities, research institutions and private firms. It is the basis for local-level decision making in agriculture, health care, food preparation, education, natural-resource management, and a host of other activities in rural communities.
Following Warren’s definition of “indigenous knowledge”, discussed above, and Marsden’s definition of (1991:36) “ indigenous management” as the utilization of local or endemic knowledge and organizational practices, in the service of more appropriate developmental strategies. This paper specifically focuses on the “indigenous management knowledge” of small and medium enterprises in emerging economies, which is one of the foundations of today’s “management knowledge” (Jeffcut, 2004). Hence, we would like to suggest that local enterprises, more particularly, family businesses and small and medium enterprises (SME) also are important as sources of indigenous knowledge and management therefore should receive attention as well. For instance, Mukherjee (2004) argues the idea of Daniel Lian that Asia should create niches of small businesses that tap wealthy consumers globally, using local ingenuity and resources. For instance, Indonesia can benefit from tourism activities like volcano trekking or pelagic sailing, which can enable thousands of small-scale businesses to employ millions of people and generate economic growth and wealth. Already, “Thailand is able to squeeze Western and Japanese tourists for more dollars by marketing health spa tourism”. Meanwhile, in their study of woman entrepreneurs, Larna and Crockett-Tellei (1994, p. 60) also point out that Indonesians have been influenced by Japanese, European and U.S. management advice, since there is little indigenous management science per se; although in practice, Indonesian social and cultural values are also consciously incorporated into management.
Our contribution is intended to address the linkage between indigenous management and ethnic entrepreneurship from the viewpoint of knowledge. For this reason we performed an ethnic entrepreneurship literature review as well.
Ethnic entrepreneurship

The literature on ethnic entrepreneurship analytically distinguishes two main types of ethnic entrepreneurs: middleman minorities and enclave entrepreneurs.
Middleman minority theory explains the arrival of a stranger into a new locale where he is a minority by virtue of race, ethnicity, or religion. Denied entrance to the primary job market and in order to avoid falling to the bottom of the economic barrel, the immigrant turns to self-employment activities of a specific type – those with low barriers to entry. These tend to be “middleman” types of occupations, generally concerning trade. Members of the immigrant group, again because of being denied other means, look inside the group for means for support, developing strong bonds of mutual solidarity and enforceable trust (Bonacich and Modell, 1980). This trust mechanism helps generate social capital through which resources of all types are circulated though the community. For some of these communities, the businesses created primarily serve the community as the market. These businesses also hire principally coethnics, and the community functions as an ethnic enclave (Wilson and Portes, 1980; Portes and Bach, 1985). For other immigrant entrepreneurs, their businesses do not target only members of their ethnic community, but instead define the market by other demand dimensions. These businesses are often seen as performing services that no one else whishes to perform. In this case, the business location is determined by the nature of the business rather than by the location of the ethnic community. In contrast, enclave entrepreneurs emerge from ethnic enclaves, which consist of geographical clusters of ethnic group members who form self-supporting economic communities. Enclaves can offer information networks, sources of credit, ‘niche’ markets for the output of ethnic entrepreneurs and a steady supply of workers (Light and Bonacich, 1988). For example, ethnic minority entrepreneurs may know more about the tastes of ethnic consumers, in such ‘protected markets’ as clothing, foodstuffs, religious goods and services (Aldrich et al., 1985). These factors, and the absence of consumer discrimination by coethnics, presumably increase the opportunities and ease with which minority group members can operate a business. Set against this argument, however, is the possibility that the scope for expanding operations into broader markets is more difficult for enclave producers. Also, enclaves can foster intense competition among ethnic entrepreneurs, so limiting entrepreneurial opportunities (Aldrich and Waldinger, 1990) and reducing survival prospects. Furthermore, employment incomes may be relatively high in enclaves since ethnic employers supposedly do not discriminate against members of their own group. And opportunities for profitable entrepreneurship in enclaves may be limited if ethnic disposable incomes and hence consumer demand are low. 

