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Introduction
With increasing connection among markets across the world, bug companies are pushed to grow outside their home countries. Through this expansion, the company find new opportunities, fresh ideas, and ways to stay ahead of competitors. The following international business consultancy report will be focusing on Meta Platforms Inc, which is one of the largest technology-based MNCs in the world. This organisation has operations in more than 190 countries. The company effectively maintains a dominant digital presence through Facebook, Instagram and WhatsApp. International operations of Meta in the UK and the emerging economy of Brazil will be stated in the report. Benefits and challenges of cross-border expansion of Meta will also be highlighted along with using the OLI model. Cultural differences will be analysed in the report. Operational adjustments that are required for the company will also be suggested.
[bookmark: _Toc215069394]Benefits and challenges of international operations
a. [bookmark: _Toc215069395]Why Meta Platforms can be designated an MNC/TNC
Meta Platforms Inc. is a multinational/ transnational company because it runs and manages its business in many countries along with maintaining a centralised headquarter in Menlo Park, California. The core digital platforms of the organisation are Facebook, Instagram, WhatsApp, Messenger, and Threads. These platforms are use in more than 190 countries by more than 3 billion people every month. Meta also has important facilities such as data centres, cloud infrastructure, regional offices, AI research hubs, and marketing operations. These facilities are spread across different regions of the globe (Shenkar et al., 2021). The organisation hires people from different countries. Also, it makes changes in its products and regulatory strategies so that they can fit local laws, cultures, connectivity levels, and needs of the customers. Meta makes big global decisions. At the same time, it adapts locally so that a personalised experience can be provided to users in every country (Okereke et al., 2025). This combination of global control and local adjustment makes Meta Platforms a transnational corporation.  
b. [bookmark: _Toc215069396]Nature of global operations across the value chain
Meta Platforms runs its business across the globe in a connected and digital manner. All its apps and services are linked together across countries (Pérez-Lagüela, 2024). Through this connection, work like data storage, research, marketing, and product updates are able to flow smoothly between regions. This setup reflects global value chain model. This means that different parts of the company in different countries work together as one big system.               
Research and development (R&D): R&D is mainly directed from its headquarters, but the work is distributed globally (Buciuni and Pisano, 2021). Important projects such as AI, development of virtual reality, cybersecurity, and new digital tools are developed and carried out in the United States, the United Kingdom, Israel, Singapore, and Ireland. The London office of London is important as it focuses on AI engineering and virtual reality. It plays a major role in building Reality Labs and the Metaverse innovation (Ambos et al., 2021). 
Global sourcing and talent acquisition: Meta hires skilled workers from all over the world including software engineers, UX designers, cybersecurity specialists, and data scientists from places like India, Brazil, the U.S., and Europe (Oliveira et al., 2021). Meta saves money and gets multilingual support by outsourcing content moderation jobs to partners in countries like Brazil, the Philippines, and Kenya. 
Production and infrastructure: Meta does not produce many physical products except for VR headsets like Quest headsets. Whereas, the production value chain is about building the technology and systems. They ensure that apps of Meta keep running like cloud servers, data centres, and computer networks (Mohiuddin et al., 2022). The organisation has big data centres in places like the U.S., Sweden, Denmark, Ireland, and Singapore. These centres are helpful in the delivery of content quickly worldwide. This contributes to reducing the possibilities of reducing delays along with ensuring that local rules for storing data are followed. 
Sales, marketing, and advertising: Meta makes most of its money from advertising. It earns revenue by showing ads to users in rich as well as developing countries. In the UK, advertising mainly promote retail, finance, online shopping, fashion, and media. In Brazil, Meta aids small and medium enterprises (SMEs) and local entrepreneurs in advertising online. This is supportive of financial inclusion along with boosting digital commerce. 
Financing and tax structure: A global financial structure is followed by Meta using offices in Ireland, Singapore, and the UK. These countries have friendly-tax regulations, good laws for intellectual property, and make it easy to run digital businesses (Mohiuddin et al., 2022). Most of the money that came from international advertising is recorded through its European headquarters in Dublin, Ireland.   
c. [bookmark: _Toc215069397]Entry modes used in international markets
Meta offers digital platforms instead of physical products, therefore, entry modes into the international market are different.
Direct exporting (digital presence): Facebook spread globally just by being available online, without the need for offices or factories (Meyer et al., 2023). This allowed for fast and cheap expansion.
