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[bookmark: _Toc60989056][bookmark: _Toc60989993]Introduction 

Marketing environment includes factors that actively or indirectly affect the ability of a company to effectively sell its products. 
Internal marketing (Controllable factors) is the promotion of the goals, purpose, goods and services of an organisation to its own employees. The concept for internal marketing is to encourage with employees to engage with the brand and create emotional connection. External marketing (Uncontrollable factors) is the practise or enterprise of promotion and distributing services or goods, including market research and advertisement to regular consumers and prospective customers (Kotler & Buchwitz, 2015). 
In this report, I will analysis the macro environment for Havaianas, Porter’s 5 Forces, SWOT, segmentation, targeting and positioning, marketing mix strategies, recommendation of the futures marketing strategies.  


[bookmark: _Toc60989057][bookmark: _Toc60989994]Company Background 

Alpargatas Argentina is the leading manufacturer of textiles originally founded in Argentina by Juan Echegaray, an Argentinian immigrant, and the textile engineer background of Robert Fraser, a Scottish Argentinian immigrant, has established a collaboration for the manufacture of espadrilles in 1883 (jute soled canvas footwear favoured by laborers for their comfort, durability and low cost). The industry was growing quickly during the high wave of immigration   in 1880s and new facilities in Uruguay by 1890. Alpargatas new facilities opened in Sao Paolo was established in 1907 as the birthplace of Sao Paolo Alpargatas. 
Alpargatas is a Brazil company involved in the manufacturing of footwear, apparel and sporting goods. Relevant brands are Havaianas, Dupe (sandal flip flops) Topper,Rainha,Mizuno, Timberland (outdoor apparel  and footwear),Osklen (luxury lifestyle apparel). The most recognisable Brazilian brand for Alpargatas SA is Havaianas Brazilian Flip Flops (Alpargatas,2021).



Vision to be a global company of desired brands in footwear, clothing and accessories.
Mission develop and commercialize innovative products of high perceived value 




[bookmark: _Toc60989058][bookmark: _Toc60989995]Macro Environment – Pestle factors for Havaianas 

The larger societal forces the affect the microenvironment economic, demographic, natural, technological, political, cultural (Kotler & Armstrong,2016). The macro environment or the external environment for Havaianas contains certain variables which are not directly regulated by the sector or the company. I will analyse the Pestle factor for Havaianas company and how the brand response for all those factors: favourable and unfavourable. 

[bookmark: _Toc60989059][bookmark: _Toc60989996]Political Forces 

Law, government agencies, and interest groups that control and restrict the different organization and individuals within a given society (Kotler & Armstrong,2016).

Havaianas must have strong political stability and favourable business environment to predictable industry growth patterns. Havaianas must maintain a close political link with the Government of Brazil in order to comply with the legislation to prohibit any export of the product. Political corruption is found prevalent in Brazil (Culture, 2017). Havaianas is global brand that is present in different countries, each with its own political tensions. It is critical for the brand to know the current trends in the country they are entering and to follow the roles of the government. For example, the effects of the Brexit in UK could have an impact on the supply chain for many businesses with export goods from EU. Policy for Havaianas is likely to interfere in the corporate climate. Commercial constraints and political stability are additionally integral considerations that will assess Havaianas success or failure. Entering the countries with the high degree of taxes would have a significant impact on the probability of the business. Strong taxes have influenced foreing commerce and discouraged exports. Havaianas will enter low-tax markets and enjoy the rewards of high income that can be spent in research and development activities. Havaianas have this strategy in place with the most low-tax GCC nation (Mondaq,2019). Havaianas political framework is attractive linked to low tax market, modtly due to the corruption crisis in Brazil 2017, when J&F contributions accounted for 86% (Culture,2017). This is the opportunity for the brand to be more stable for any further investment.   

[bookmark: _Toc60989060][bookmark: _Toc60989997]Economic Forces 

The economic environment consists of economic variables that influence consumer buying power and habits of consumption (Kotler & Armstrong,2016).
Economic indicators are very significant for Havaianas such as foreign exchange/interest rate, labour market, inflation and savings rate. 
In 2019, the focus of the concern was on the effect of the Brexit on the UK economy, but in 2020 when Covid-19 took hold, corporate attention was redirected from the Brexit and both businesses started to cope with the immediate impact of the pandemic. This is economic boost to both sector and GDP (Gross Domestic Product) markets in the UK and EU since the Covid-19 appearance (Investopedia, 2020). Higher GDP contributes to higher wages and thus higher sales for Havaianas means greater economic opportunities and an increased level of material well-being. However, the effects of the Covid-19 and the national lockdown affected the sector, like never since the 2008 financial crash, will not have this business harm as the Covid-19 does. The recession could happen as the country economy is doing bad, particularly during the lockdown era (BBC News, 2020).
Customers in Brazil rely even more on brand confidence 68 %, personal protection 71% and ease of purchasing 73%. The distinction is in UK market the consumer can follow the government’s instructions to sit at home as far as possible, with strong probability of working in the for the future. That’s how the retail business would be under pressure to withstand just the rise in the online orders can survive not the physical store (KPMG,2020). 
The next question is the trend wages and customer spending and purchasing behaviour.  A higher inflection would result in a decrease of the buying power of the consumer and the seller. Higher inflation would also harm the costs of raw materials and other inputs used by Havaianas. The new inflation in the UK in November showed a sharp decline to 0,3 %, which could influence the cost of retail and the change in tickets prices (BBC News,2020). Considering the economic condition of the Covid-19, it is unfavourable mainly because of the long-term lockdowns in the nation. Havaianas continues to sell its product online only during this time.  