CASES DESCRIPTIONS AND ANALYSIS
This is a case study of three Japanese-Brazilian enterprises, doing business in the sectors of ethnic media, technology and telecommunications, as well as retail, respectively. As the Japanese-Brazilian enterprises are embedded parts of the enclaved economy in Japan, the selection of these three cases has been made in terms of being innovative, successful, representative, and feasible, after an initial screening of ethnic enterprises in Japan in all sectors. The main data collection method has been qualitative consisting of interviews with the founders of these enterprises that are also supported by company public or official documents and literature review. All of the three cases have acknowledged the most critical points for immigrants that are living in Japan. 
Findings from our research are provided in this section, where we would like to present the social background of Japanese-Brazilian migration towards Japan, describe the three selected case studies, and perform an analysis while we discuss the implications of this study.  
Social background

Dekasegi phenomenon (people who reside temporarily abroad to earn money) had its boom at the beginning of 90s when an intensive migratory flow from Brazil to Japan started (Tsuda, 1999). The Japanese-Brazilians have been migrated to Japan to work as guests for filling the labor shortage in the lowest qualified sections. There are some curious social aspects that should be addressed to provide some background information about cultural traditions that Dekasegi community carries from Brazil. Clothes worn by Japanese-Brazilians are Brazilian clothes (such as tight jeans, sensual blouses, shorts and t-shirts which cause a certain negative impression in Japanese society), the food made at home is Brazilian food prepared with ingredients obtained from Brazilian products stores (Tsuda, 2000). Forms of personal relationships and behavior are Brazilian too, speaking loudly inside public transportation means (train, subway, bus), displaying physical affection such as holding hands and hugging between couples, to greet with a kiss or more on the cheek (number of kisses depends on the region where the persons come from in Brazil), public demonstration of affection such as kisses between couples, intensive physical contact and body approach, hygiene habits, behavior inside of the work environment, forms of defrauding the laws and Japanese rules, that are attributed by these immigrants as a positive factor of the famous “Brazilian way” (in Portuguese, “jeitinho brasileiro”), all these, and other factors, are the Brazilian cultural behavior, expressed among themselves. In the most varied aspects, the cultural aspect makes itself evident since the beginning: “We, (Brazilian immigrants) are not like them (Japanese). We are not Japanese”. Therefore, most scholars identify Japanese-Brazilians as not fully integrated to Japanese society, neither totally equal to general Brazilian population. Consequently, they result of a fusion between these two cultures, living in an ethnic enclaved community.
International Press Japan (IPC)
A business that started from the idea to publish a newspaper oriented to Japanese-Brazilians with an intention to provide information about Brazil as well as some useful information about life in Japan. The beginning was very difficult because Yoshio Muranaga, the founder, had to rely on his own savings and on private properties managed by his sons who were living in Brazil. The first edition was distributed for free in 1996 at the train station where he had a trading office nearby, as it became a success and rapidly the information about the newspaper reached many Dekasegi by word of mouth, then he decided to carry on the new venture. His son, Arthur, was in charge to negotiate with news agencies to buy the news that he had to collect, make a selection and send to his father everyday by fax to allow the weekly to be printed on time, they also bought 1.000 pictures to illustrated the newspaper. Meanwhile, Yoshio established contact with Mainichi Shinbun, one of the greatest newspapers at the time, and they made an agreement for printing the weekly. Based on trust and network ties, Yoshio arranged 212 stores of ethnic products all over the archipelago to distribute further editions of the newspaper. So far, the business expanded and IPC is the leader in its ethnic media sector with 60.000 weekly issues printed in Portuguese and Spanish that circulate in all Japan’s 47 prefectures. For this specific case we concentrated in the newspaper business but IPC became a group with other activities such as satellite TV broadcasting, book publishing, etc. 