Wholly owned subsidiaries: Meta sets up its own offices in countries like the UK, Brazil, India, and Singapore (Bhat et al., 2022). From these offices, actions like government relations, sales, and marketing are managed. These subsidiaries are supportive of advertisers, regulators, and media partnerships. 
Acquisitions: Acquisitions are used dominantly by Meta for its product diversification and reach in the international market. Meta buys other companies like WhatsApp, Instagram, and Oculus. This has allowed the company to rapidly reach new users and expand into markets such as Brazil.  
Strategic alliances with telecom providers: In emerging markets, Meta works with mobile operators so that it can improve its digital access (Ryan-Charleton et al., 2022). For example, Facebook Free Basics and WhatsApp partnerships with telecom operators were effective in expanding digital connectivity across Brazil and Africa. 
Overall, the main way of Meta of entering global markets is by making its direct global platform expansion along with using local offices, acquisitions, and partnerships for strengthening its presence. 
d. [bookmark: _Toc215069398]Key benefits gained from international operations
Revenue diversification: Meta earns more than half of its money from international markets. It does not depend only on American users (Subramaniam et al., 2024). In the UK, Meta makes a lot of advertising. This is because, in this region, companies spend highly on ads. Further, in Brazil, Meta is growing fast through social commerce and digital payments.
Expansion of global user base: Meta is experiencing fast growth in emerging economies like Brazil, India, and Southeast Asia because these regions have large populations. In these regions, more people are getting online and use of mobile phones is spreading quickly (Wang, 2024). In Brazil, apps like WhatsApp, Instagram Reels, and Facebook Marketplace are very popular. This indicates that people spend a lot of time of platforms of Meta. This creates chances for advertising as well as growth of business. 
Innovation and knowledge transfer: With operations in different countries, the organisation gets opportunity to learn from different cultures, laws, and user habits (Pandey et al., 2022). These lessons are helpful for Meta in improving its platforms. For example, the creation of Whatsapp Business features are influenced by small businesses in Brazil. This later spread to users across the globe. 
Economies of scale and network effects: Meta is able to save money with its growth because its digital systems are capable of handling more users without big additional costs (Pandey et al., 2022). The larger the global user base, the more valuable Meta becomes to advertisers, media companies, and app developers. This is because they can reach more people in one place. 
Talent and technological capability: Meta hires talented individuals from across the globe. In this way, the company is able to make its technology stronger in areas such as AI, cybersecurity, and software engineering (Qureshi, 2022). In London, Meta has a big AI hub that works on advanced projects. Whereas, in São Paulo, teams focus on the localisation of products so that they can fit local languages and cultures. These global teams are helpful for Meta in innovation along with improving its platforms. 
[bookmark: _Toc215069399]Critical discussion of how OLI factors influence Meta’s entry mode into Brazil
Dunning’s OLI model cover three things namely- Ownership, Location, and Internalisation. This model aids in explaining how big companies expand into other countries. The expansion of Meta in Brazil shows the collaborative working of these three factors. 
Ownership advantages and entry mode decisions
Ownership-specific advantages are the assets that are controlled by a company. These assets are tangible, intangible, and organisational, which give an edge to the organisation in other countries. In the case of Meta, these global proprietary assets are AI algorithms, social networking technology, strong brand name, large user networks, data systems, and digital advertising tools (Luo, 2021). These are knowledge-based assets which are difficult to be copied. Also, these assets are quite expensive to be recreated. These assets are valuable and always at risk of imitation (Chemsripong, 2023). Therefore, Meta chooses entry strategies that keep control along with ensuring the protection of its intellectual property. 
Meta runs its business in Brazil through its own offices instead of letting local companies operate Facebook, Instagram, or WhatsApp. If the organisation gives license or franchises to local partners to operate Facebook, Instagram, or WhatsApp, it may provide access of algorithms, data systems, and platform architecture of Meta. This will result in weakening the competitive advantage of the company. Meta is able to manage control over how products are developed and how platforms are managed by keeping full ownership. Through this complete ownership, the company can also look after its monetisation processes. Meta also grows by buying companies, which also reflects ownership advantages (Chemsripong, 2023). For example, Meta acquired Whatsapp which already had popular presence in Brazil. This was helpful for Meta in expanding quickly. In this way, the company was also able to avoid local competitors along with gaining control over users, ads, and future revenue. This shows that Meta prefers to own and control everything itself in Brazil for the protection of its technology along with growing rapidly. 