[bookmark: _Toc60989061][bookmark: _Toc60989998]Social/Cultural Forces 
Organizational culture is heavily influence by social norms, beliefs and patterns. The brand must consider population dynamics, power systems, market levels of purchasing and consumer behaviour. The Havaianas marketing team would evaluate the goal for the client groups and improve the attractiveness of the goods sol to prospective customers. 
The changes in social dynamics and the desire consumption will actually alter consumers behaviours. The needs and the wants will be changed to social market or even social media market, will be modified in particular foreign country products. Social media has promoted online shopping activity of the most customers even in this year (after the Covid-19) not only the young people are using the online platforms. Havaianas social forces are favourable, as the company rapidly adapts to the ‘new normal’ in the retail with new innovation of the online website. 
Cultural forces are believed to be very well analysed in the long term before you enter the market. Havaianas, as an international company must adapt to each country and try to launch the products and services. For example, Havaianas launching ‘Let’s summer ‘campaign in China which is major challenge for the brand because of the country’s culture (MediaMonks,2020). 

[bookmark: _Toc60989062][bookmark: _Toc60989999]         Technological Forces 
The Technological factors create new technologies, new products and market opportunities (Kotler & Armstrong,2016). New technology advancement will push business, particularly after Covid-19 innovators and business leaders will not collapse during this challenging period. Havaianas use the technology and advent in the social media to increase consumers with the stay home creativity with slides and socks that enable people to buy for home. Havaianas technology innovation should be used to build on competitive advantage one example is first Havaianas Lab store in London Carnaby street and Sao Paulo, Brazil (Adage,2020). Havaianas used the CRM data capture in the stores, kiosk and concession as well, which is one of the reasons the brand technology to be favourable for the market. 

[bookmark: _Toc60989063][bookmark: _Toc60990000]         Legal Forces 

The legal factor is very important if you want to enter any new market you have to check in details the legal environment and regulatory structures. Havaianas company has to follow the employee/labour health and safety law as some country has strict regulation to enter. Data protecting is one of the legal forces in many countries and every company has to apply to protect consumers’ law. 
Discrimination law should be enforced in any organization in order to prevent problems of age, inability, sex, national sources, race, religion and sexual orientation. Havaianas has `released a line of rainbow items to celebrate the month of pride, donating 7% on the net profits to benefit the LGBTQ+ community (The industry. Fashion,2020). Health and safety are very important, especially after the impact of the Covid-19 has to protect the work environment and the customer safety and wellbeing. Havaianas legal environment and regulation structures are favourable as the company check all the details before entering new market or the market they already work. 

[bookmark: _Toc60989064][bookmark: _Toc60990001]           Environmental Forces 

Havaianas use the environmentally safety products to improve the bottom line and overall sustainability for the company. The brand secret with the natural rubber is most of it is from recycling which improve the cost of the raw material. Havaianas and IPE partnership for 15th years is help with environmental work Brazilian forest and flora. Havaianas sales revenue with the IPE 7% of each will be donate IPE (Environmental Research Institute) that develop projects to help preserve Atlantic rainforest, Amazonia and Pantanal.
Havaianas Conservation International help prevent the Brazilian ocean and fauna 7% of each sales revenue will be donate to the organization that develops scientific research to preserve Abrolhos sea (Havaianas, website 2020).

   
[bookmark: _Toc60989065][bookmark: _Toc60990002]Porters 5 Forces Model 

Porter’s Five Forces were created in 1979 by Michael E Porter of Harvard Business School as a basic method for evaluating and assessing the competitive intensity and position of a business enterprise. I will review this analyse of Porter’s 5 Forces for Havaianas in order to understand whether new goods or services are profitable, where they are profitable. 