NewSky (NS)
A young man who got motivated by karate to move to Japan with the purpose of learning from great masters, and to become a black belt. Fernando Miyoshi had to work hard to make a living while pursuing his karate dream and worked to a small Japanese telecommunications company dealing with Japanese-Brazilians in a daily basis. After 3 years working to the company, it went bankrupt. At that point he was 21 years old, although he decided to start a new venture due to his good relationship with customers and incentive from some managers of the bankrupted company. He noticed difficulties of Dekasegi to acquire or rent landline phone due to language and documentation barriers, so he founded NS in 2001 to become a services provider to co-ethnics who were willing to buy a landline phone and could not. Further, he noticed another opportunity and started to sell ready to use computers with Portuguese software and keyboard. Brazilians like stylish computer cases with neon, wild appearance and powerful speakers, therefore NS started to design and search for suppliers to a new collection of computer cases that could fit customers taste. Nowadays, NS supplies hundreds of desktop cases to several stores located in Akihabara Electric Town, which is best-known as one of the largest shopping areas on Earth for computers, electronics, anime, etc. Another promising initiative of NS is known as SkyVoip, a service which allows users to make phone calls through a broadband internet connection. Customers only need to download a software to their computers and pay for credits in order to make phone calls for a low price saving up to 80% to everywhere in the globe. NS also offers as an optional product to users who are averse to computers, the Skyphone, a Voip phone that only needs to be connected to a broadband modem and it becomes like a conventional telephone set to make calls. The founder believes most of his enterprise success is attributed to understanding the needs of customers, regular training to staff, and especially treating customer with respect and speaking about products and services in a very simple and popular way, because avoiding technical terms makes customers feel better. NS is starting its expansion phase and already launched two branches strategically positioned.  
Bom Preço Mercado (BPM)
One truck and a vision to provide a good service with quality products and convenience led Rui Tanaka to start his venture as a self-employed in Aichi prefecture, where the rate of Japanese-Brazilians is one of the highest due to a great concentration of industries. Rui used to park his store truck, a mini-market on wheels, loaded with Brazilian products in front of factories during the occasion when employees were leaving their jobs to return home. The store truck was loaded with many different kinds of goods, for instance: beans, mandioc flour, rice, beef, bread, candies, guaraná (Brazilian soft drink), beer, medicine, magazines, newspapers, books, etc. Everyday he could visit a different factory in different working shifts to offer his products, counting on many customers that he could remember by name and know the preferences. His vision allowed him to become well known for his good products and attention towards customers. After some years he had to employ staff to help him because the venture was growing so that he could not keep the pace by himself. Always paying much attention to customer’s satisfaction the founder shares his values through regular meetings and listens from employees about the difficulties and challenges they are facing to perform daily activities. The expanded from one truck to two supermarkets in Aichi prefecture, several trucks circulating in different regions and an e-commerce shop counting on the support of a distribution center from where the goods are dispatched to every place in Japan. Furthermore, there is a call center to customers who prefer to order by catalog. BPM established partners from supply and distribution sides to reduce costs, to offer a great variety of products with quality and provide a quick and precise delivery service. BPM receives products from some trading wholesalers located in Japan and recently established an agreement with Unilever Brazil, which is a global company with strong brands and effective logistics, to receive its products in a flexible manner according to BPM’s demand. The distribution center was designed to dispatch goods that are filled into boxes by employees with the aid of a production line. Yamato Transport, a traditional Japanese transportation company, has an agreement to dedicate one truck to loading operation at BPM’s distribution center that transports goods for several times a day to Yamato’s distribution center from where all the goods will proceed to customers. Innovation and dedication are words transformed in action by BPM and Rui believes that ideas will generate ideas, so everyone is welcome to contribute and improve organizational practices, proactivity is a characteristic of great value. Another principle is that there is no time limitation when customers need to be served. As an illustration, last winter in Japan was severe and snowed in many regions, so that provoked a great delay of deliveries by the transportation agency, consequently a great staff contingent was mobilized to keep customers informed and to do the best in order to satisfy customers despite being working overtime This attitude was really appreciated by customers and they received their deliveries without complaining even after some days waiting, because they were contacted in advance and told about transportation difficulties due to bad weather.
Cases analysis

According to our initial proposal we addressed indigenous management knowledge and ethnic entrepreneurship aspects to analyze from a perspective of knowledge the case of Japanese-Brazilian successful entrepreneurs. The three described cases were selected from a major project and interviews were conducted by the authors while taking part in 2006 edition of a Brazilian entrepreneurship fair called Expo Business that gathers entrepreneurs from many parts of Japan where they have a great opportunity to exchange business information, do business to business and business to consumer, as well as display their companies and products to the public.  