However, special strengths of Meta like its technology and brand are important, but these strengths are not enough on their own to explain how the organisation enters new countries. For the success of Meta, the conditions of the local market are also required to be right (Luo, 2021). These conditions consist of internet growth, user demand, regulations, and digital payment systems. That is why, location advantages are important in shaping the entry strategy of an organisation. 
Location advantages and market entry rationalisation
Brazil is a great place for the growth of Meta. Currently, in 2025, the organisation has 166.54 million internet users, and these numbers are estimated to increase to 183.83 million by 2029. This shows that this country has one of the largest digitally active populations in the world. 
[image: ]
Figure 1: Number of internet users in Brazil from 2020 to 2029 (Statista, 2020)
The use of smartphone is very high, therefore, most people can easily access apps of Meta. In Brazil, apps like Whatsapp, Instagram, and Facebook are used daily. These apps are used for activities like communication, entertainment, news, and even shopping. This makes Brazil a perfect market for Meta. With these benefits, the organisation can effectively expand its advertising, online shopping, and digital payments.
Further, the demand for platforms of Meta is enhanced among emerging middle class and growing e-commerce sector. The government is also pushing for more digital services. Small businesses (SMEs) make use of WhatsApp Business and Facebook Marketplace in order to reach customers and selling its products. These social and economic trends make Brazil low-risk for Meta for its direct entry. Therefore, Meta prefers to run its platforms itself instead of sharing control through partnerships. 
However, this location has some challenges for Meta. In Brazil, there are strict rules for ensuring protection of the data among others. The Brazilian General Data Protection Law (LGPD) limit the usage of data as well as its movement across borders (Palhares, 2021). Therefore, it becomes necessary for Meta to make investments in compliance teams, legal expertise, and engagement of policies. Issues such as monopoly power and misinformation are closely monitored by government and regulators. Further, because of unequal infrastructure, it is difficult to have digital access in some areas (Chemsripong, 2023). Because of these regulations and pressures, Meta cannot just run its services from outside Brazil. Therefore, it has set up fully owned offices (subsidiaries) in Brazil so that it can handle public relations, legal compliance, advertising, and political responsibilities. 
Also, there is weak infrastructure of internet in many rural and low-income areas in Brazil. Therefore, Meta Platforms collaborates with telecom companies so that it can improve connectivity. These partnerships make platforms of Meta easily accessible along with helping Brazil in becoming a strong market for the long-term growth of Meta.
Brazil is a big opportunity for Meta because this place has strong market potential with the presence of lot of users and online growth. This country has a rich digital culture where people use Whatsapp, Instagram, and Facebook on a regular basis. But, Meta is also required to follow complex rules and regulations. This mix of benefits provides justification for the chosen entry mode which is, expanding its platforms online supported by wholly owned subsidiaries and selective partnerships.
Internalisation advantages and control of international operations
Through internalisation advantages, it can be known that Meta keeps control of its operations instead of outsourcing because it should ensure protection of its data privacy, algorithms, user insights, and advertising systems. The organisation does not allow independent operators to run its platforms in Brazil because it can cause problems like data misuse, reputation harm, and weaker profits (Surana et al., 2024). Through internalisation, Meta is able to ensure consistent brand, user experience, and global content standards. 
Meta can update platforms, use AI tools, and improve ads worldwide in the same way by keeping control of its own operations. The organisation is not required to make adjustments for different external operators. This contributes to lowering additional costs along with keeping services of Meta standard and consistent across countries.
However, challenges are created because of internalisation of Meta in Brazil. Running content moderation, legal compliance, and misinformation control is expensive as well as politically sensitive (Surana et al., 2024). Meta sometimes outsources content moderation to outside companies in other countries. This contributes to easing the workload of the organisation. This shows that internalisation is not absolute, instead it is dependent on risk, cost, and importance. 
In Brazil, the government has become stricter about content control, political transparency, and legal accountability (Surana et al., 2024). Meta cannot depend on external partners because of these regulations. Therefore, it is required to run its business through its own offices (wholly owned subsidiaries).
Interaction of OLI factors in determining entry mode
The expansion of Meta in Brazil shows the collaborative working of Ownership, Location, and Internalisation (OLI) factors. This organisation has strong technology and brand push for high control, whereas, large digital population and growing e‑commerce of Brazil makes the entire deal attractive. Internalisation ensures control over data, platforms, and governance. But, high dependence on internalisation creates risks from politics, regulation, and culture. The OLI model is effective in highlighting the strengths as well as vulnerabilities of Meta in emerging markets.
