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INTRODUCTION 
It has become common practise for CEOs in the developed world to expand their companies into the emerging 
economies in the name of growth and globalisation. Consequently, there is a lot of literature on how to enter the BRICs, 
CIVETs etc. However, there are comparatively fewer examples of the opposite taking place and fewer articles on how a 
company from an emerging economy should build its sales and brands in the developed world. This intrigued us and is 
the reason why we decided to analyse an emerging market company establishing its sales and brands in developed 
countries. 
 
Amongst the great alternatives to choose from, we decided to focus on a B2C company from Brazil, which would 
present a broader range of challenges compared to a B2B business in any other country. Brazil is of interest to us 
particularly because it is the only Portuguese speaking country in S America, and its internal market size, along with the 
high import taxes creates a hermetic environment that protects the local market, but in doing so also inhibits local 
companies from pursuing an international expansion agenda. 
 
Finally, amongst the few B2C brands headquartered in Brazil (Sadia, O Boticario, Sagatiba, Guarana Antartica and 
Havaianas, to cite some), Havaianas presented itself as an attractive case study not only for its remarkable success 
abroad, but mainly for the journey the brand took through the recent years to reposition itself locally and be able to 
compete in the developed world. 
 
To develop this paper, we will briefly describe the Havaianas’ parent company (Alpargatas S.A.), its history and also why 
and how it made the rankings into the most famous shoes brand in the country. Then, we’ll explain how it made the 
journey to become a successful brand in the developed world and finally end with what the key learning’s have been 
for us in analysing this case study. 

1 ALPARGATAS – COMPANY BACKGROUND 

1.1 COMPANY HISTORY & PROFILE 

In 1883, two immigrant Argentines, Juan Echegaray (from Basque) and Robert Fraser (from Scotland), created a 
partnership for manufacturing low cost jute soled canvas footwear – called Alpargatas (Figure 1) – the inspiration for 
the name of the company. As immigrants flooded into Argentina, demand for this low cost product grew quickly, 
allowing the company to first setup a facility in Uruguay in the 1890s and then in 1907 setup another facility in Sao 
Paulo. Over time, the company forayed into textiles, manufacturing denim, producing coffee storage bags and truck 
tarpaulins but footwear remained at its core. In 1962 the company launched its now internationally renowned brand 
Havaianas. Brazilian investors bought the Sao Paolo facility in the 1980s and in 2008 purchased a 35% stake in 
Alpargatas Argentina. At present, Alpargatas (Sao Paulo Alpargatas), is the largest public footwear company in Latin 
America. It also manufactures clothing and sporting goods.  
 
Figure 1: First shoe launched in 1907 and the original Havaianas from 1962 

 
 
 
 

1.2 FINANCIAL PERFORMANCE 

In 2011, its net sales rose 15.4 per cent to approximately $1.27 billion (1USD to 2.027 BRL) while net in
come at approximately $152 million was the highest in its history 
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Figure 2: Alpargatas' financial scorecard1 

 
 
 
 
 
 
 
 
 
 

 

1.3 BRAND & PRODUCT PORTFOLIO 

Today, Alpargatas manages a portfolio of eight major brands – 
namely; Rainha, Sete Leguas, Topper, Dupe, Havaianas, Timberland, 
Mizuno and Megashopp. 
 
Of the eight brands, Rainha and Sete Leguas are sold in domestic 
market. The former being a traditional sports apparel brand in Brazil, 
and the latter being the market leader in professional Wellingtons.  
 
Topper, Dupe and Havaianas are the brands responsible for 
Alpargatas’ international success. Topper is the market leader in 
Brazil and Argentina for sports shoes (predominantly football shoes). 
Dupe is the low end brand for sandals and children shoes. Havaianas 
is the blockbuster brand for their sandals, positioned across all social classes in Brazil and in the mid to upper classes in 
international markets.  
 