From the background we provided it is possible to notice that there are many peculiarities regarding Brazilian culture that are carried together with Japanese-Brazilian Dekasegi when they decide to do a sour journey searching for economic opportunities in their ancestral’s land. We also observed that there are some high concentrations of Brazilians in some specific areas of Japan, e.g. Aichi prefecture, due to many industries which welcome Dekasegi workers located in the region. Such areas can be considered as ethnic enclaves according to ethnic entrepreneurship literature. Therefore, when we combine both, Japanese-Brazilians with ethnic tastes and the ethnic enclave itself, then we conclude such ethnic enclaves propitiate several business opportunities for entrepreneurs, more specifically ethnic entrepreneurs who will explore an ethnic niche market and also rely on co-ethnic ties to hire employees, mobilize resources and receive sensitive business information. However, the Brazilian population in Japan consists of more than 280.000 people that spread all over the archipelago. Hence we also observe that an ethnic enclave entrepreneurship theory is not enough to explain the analyzed ethnic entrepreneurial phenomenon. An ethnic community understanding would be more suitable because an ethnic community does not imply geographical limitations, consequently it fits to the above three cases.
Otherwise, cultural aspect is very important to be noticed since this cultural aspect could be referred to as local knowledge from the Brazilian culture. In this situation, the described management practices in these cases are very peculiar to Brazilian local practices as we detect that entrepreneurs place a great importance on the needs of customers, have an enormous flexibility, communicate in a simple and informal way, try to innovate always, listen to employees and are accessible, furthermore they are growing oriented. This informality in organization and business communications is very much common in local Brazilian culture in contrast to local Japanese culture that is very attached to formal rules for communication with staff and employees. 
As the founders of the ethnic enterprises have stressed, these indigenous management practices have been crucial for the success of their ventures. But not only the original local management knowledge is important, also the understanding by the entrepreneur of the new local plays a crucial role in entrepreneurial success, because they need to combine the original local management knowledge with the new local management knowledge. 
CONCLUSIONS
In this paper we have studied Japanese-Brazilian entrepreneurs who have been very successful in the Brazilian ethnic community located in Japan. The study provides an interesting perspective while analyzing entrepreneurs’ practices and indigenous management knowledge to deal with challenges, uncertainty and factors that lead them to success. We understand that Diaspora communities are important drivers of today’s global economy and should be considered in indigenous management studies as well.


For the literature review and case analysis that are presented in this paper, the starting point has been looking for approaches and practices in management (of people, of knowledge) in organizations that can be characterized as local or indigenous, asking ourselves whether these indigenous management knowledge and practices are unique to a single country or culture. If this statement is true, this means, for instance, the indigenous management practices of Brazilian enterprises should be only existent in the emergent economy of Brazil. However, the three Japanese-Brazilian enterprises studied provide evidence that this does not necessarily is the case, as their indigenous management knowledge does continue to be practiced in a developed country like Japan. As suggested by Minniti and Bygrave (2001), by learning from trial and error, failures and success, these ethnic enterprises acknowledge that they have been able to adapt to the local conditions of Japan. In this way, these enterprises have not only retained and built upon their original local knowledge, but also within the new local culture, mostly based on the ethnic enclaves, they create new knowledge stock to be used for a specific purpose at the present and in the future, both of which at the end have led them to organizational effectiveness and success. Here, it is not wrong to talk about a process of hybridization, as well. However, this hybridization should be characterized as mainly among indigenous practices of two different local cultures, rather than between indigenous practices and imported ‘western’ approaches. This also does not mean to ignore totally the impact of these global ‘western’ approaches, but point out to a more complex picture that consists of multiple spheres of influence from Brazil, Japan and Western cultures, where hybridization does not need to occur always in opposition to indigenization. With respect to this, the internalization and globalization process of the ethnic enterprises would also bring other important influences together, which would be interesting to consider for further research.
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