[bookmark: _Toc215069400]Critical evaluation of cultural differences and their impact on Meta’s market entry and success in Brazil
Cultural dynamics have a major role in influencing the expansion of companies such as Meta Platforms Inc. whose products are non-physical and globally standardised. For Meta, the U.S. and Brazil have different ways of communicating, social values, and views of technology. These countries also have different expectations from institutions. These differences explain why strategy of Meta in Brazil is not the same as in the U.S. The success is dependent on how well platforms of Meta fit with local cultures. Tools such as Hofstede’s cultural dimensions and sociocultural institutional theories are helpful in the analysis of how culture shapes choices and long-term results of Meta. 
Cultural differences between the U.S. and Brazil
In the US, individualism is highly followed along with practicing open and direct communication. Americans also have major emphasis on equality with a strong focus on performance and results (Raković and Dakić, 2024). Whereas, in Brazil, people are more collective, accept hierarchies, and are dependent on trust and relationships. Brazilians communicate in a more informal manner and feel less comfortable with uncertainty. This may be due to inequality and political ups and downs. 
Major differences are highlighted in this comparison. 
	Cultural Dimension
	United States (Home Market)
	Brazil (Emerging Market)
	Strategic Implication for Meta

	Individualism vs. Collectivism
	Highly individualistic
	Moderately collectivist
	Emphasis on social groups, communities and informal networks

	Power Distance
	Low
	High
	Need for stronger engagement with institutional and political actors (Raković and Dakić, 2024)

	Communication Style
	Direct, explicit
	Relational, informal
	Localised marketing must reflect emotional and community tone

	Uncertainty Avoidance
	Moderate
	High
	Greater need for trust-building, transparency and regulatory compliance

	Consumer Tech Behaviour
	Transaction-driven
	Social, conversational
	WhatsApp Business and social commerce gain greater relevance


Different ways were used for the growth of apps of Meta in the US and Brazil because of cultural differences. In Brazil, Whatsapp and Instagram became much more popular than Facebook. Whatsapp fits the collective and relationship-focused culture of Brazil. Constant conversation and community ties are highly valued by the people of Brazil (Raković and Dakić, 2024). Therefore, in this country, Whatsapp is not just an app for chatting, but it is also used for business, social life, and even politics. 
Impact on market entry strategy
Cultural differences have shaped the ways in which Meta entered Brazil. In the US, Meta has achieved growth naturally through ads and network effects. Whereas, in Brazil, for success, adaptations to local culture and institutions are required. This is because Brazil values hierarchy and relationships (Li et al., 2024). High power distance and relational business norms were beneficial for the company. This allowed the company to establish fully owned subsidiaries and dedicated public affairs teams so that political relationships can be managed. This is also effective in the management of data regulation, concerns over misinformation, and cultural expectations around platform responsibility (Hazzam et al., 2023).   
Further, Meta had to adapt its marketing in Brazil. In the US, advertisements focus on individual success, entrepreneurship, and innovation. On the other hand, in Brazil, ads highlight community, family ties, local businesses, and social belonging (Hazzam et al., 2023). This effectively matches the cultural values of Brazil. If Meta ignored these relationship-based consumption habits, its brand may not have been accepted and even adoption could have been slower. 
In terms of privacy, cultures of the US and Brazil are different. In the US, people generally accept targeted ads as part of using digital services (Li et al., 2024). Whereas, in Brazil, users as well as regulators are more sensitive about privacy. This is mainly because of disruptions in institutions in the past. 
This persuaded Meta to move faster to follow LGPD privacy law of Brazil along with maintaining data control inside the company. 
Impact on operational success and platform performance
The success of Meta is closely connected to cultural alignment. However, it is not without challenges. The collectivist and trust-based culture of Brazil encourages people to share most content on platforms (Chen et al., 2023). Further, on these platforms, people engage more actively. This results in increasing the interests of advertiser along with strengthening network effects. This cultural fit gives a strong edge to Meta over platforms that focus mainly on transactions. This contributes to making its apps more deeply embedded in daily social and economic life. 