Timberland and Mizuno are the international brands licensed for Alpargatas in Brazil. Finally, Meggashop is the outlet 
store chain for all of Alpargatas’ brands in Brazil and Argentina. 

2 BUILDING THE BASE (FIRST STEPS OUTSIDE BRAZIL) 

2.1 EARLY DAYS & THE CRISIS 

As mentioned in the previous section, in 1962 Alpargatas launched a new product, called Havaianas, made of rubber 
and enthused by the Japanese wooden sandals, Zori. On account of the products’ simplicity and cheap prices, 
Havaianas was selling in excess of a thousand pairs a day in small shops and local markets within a year. 
 
However, the very low prices quickly created a negative connotation - Havaianas were for poor people, housewives and 
people working at construction sites. This, along with Brazil’s lacklustre political and economic conditions during the 
period, became a barrier for further investments for Alpargatas. For the next 3 decades marketing strategy in 
Alpargatas was overlooked – as perhaps the focus of the company was to make sure that it rode out any difficult 

                                                                 
1 Alpargatas Annual Report - 2010 

Sales Volume of Footwear, 
Apparel and Accessories 
(million units) 

Net sales (million BRL) Net Profit (million BRL)
Net Margin (%) 

EBITDA (million BRL)
EBITDA Margin (%) 

54%
31%

9%
6%

Sandals Sports Articles

Retail Sales Textiles (Argentina)

Figure 3 % net sales by product1 
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economic crisis.Moreover, the company was actually doing really well – it had 90% share of the domestic market in 
rubber sandals and was selling approximately 100m pairs of sandals per year. Why did it need a marketing strategy?1 

 
However, economic conditions began to improve in the early 90’s and economic stability was starting to reap benefits 
for the ordinary Brazilian. People had more money and they were spending it. Ironically, this improvement became a 
serious problem for Alpargatas as consumers began deserting the “cheap” Havaianas brand. This desertion was 
compounded by the entry of new unbranded competitors in the domestic footwear market. Consequently, sales of 
Havaianas suffered – in 1993 they dropped by 35%, from 100 million pairs a year to 65 million pairs.1 

2.2 ALPARGATAS’ RESPONSE TO THE CRISIS 

The loss in sales of 1993 was a burning platform for Alpargatas. This forced the company to radically change the way it 
thought about a pair of rubber flip-flops. The management quickly realised that if the company was to survive it could 
not do it by just selling commodity products – it also required an effective marketing strategy. The transformation 
process that started during this crisis soon catapulted the company into a brand leader in Brazil and emboldened it to 
tap into international markets. 

2.3 THE VALUED CUSTOMER 

Based on the literature that we have read, it seems that Alpargatas had not given much consideration to who really 
their customers were and what were their needs. Alpargatas sold Havaianas with similar service output levels to all 
segments where it could sell. 
 
The above associations led the brand to being linked to 
practicality and the “poor man’s slipper”. Clearly, the 
company was trapped in selling a “product” and not its 
“benefits”. These attributes offered no possibility of 
differentiation against the existing and new competitors 
who were entering the domestic market in Brazil. In the 
subsequent years, Alpargatas focused on identifying its 
customers and defining the relevant segments. The result 
of this work is depicted in Figure 4. This is how 
Alpargatas’ brands are segmented across the various 
social classes. Whilst the other 6 brands, in Alpargatas’ 
portfolio are meant for specific segments – Havaianas is 
different – it is for everyone and everyone is for 
Havaianas. 
 
New colours, new packaging and displays along with a 
strong investment in promotion, associating the use of the product to a relaxed and irreverent attitude were the main 
changes perceived by consumers. The latter was delivered through a series of funny advertisements using artists 
wearing Havaianas outdoors, at the beach, shopping, etc. These advertisements caught the consumers’ attention and 
helped to reinforce the new associations with the brand. Simultaneously, a media campaign was launched with 
celebrities providing credibility and valorising the “wearing of these sandals and no longer…the product”.2Figure 5 
exhibits the changes in associations that Alpargatas successfully pursued for the Havaianas brand pre and post 1994. 
                                                                 
2Silva, S. C. Souza, M J. Freyre Filho, F. Understanding The Internationalisation Process Of Havaianas: The Important 
Role of Brand.Encontros Cientificos – Tourism & Management Studies nr.6. 2010. 