            Figures 1: Porter 5 Forces Model of Havaianas 
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Threat of New Entrants – Low to Medium 

It is the interests of the companies that exist on the market to create barriers for new entrants to prevent them from entering into the industry. The company may be a different enterprise or organization that planning to reach the same business market. Havaianas brand has to moderate new entrant which means the new entrant did not have a significant influence for the market share. If their high risk of begging, Havaianas should retain their prices or increase funding and investment to discourage new competition. Havaianas is in the market for long time the secret with the rubber no one can copy till now, so we can say the threat of new entrants could be low for the same copy products. However, the brand has to maintain the customer loyalty, distribution channels restrict, invest on innovation and new marketing projects to avoid high new entrants and customers swich the brand. 

Threat of Substitute – Moderate 

 Havaianas substitute product is available on the market at relatively better price. There are many brands for flip flops in the market, but not many offer the same quality and performance as Havaianas brand. Havaianas can reduce the threat of substitute products by clearly emphasising how better there are vs. other competitors. Havaianas brand should provide better convincing reason to the consumers by offering a good experience and high value for the money. The brand built the loyalty customers and create the brand awareness during the years they invest on innovation for example with the Lab store in London or the exclusive service Swarovski customization they offer in Selfridges store. This is the advantage to be the strongest flip flop brand in the market, as the slippers has become a lifestyle and part of the everyday fashion. 


Rivalry Among Existing Competitors – Medium to High 

The industry is extremely divided, making it more competitive. The rivalry is showing the number of competitors that the company can have it. Havaianas can have high rivalry among existing competitors if the attacked the probability of the company with low prices targets. There are the competitors of the brand which try to enter the same market, but the brand has the strategies in place. The company developing this long-term customer relationship even is medium to high risk of competitors sometime this also in good strategies to collaborate with competitors. Havaianas should developing the intensify new customers segments and target to avoid competitions. 


Bargaining Power of Suppliers – High 

The power of supplier relates to the power exercised   by the manufactures in terms of pricing of the raw materials and inputs required by the company. Havaianas suppliers cannot dilate the prices, because the company is long time in the market they have to accepted. Havaianas has to develop long-term contracting with suppliers for all the different country they enter, which can improve the supply chain effectively. 



Bargaining Power of Buyers - Medium 

The buyers of the Havaianas are not only the consumers is the suppliers this is make it the market volume. Multiple products offerings by buyers also increase buyer power. Havaianas should concentrate on differentiating the product and growing   the market for the product for different consumers, and work towards moderating buyer strength. Havaianas apply this strategy as the brand did not produce only flip flop like in the begging they focus on apparel, sunglasses accessories. 


[bookmark: _Toc60989066][bookmark: _Toc60990003]SWOT Analysis for Havaianas    

SWOT analysis is valuable method for designing marketing plans for start-up firms as well as for existing companies. The SWOT analysis for Havaianas can lead the company to a successful decision and to the achievement the business objective (Baker, 2003).

Strengths
 
· Strong brand image and perception 
· International presence in different regions 
· Wide product portfolio 
· High quality products 
· Strong financial position 
· New suppliers 
· Online and offline availability 
· Collaboration with other brands 
· High Margins 
· Strong brand equity and brand awareness

Weakness 

· Seasonal products (UK)
· Higher prices 
· Poor customer service or negative word of mouth advert 
· Yearly new stock production 
· Increase of worldwide competitors 
· Lack of flexibility in the supply chain 
· Failure for more innovation 



Opportunities 

· New potential customers 
·  Develop new technology
· Customer changing the taste of the products 
· Increase e-commerce social media 
· Improvement in the customers 
· Increase standardization 
· Reduce the cost of market entry 
· Assess new markets 


 Threats  

· New regulation imposes 
· Increase direct/indirect competitors 
· Increase the cost of production 
· Growing environmental sustainability 
· Increase bargaining power of buyers 




[bookmark: _Toc60989067][bookmark: _Toc60990004]Advantages and disadvantages for Havaianas SWOT analysis 

 The advantages for the SWOT analysis are to see the opportunities and the strengths of the brand before the competitors. Havaianas SWOT analyses give the advantages of the company future action with great strategies for new resource, new suppliers this will fill the needs on the market. The weakness is good advantage for the company to not loss the brand awareness they have create with the consumers and any weakness could came easily strengths.  Opportunities is advantage for the brand to look deeper for the strengths and focus to increase them, to minimalize the weakness and to neutralize the threats.    
The threats are the disadvantages or unfavourable situation which make the brand to have difficulty to achieve his goals.  

[bookmark: _Toc60989068][bookmark: _Toc60990005]Segmentation, Targeting and Position for Havaianas 

Marketing segmentation by splitting the market into smaller segments of the customer with distinct desires, attributes, or behaviours that may involve different marketing campaigns or combinations (Kotler & Armstrong,2016).

[bookmark: _Toc60989069][bookmark: _Toc60990006]         1.Segmentattion 

1.1 Geographic 

Dividing the sector into various geographic units, such as counties, provinces, regions countries, cities, or even communities (Kotler & Armstrong,2016).