Brazilian people are more open to sharing because of culture of relationship-based communication. However, this culture also increases risks such as misinformation, political polarisation, and viral manipulation. These issues can potentially cause harm to the reputation and stability of Meta (Chen et al., 2023). In the US, Meta is dependent mostly on automated moderation and algorithms. In Brazil, the mix of culture and language is indicative that Meta should spend more on local human moderators, fact-checker partnerships, and community regulations that effectively fit local norms. This shows that culture of a region changes costs and strategies of Meta. 
In the similar manner, collectivism makes small and informal businesses highly dependent on Whatsapp. This contributes to boosting profits of Meta. However, it also raises concerns about unregulated trade. This draws the attention of regulators along with creating business risks. 
Critical evaluation of cultural influence
Cultural frameworks are helpful in explaining the strategy of Meta, but these frameworks can oversimplify the strategy. Brazil is diverse with the presence of regional, social, and ethnic differences. These differences shape how these platforms are used by people. It is important for Meta to depend on local data and not just broad cultural assumptions. Entry choices are also dependent on economics, infrastructure, and politics, not just on the culture of the country. The popularity of Whatsapp reflects cultural habits as well as structural issues. Issues can be costly mobile data and limited retail access. Flexibility is limited by global standardisation of Meta. This causes cultural clashes over humour, politics, and activism that further challenge its legitimacy. 
[bookmark: _Toc215069401]Critical discussion and recommendations: SOP adjustments for Meta’s success in Brazil
The international expansion of Meta Platforms into Brazil is dependent on its strengths, the local market size, the need to keep control, and big cultural differences with the U.S. The use of global platforms and fully owned offices has helped Meta in its growth. However, in order to ensure long-term success, adaptations of operations is required. Standard Operating Procedures (SOPs) that are built for the US cannot simply be copied into Brazil. Therefore, three major changes to the processes of Meta are important.  
i. SOP adjustment: Localised governance, regulatory compliance, and political engagement
Strict rules of Brazil and its strong focus on data privacy make it a difficult place for Meta to operate. Cultural factors also matter because people in Brazil prefer to follow rules that are clear and trust is harder to build (Macdonald et al., 2024). Therefore, Meta is required to change its standard procedures so that it can better handle legal issues, public affairs, data openness, and compliance with regulations in Brazil. 
Historically, Meta used to focus its compliance mainly on US and EU rules. For this, the company dependent on centralised legal checks and automated reports. However, in Brazil, things are more complex. General Data Protection Law (LGPD), strict content moderation demands, competition reviews, and new digital taxes indicate that Meta requires a different approach. Therefore, new procedures (SOPs) become important that are active, decentralised, and locally designed.
· Local legal approval in Brazil before making big changes to algorithms, ads, or data use (Macdonald et al., 2024). 
· Localisation of data storage, reporting, and transparency protocols.
· Compulsory assessments of cultural, linguistic, and political risk before launching new products (Macdonald et al., 2024).
· Dedicated public- policy engagement teams with long-term relationship-building goals. 
Meta should focus on restructuring its procedures in order to keep control of sensitive data. Through restructuring, the company will also be able to respect cultural and institutional norms of Brazil. Without these changes, the company may have to pay fines, lose its reputation, service bans, and stricter rules (Macdonald et al., 2024). A reactive US-style cannot work in Brazil because in Brazil, laws shift with politics and society. Preventive action is important. Past experiences of Meta about election misinformation showed that ignoring risks damage trust. Therefore, localised governance is not just necessary but an important competitive advantage.  
Recommendation: Meta should create a Brazil-specific Regulatory Impact Assessment (BR-RIA) as a required step before launching new products, changing ads, or linking platforms. This means checking compliance before acting. This is helpful in avoiding fines, delays, and political problems. 
ii. SOP adjustment: Culturally adapted content moderation, communication, and community management
Ownership advantages of Meta such as algorithms, data systems, and machine learning have usually depended on centralised moderation rules. But, in Brazil, the culture is more collective and informal, with people highly depending on Whatsapp and Instagram. This makes it easier for misinformation and emotional content to spread quickly (De Gregorio and Stremlau, 2023). The language diversity, humour-driven communication, and strong community identity of Brazil also mean that moderation models mainly built on English speakers do not fully work there.  
Therefore, Meta should consider revising its SOP governing:
· Content moderation language requirements
· Local context training for moderators
· Escalation procedures for culturally sensitive content
· Community engagement and education strategies
· Crisis communication protocols
Currently, moderation rules at Meta focus on being fast, automated, and uniform. This work well in developed countries, but in Brazil it can possibly miss important cultural details. As a result, moderation may feel uneven or unfair (De Gregorio and Stremlau, 2023). This causes bias complaints, political problems, and users losing trust or interest.