Figure 4Havaianas segmentation - across social classes

Source: Presentation made by Alpargatas to APIMEC on 
the 30/11/11 



Havaianas – International Expansion 

N Khalpada | R Lakhanpal | L Moreira | J Singh | Y Sontakke                                                                                    Page 5 of 15 

 
Figure 5 Havaianas - brand associations pre and post 1994 

2.4 The Cognitive Side 2.5 The Emotional Side 

Before 1994 After 1994 Before 1994 After 1994 
New Associations: 
• The ‘sandal style’ 
• Fashion sandals (more 

than 80 models and 60 
thousand colours) 

• 100% natural 

• 100% Brazilian 

• Practical 

• Functional 
• Brazilian National Identity 
• Tropical nature 
• Beach 
• Heat 
• Holidays 
• Joy and relaxation 

 

• Durable : Don’t deform, 
strips don’t break 

• Hygienic: Don’t smell 
• Useful: Comfort 
• Traditional – only one 

model 
• Excellent cost benefit 

relation 
• Limited colours 
 Associations maintained 

• Excellent cost benefit 
relation 

• Accessibility 
• Comfort 
• Durability 

• Hygiene 

Protects the feet of the poor 
at low cost: 
• “Poor’s slipper” 

• “Housemaid slipper” 

• Physical and emotional 
wellness 

• Comfort 
• Fashion 
• Customization 

• Sexy 

(Adapted from: Understanding The Internationalisation Process Of Havaianas: The Important Role of Brand, Susana Costa E Silva, 
Maria João Sousa, Fernando Freyre Filho) 
 
To corroborate the point, a brand association survey of 82 consumers who use and recognise the brand presented in 
Figure 6 reveals the various perceptions and elements that customers associate with Havaianas. The more the number 
of associations with a particular element, the darker and thicker the line becomes. It is quite evident from this data that 
the brand makeover has associated customer perceptions to, amongst other things, those of Summer and Beach – 
something that Alpargatas was aiming to achieve post 1994. 

Figure 6 Havaianas - brand association survey 
(Source: http://www.slideshare.net/Fierip/brand-audit-report-havaianas) 
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2.6 VALUE PROPOSITION 

Customer segmentation guided the type of value proposition the company and the brand was offering. The product 
range grew from 2 to over 25 distinct styles with numerous colours; allowing and helping the consumer to create 
his/her own identity with the product. 
 
The higher end products were packaged in boxes – similar to those of shoes. Gone were the days when these products 
would be left lying in a bag or the stock room – they were now pushed to the forefront, in display windows and were 
the highlight in any shoe store.  
 
In order to re-build its brand image, TV advertisements were essentially upgraded from having “…the slapstick 
comedians of the popular, trashy shows of Brazil’s ubiquitous TV broadcaster, Globo…”to now having classy actors.3 
 
All these are examples of attributes that were new and which the industry had never offered. The new products were 
priced 5-6 times higher than the basic products but Alpargatas kept the “commodity” products in their range so as to 
keep servicing the former customers. 

2.7 VALUE NETWORK 

In terms of its supply chain, Alpargatas distribution network is composed of: 
• 5 manufacturing plants in Brazil and 3 in Argentina. Alpargatas claims to have a flexible sourcing model that 

allows a fast response to market changes while keeping costs low. 
• Direct or indirect sales in 82 Countries 
• 250,000 point of sales in Brazil 
• 10,000 point of sales in Argentina, Europe and US. 
• Alpargatas Retail: 

o 213 Havaianas stores in Brazil, 211 franchises and 2 owned 
o 16 Timberland stores, 11 owned and 5 franchises 
o 9 Havaianas stores in developed countries, 5 owned in Europe, 2 franchises in Europe, 1 owned in 

Singapore and 1 shop in shop in US. 
o 31 stores in Argentina, 10 Topper and 21 Meggashop. 

Alpargatas uses a mixed distribution channel, depending on each market and occasionally it also adopts conflicting 
channels in the same market. For example, in Brazil, Havaianas is sold in independent stores, as well as in owned and 
franchise stores. Alpargatas management have stated that eventually Havaianas will migrate from an indirect to a direct 
channel in order to ensure its strategy is carefully deployed in each country. 
 
Figure 7Havaianas owned store in Sao Paulo (left) and Singapore (right) 

 
 
 
 
 
 
 
 
                                                                 
3CNBC Business. Brazil’s Rubber Soul. http://www.cnbcmagazine.com/story/brazils-rubber-soul/919/1/ 
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3 THE INTERNATIONALIZATION STRATEGY 

3.1 BUILDING ON THE BASE 

As the Havaianas brand took shape in the Brazilian domestic market, Alpargatas leveraged its learning’s to expand it 
into the Latin American neighbourhood.Additionally, Alpargatas’ experience in licensing foreign brands such as Nike, 
Mizuno and Timberland in Brazil, and also representing them in other Latin American countries, allowed it to appreciate 
the complexities and challenges that brands faced when entering new markets. 
 
Expanding the Havaianas brand to Latin American countries was a logical step due to cultural similarities of these 
markets to Brazil, their smaller geographical distances, and the knowledge of these markets that Alpargatas possessed. 
 
Initially, to minimize risk, the products and their pricing was similar to the ones sold in the domestic Brazilian market. 
For the same reasons, the company initially exported indirectly, through their own distributors, in these countries. 
However, in a bid to increase its sales, the company turned to direct exports. According to Silva, Souza and Freyre Filho, 
the three primary reasons to follow this strategy were: 
 

A. Brand awareness –A study carried out by the Brazilian institute of Public Opinion and Statistics (IBOPE) 
revealed that Havaianas was a very well established brand in Brazil. The research showed that 75% of the 
respondents placed Havaianas in the “Top-of-mind” category. 

B. Control – In a new market, the company would have had better management control instead of leaving it with 
others. 

C. Experience - As mentioned previously, the company had some experience dealing with foreign markets. 
 
The company also unveiled the brand in the most 
fashion conscious cities of the world - Paris and New 
York.As Alpargatas gained experience in the 
internationalization of its brand, it decided to open its 
first branch in New York in 2007.The Uppsala Model 
helps to explain Havaianas’ internationalization 
stages(Figure 8).4 

3.2 HAVAIANAS US STRATEGY 

3.2.1 THE BRAND POSITIONING 

If Havaianas wanted a meaningful expansion into US, it 
was clear that the positioning had to be on the higher 
end segment of the market as: 
 
i) US had abundance of low cost competitors owing to its outsourced production capabilities in fast developing 

eastern economies like China therefore, it did not make economic sense to compete in that segment. 
ii) The makeover of Havaianas in Brazil had already catapulted the brand into the premium priced fashion segment and 

introducing it in the lower segment would not fit with the brand image. 
iii) The US consumer had a greater purchasing power compared with consumers in Latin America. 

                                                                 
4Silva, S. C. Souza, M J. FreyreFilho, F. Understanding The Internationalisation Process Of Havaianas: The Important Role 
of Brand.EncontrosCientificos – Tourism & Management Studies nr.6. 2010. 