Meta can stay competitive and trusted in Brazil. For this, it requires moderation rules which are designed for culture, laws, and language patterns of Brazil. This indicates the use of more local human moderators, partnerships with Brazilian universities, and partnering with civil society groups. Internalisation theory is supportive of keeping control inside the company, but doing everything centrally can be expensive, slow, and culturally insensitive in emerging markets (De Gregorio and Stremlau, 2023). In these cases, outsourcing to local experts becomes practical as well as necessary.  
Meta is also required to change SOPs for communicating with users. In the US, people are fine with straightforward and business-like messages. But, in Brazil, users prefer to have friendly and community-focused communication. Therefore, SOPs of Meta should ensure that warnings, policy updates, and safety messages are mentioned in a way that feels relational, informal, and emotionally aware.
Recommendation: A Brazil Cultural Moderation and User Engagement SOP should be created by Meta. For this, the company will be required to mix human and algorithm moderation in order to catch cultural nuances (De Gregorio and Stremlau, 2023). The company is also required to set up local advisory panels for guiding decisions. Communication styles can be adapted according to the culture of Brazil for policies and safety messages.
iii. SOP adjustment: Market-specific monetisation, SME support, and platform commercialisation
The success of Meta in Brazil comes from people using its platforms. The success is also marked by being deeply connected to small businesses, informal workers, and community-driven trade (Boudreau, 2025). Tools such as WhatsApp Business and Instagram Marketplace are used far more in Brazil in comparison to the US. However, money-making rules, ad setup processes, and business support systems of Meta were built for advanced and formal economies. This indicates they do not fully match more informal and entrepreneurial market of Brazil.
Meta should consider redesigning SOPs so that it can maximise its economic potential. These SOPs are related to:
· SME onboarding, training, and verification
· Advertising payment flexibility and financial inclusion
· Customer support response times and language localisation (Boudreau, 2025).
· Data insights accessible to low-tech business users
The emerging market of Brazil has lots of informal businesses, unstable incomes, and uneven digital skills. This means that Meta is required to have easy, low-cost, and relationship-focused business processes (Boudreau, 2025). Therefore, Meta should offer support systems that fit local culture. The company should also offer human advisors so that small businesses can be guided. Flexible payment options like instalments can also be offered. 
This change effectively fits with the business culture of Brazil. This change highly values trust, quick responses, and emotional connection. If Meta makes use of US style which are focused only on efficiency and self-service, then it could leave out millions of small businesses. According to the OLI framework, Meta should keep control of its money-making systems. But, this does not stop the company from adapting processes locally. Meta actually strengths its advantages instead of weakening them by matching its rules to the cultural expectations of Brazil. 
Recommendation: Meta should focus on creating a Brazil SME Monetisation SOP. This includes customer support through WhatsApp because it is widely used by small businesses (Boudreau, 2025). Training programs can also be designed according to Brazilian culture and language. This makes it easy to understand. Small businesses can potentially start rapidly through simpler ad setup tools. Partnerships can be done with local business groups and associations in order to build trust and community support.  
[bookmark: _Toc215069402]Conclusion
Meta Platforms is a global company with big strengths such as advanced technology, strong networks, data-driven ads, and leading social media platforms. The expansion of this organisation into Brazil brings big opportunities because the country has a large online population, growing e-commerce, and heavy use of social apps. Meta also maintains a tight control of its data and platforms. However, the success in Brazil cannot depend only on global and standardised model. Cultural differences like communication practices and use of digital communities, among others strongly shape the ways in which Meta enters the market. The engagement of users can also be determined by cultural differences.  
For ensuring competition, it is important for Meta to keep on adapting its operations. The company is also required to follow rules along with connecting with society in Brazil. Therefore, the company should build local governance and regulatory procedures along with using content moderation and communication that reflect Brazilian culture. Business models should also be created that support small enterprises and informal workers. Meta is required to maintain a balance in global systems with local adjustments. It should also engage with stakeholders and regulators. The organisation should also design strategies that effectively fit with social and cultural realities of Brazil. Long-term growth is dependent on combining efficiency with cultural sensitivity. This will be effective in ensuring compliance as well as community trust.
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