Figure 8 Havaianas' internationalization strategy4
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According to Thomas Fabre, Havaianas EMEA marketing director, Havaianas leveraged storytelling to create an 
emotional link between the consumers, the brand and the Brazilian “spirit”. This Brazilian spirit was a proxy for “vibrant 
colours, joy, fun, positivism, simplicity and sense of humour” – universal emotions that are loved about Brazil.5Other 
authors, such as John Rumsey, who have studied Havaianas success, agree “Havaianas successfully associated itself 
with positive Latin characteristics, such as sensuality (without being vulgar), youth (without being exclusive) and 
joviality (without being flippant)...”6 
 
The company used celebrities to upscale the brand. “Oscar gift basket sandals” were created, hand-stitched and 
studded with Swarovski crystals, and promoted in the Academy Awards. A similar strategy was applied in the Grammy 
Awards.7 This was aimed at paving the way for the brand to reach the top strata of the society which would ultimately 
help in generating a pull for the brand rather than actively pushing it through the channels. 

3.2.2 MARKETING CHANNELS 

By positioning Havaianas as a high-end product in the US market, Alpargatas consequentially limited it to “chains as 
Marshall Field's, Saks Fifth Avenue, Bergdorf Goodman, and Nordstrom, and the better-class West Coast surf 
stores.”8Accordingly, initially, Havaianas did not open its own brand stores and had limited its presence only to the 
web. 
 
As sales increased in the US, Havaianas opened its first 1250ft retail shop in US in the heart of Huntington Beach, 
California. The store stocked over 150 styles and provided for a range of limited edition sandals. If this was not enough 
for the hard core fans, it also allowed customers to customize their sandals in store.In the words ofAfonso Sugiyama 
(U.S. Havaianas President) “Having a store in the U.S. to present the Havaianas experience in full has always been a goal 
for the company. Flip-flops are a staple of beach culture and Huntington Beach as the lifestyle hub of California is the 
perfect place for our first Havaianas outpost. Havaianas consumers will appreciate in this store the wide range of styles, 
comfort and design that the brand offers.”9 
 
The Havaianas US website offered its customers the entire product range available in US. It also offered customers to 
be notified if an item was out of stock or when new items were due to be introduced. At the same time, Havaianas also 
started selling through Amazon.com to cater to a wider customer base. 

3.2.3 PRODUCTS 

Havaianas had a rich and varied product portfolio to cater to its different customer segments. It carried sandals and 
shoes for men and women, and sandals for kids and babies in different sizes. It also offered a variety in high-end 
sandals to suit special occasions such as wedding and parties where the sandals were studded with Swarovski crystals, 
pearls and other expensive decorations. It offered multiple models within sandals such as Metallic, Urban, Brazil, 
Luminous, Slim, etc. It also offered limited editions of sandals based on the latest on-going trends in the fashion 
industry, cartoon characters for kids, etc. It offered university specific sandals with university logos to cater to students 
of various US universities. In its stores and on the website, it offered a special facility called – “Make Your Own 

                                                                 
5Marketing Week. Q&A: Thomas Fabre, EMEA marketing director, Havaianas, 
http://www.marketingweek.co.uk/breaking-into-brazil/3033886.article 
6CNBC Business. Brazil’s Rubber Soul. http://www.cnbcmagazine.com/story/brazils-rubber-soul/919/1/ 
7http://www.brandchannel.com/features_profile.asp?pr_id=398 
8http://www.answers.com/topic/s-o-paulo-state 
9http://www.genart.com/944/articles/what-s-new-havaianas/ 
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Havaianas” to allow the customers to design the sandals of their choice where they can choose the gender, the base, 
the straps and the jewellery. Thus, it offered a wide variety of products for almost every segment of the market. 

3.2.4 PRICING 

Havaianas were priced starting from $16 and went all the way up to $200 for custom designed Swarovski crystal 
studded sandals and shoes. The pricing strategy was chosen to align with the broader strategy to position Havaianas in 
the upper segment. The wide price range was kept to enable Havaianas capture different customer segments with 
different expectations – from the casual fashion seeker to the “will-buy-at-any-cost” type of customers. But the entry 
price point was still fixed at $16 to differentiate Havaianas from the lower end market. 

3.2.5 PROMOTION 

Havaianas used all forms of marketing and promotion channels from the traditional newspapers and magazines to the 
latest digital and social media marketing channels such as Twitter, Facebook, Youtube and Tumblr (Section 8). It 
advertised in almost all the prominent  US magazines viz. Brides, GQ, Menswear, Maxim, Quest, American Way, Life & 
Style, TeenVogue, Glamour, etc. (Section 8). This helped it reach out to its different customer segments. Havaianas also 
regularly arranged promotional events and gatherings in different US locations to promote the brand to the wider 
community. 

4 EXPANDING BEYOND 

4.1 MAXIMISE GROWTH AND PROFITS ACROSS GEOGRAPHIES 

While Havaianas has a presence in around 60 countries, its revenues from its international markets are just a small 
percentage of the total sales. Moreover the international revenues are highly clustered and are mainly composed of its 
revenues from Argentina, USA and Europe. The operations in Argentina account for 68% of the international operations 
with other 32% coming from the US and Europe. What this primarily means is though Havaianas has a presence in other 
countries it does not generate meaningful revenues or have brand recognition in these countries as it has in US and 
Europe and Latin American countries. 
 
This could be attributed to the fact that in majority of these countries it only sells through online channels which in 
most countries is through its own website. While this strategy has worked and it has fared well so far in entering the 
developed economies in North America and Europe and establishing itself as fashion accessory, this online-only 
strategy does not seem to work in other countries.  
 
Havaianas recently revealed its plan to enter India and Pakistan, two highly populated countries where it has no 
presence. It is planning to partner with local distributors, which is an appropriate strategy as the majority of the sales in 
both of these countries still happen through traditional retail channels and an online-only strategy will have a little 
chance of being successful. 
 
To be successful in those countries where it does not generate substantial revenues, it will need to relook at other 
channels of marketing to reach out to the customers. Havaianas will need to select different channels based on its 
effectiveness in different countries it operates in. 

4.2 MAXIMIZE BRAND EXTENSION POTENTIAL 

Whilst Havaianas strategy to position itself as a fashion accessory has been successful so far, this cannot guarantee 
similar future performance, especially when fashion is an ever-changing phenomenon, and other Brazilian companies, 
such as Ipanema,are competing in this segment with flip-flops that are perhaps more comfortable and functional. While 



Havaianas – International Expansion 

N Khalpada | R Lakhanpal | L Moreira | J Singh | Y Sontakke                                                                                    Page 10 of 15 

Havaianas has been an innovator, there can only be so much to innovate in a product such as a flip-flop. However, at 
this point in time, it seems that Havaianas has a lot more to offer to the customers than just flip-flops. Customers have 
come to associate this brand with all the Brazilian vibrancy, positivity and oomph. The downside is that Havaianas do 
not have a wide product portfolio to keep feeding this association.We believe Havaianas need to expand their product 
portfolio in order to capture the untapped value that this brand has to offer. 
 
What products to introduce would be a critical decision as any new product that the company introduces will need to 
gel well with the overarching Havaianas’brand identity along with the perceptions of its customers. Some of the 
obvious products that it can introduce while staying true to the Havaianas brand are the beach sport accessories, sea 
sports clothing and accessories, outdoor goods and related products. Other similar products could be trendy and 
colourful beach bags and similar fashion products that customers can associate with beach use. 

4.3 HARNESSING THE POWER OF ‘BRAND BRAZIL’ 

Brazil is known around the world for more than one reason. Havaianas need to successfully leverage the energy and 
power of the “country of origin” to foray into countries where it does not yet have a presence and to establish itself as 
a strong brand where it does not generate enough revenues. Although Havaianas has done this and has been successful 
at this in US and Europe, the same strategy rarely works in all the countries. It will need to customize the power of 
Brand-Brazil to highlight values that it shares with the destination country to create a better association and 
acceptance. For instance, to foray into Indian market where beach games and activities are limited, an advertisement 
which shows Havaianas roots in Brazil as a country which dominates world football has a greater chance of success than 
an advertisement with ladies playing beach volleyball. While the brand still remains the same with the same values, it is 
more about the way the target country’s culture perceives it. 

5 KEY LEARNINGS 

5.1 KNOW THY CUSTOMER – BUT DRIVE THY MARKET 

5.1.1 CUSTOMERS 

Havaianas has always demonstrated its focus on the customer - whether it was the initial days when they launched a 
practical sandal for housemaids or in the 70’s when they realized that their low end product will need to mature and 
target the middle to higher ends. As Afonso Sugiyama, puts it, “Storytelling is very specific to the brand, but 
understanding who you are telling it to and how to connect them is something that applies to anyone.” According to 
Afonso, “Outside Brazil, Havaianas goes from market leader to a challenger brand. We need to be more daring and 
have more of a story to tell. It is also less about the category and more about the brand. In the Northern Hemisphere 
the biggest challenge is the seasonality of flip-flops. We have to make it more relevant in people’s minds, and to 
stockists’ businesses. In Europe we need to find more occasions to wear, so it’s about developing brand extensions such 
as closed-toe shoes”.10 

5.1.2 DRIVING MARKETS VIA INNOVATION 

Havaianas keep re-inventing themselves right from their founding - the brand has been reposition, itsgoing global, it is 
constantly coming up with new products and marketing strategies. “For now, Havaianas is riding high, but fashion is a 
fickle friend and there are other Brazilian flip-flops that are perhaps more anatomical and comfortable, such as 
Ipanema” says Beto Guimaraesde Almeida (Creative Director at Interbrand).11According to Carla Schmitzberger(Director 

                                                                 
10http://mandmglobal.com/globeshift/13-01-11/a-perspective-from-havaianas-afonso-sugiyama.aspx 
11CNBC Business. Brazil’s Rubber Soul. http://www.cnbcmagazine.com/story/brazils-rubber-soul/919/1/ 
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of sandals business)“Constant innovation is key and Havaianas launches new lines once or twice a year and has limited 
editions for special occasions, such as the World Cup”.13 

 
To maintain its innovative edge and relevance to today’s consumer, the company has collaborated with inspirational 
people, companies and organisations. For instance, the company has let Marcello Serpa (creative director of BBDO 
Brazil) to freely shape and form the brand’s communication. The company has alsoaided environmental groups, by 
donating a part of their sales from a specially designed range of products, thus helping to save threatened species. 

5.2 HAVAIANAS - THOU ART BRAZIL 

Havaianas’ Afonso Sugiyama believes that Havaianas’ key strength lies in remaining true to its brand identity - a large 
part of which is associated with Brazilian heritage, “Brazilian spirit and its values”12.  This focus then drives how the 
company delivers the brands promise to its consumers. 
 
The internationalisation strategy has not diverted Alpargatas attention from its domestic customers in Brazil. In fact, 
the company continues to pay special attention to its “original” market which also acts as a test bed for new product 
launches. An example being the tote bag which was launched first in Brazil and a year later elsewhere. 
 
A brand that grabsthe attention of basic human emotions becomes universally appealing. Havaianas brand of 
enjoyment, high-energy, relaxation, colourfulness etc. are feelings that relate to Brazil but they appeal to everyone 
everywhere. “People have a very strong, emotional connection to Havaianas. They take to it with carinho 
[affection],”Carla Schmitzberger says. “We think that it stands for joy, freedom, simplicity.”13 Such a brand is portable 
and accepted across boundaries and cultures. 
 
The brands international success has also resulted in a virtuous circle by making its domestic consumers proud of its 
success. The result of all of this hard work is that in Brazil almost 85% of the sandals sold are Havaianas. “The beauty of 
this is that 50% to 60% of these pairs go to poor people so despite all the changes, the brand is still true to its origin,” 
says Carla.14 
 
A brand like Havaianas can also present its own challenges - it is important to enforce the brand message 
internally.Irrespective of which country the employees reside in, they all need to believe in the brand, its identity and in 
its values. Simultaneously, the culture in the company needs to remain innovative yet flexible to be able to adapt to 
different environments without losing the core values as a leader. Whilst this is achievable, it is nonetheless a daunting 
challenge and an incredibly fine balance to strike, especially for a cultural brand like Havaianas. 

5.3 GO FORTH AND EXPAND 

5.3.1 WET YOUR FEET IN SIMILAR CULTURES AND/OR GEOGRAPHIES FIRST 

When expanding to developed markets, which are different to Brazil, Havaianas made sure that there were enough 
similarities to keep the variables to a minimum. The first countries they launched outside were Hawaii and Australia - 
both also have a culture of high-energy, fun-and-frolic, beaches, parties etc. All this lent itself to the value that 

                                                                 
12http://mandmglobal.com/globeshift/13-01-11/a-perspective-from-havaianas-afonso-sugiyama.aspx 
13CNBC Business. Brazil’s Rubber Soul. http://www.cnbcmagazine.com/story/brazils-rubber-soul/919/1/ 
14http://pambaluyo.tumblr.com/ - original source - http://saffron-consultants.com/2009/09/04/havaianas-the-story-of-
a-cinderella-brand/ 
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Havaianas flip-flops provided. This allowed Havaianas to focus on other aspects of their business in the new 
environment. 

5.3.2 PARTNER WITH GLOBAL BRANDS 

To expand fast enough in a foreign country, the best way is to partner with existing leading local brands or to acquire 
local companies. Havaianas followed this well-trodden path by partnering with HStern – this gave rise to the crystal 
embedded sandals. According to Carla Schmitzberger, “These special projects helped create a strong emotional 
attachment with customers. They also resulted in the creation of a lot of buzz surrounding the brand. We also do a 
tremendous amount of brand activation through partnerships with international brands. The beauty about our brand is 
that it is a blank canvas, you can always come up with new ideas.”15 They have also ensured that they are always 
endorsed by top local celebrities e.g. Angelina Jolie in the US and Kate Moss in the UK. 

5.3.3 DISTRIBUTION AND CHANNEL MANAGEMENT 

Havaianas use different channels depending on the maturity of the market and their experience in it. This allows them 
to leverage control and their relationships to maximise their revenues. Havaianas can build and maintain strong 
relationships with their partners by continuing to provide a great brand, a great service and continuous innovation. 

5.3.4 THE RIGHT PRICING STRATEGY FOR THE RIGHT MARKET 

Havaianas benefit from low production costs. On the other hand, their successful, high profile and global brand allows 
them to charge higher prices resulting in higher margins. Developed markets have also helped inproviding them the 
opportunity to price even higher (the currency aspect works in their favour too!). From what we have found, the 
company makes the most of this opportunity e.g. Havaianas are priced at $10 in Brazil, up to $20 in US, and up to £40 in 
the UK.  Finally, their ability to cover the entire price pyramid also allows them to attract both high end and economy 
customers. 

6 CONCLUSION 
The challenge for any large company is how to avoid becoming complacent whilst maintain and staying focused on 
sustainable growth. In the case of Havaianas, the future is very much its present – as long as it continues to understand 
its customers, drives the market via value adding innovations and remains true to its Brazilian roots, it will continue to 
sell the idea that is Brazil. 

                                                                 
15http://www.scribd.com/doc/10081003/The-Havaianas-story-Learn-how-to-paint-with-your-feet 
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8 APPENDIX 

8.1 HAVAIANAS MARKETING CAMPAIGN IN US MAGAZINES 
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8.2 HAVAIANAS ON FACEBOOK 

 

8.3 HAVAIANAS EVENTS 

 
 