Havaianas is global brand operating in different countries the markets USA, European, India, Indonesia, Philippines, Israel, Middle Eastern and etc. The brand has to pay attention in each market consumers needs and wants. 

1.2 Demographic 

Dividing the market into segments based on variables such as age, life cycle stage, gender, income, profession, education, religion, ethnicity, and generation 
Demographic considerations are the most common basis for segmenting customer groups, customer needs, wants and consumption rates (Kotler & Armstrong,2016).

Havaianas from the begging the company targeted poor people, contracture workers with low income and minimum wage. Nowadays the brand slogan is ‘everyone wears them’ after they repositing the brand can be for poor to rich, from the basic to the luxury, from high-end fashion to the laid-back relaxed looks. Havaianas has target all the age they have from 0 age to unlimited age group and all the gender is most welcome in the brand. Havaianas focus of high-income consumers they have collaboration with Valentino, YSL, New Era, Mastermind, Eastpak and Swarovski and has display on the collection in high level department stores. 

1.3 Psychographic 

Dividing the industry into various categories depending on the features social class, lifestyle, or personality (Kotler & Armstrong,2016).

Havaianas lifestyles after shifting the strategies and targeting the consumers with high income or even celebrities. Havaianas idea of customization with pins and crystals make the brand personalized for each consumer choosing to create his own pair of Havaianas. 

1.4 Behavioural

Dividing the market into segments based on consumer awareness, behaviours, products usage or product response (Kotler & Armstrong,2016).

Havaianas has occasions segmentation when the consumers buying the products depends on the needs in this time. For examples Havaianas has so many consumers which willing to purchase during promotion time or for wedding with customization.  The power of the loyalty consumers which willing to buy every new collection of the brand. 

[bookmark: _Toc60989070][bookmark: _Toc60990007]      2.Targeting 

A set of customers sharing similar needs or attributes that the business chooses to represent (Kotler & Armstrong,2016).
Havaianas used undifferentiated market or mass marketing strategy which is focusing on all consumers needs and satisfaction all the wants. 

[bookmark: _Toc60989071][bookmark: _Toc60990008]    3.Positioning 

The picture of the brand created by the company in the minds of the customers that is linked to the competitors (Kotler, 9th edition). 
Havaianas positioning the brand in the mind of the consumers in 90th after they are repositioning the brand in different direction use the segmentation and targeting, they are developing a positioning statement.



[bookmark: _Toc60989072][bookmark: _Toc60990009]Marketing Mix for Havaianas 

The marketing mix refers to the collection of acts or strategies that the company uses to sell its brand or product in the market. The 4Ps is a traditional marketing mix-price, product, commodity, promotion and venue (Kotler, 9th edition).


                    Figures 2: Havaianas Marketing Mix 4Ps
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1. Product 

Havaianas built the brand image with the products they offer to the market. The world known brand for selling flip flop and inspired consumer with the Brazilian lifestyle.  The consumer gets great experience with the company production during all this year. The products are with good quality best performance lasting for years. The consumer is also happy with the service the brand offer for example the 6-month warranty for any pair of Havaianas.  

2. Price 

Havaianas price strategy is to be abortable for everyone from the poor to the rich. The basic unisex design of the brand is £20, and they sell the Slim pair for £25, which is way more expensive than Primark flip flop, but this is the different quality and BRAND. The mean point of pricing is not to sell cheap products or too expensive is to propose your best products to the market with the best value price. 

3. Place   

Every retail business thinks about the place this product will sell, which mean location, location and again location the most important part. Havaianas is present in 106 counties worldwide in the best locations for stores, kiosk and concessions. Havaianas store in Sao Paolo, Brazil with the best location creates great atmosphere for all the consumer and one of the points for tourist visit. 
 In UK Havaianas have store in Westfield shopping centre, Carnaby street and Selfridges concession.  


4. Promotion 

The promotion in retail business is very important like that the brand create awareness.  Havaianas brand use different promotions to build consumers attentions. Advertising on social media is one of the top promotions the brand has direct impact for the consumers. In London the brand has tube advertising in many different stations (Figure 3).

                  Figures 3: Let’s Summer in London Tube 
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· Sales promotion
Havaianas is mean season is summer in this time the brand did not have any sales promotions, but the brand always attracted the customers with bandana for free if you purchase any St. Trope collection, this summer the brand has the free Chilli’s water bottle after purchase of up to £40, beach bags for free and inflatable free. From mid. September till the new collection in February the brand has up to 30%, 40% and 50% off on selected lines. 




[bookmark: _Toc60989073][bookmark: _Toc60990010]Conclusion 

In this report, I analysed the internal and external environment for Havaianas brand including Pestle factor, Porter’s 5 Forces, SWOT analysis with advantages and disadvantages, Segmentation, targeting and positioning and marketing mix. The market which the company operates, its customers, competitors and the external environment must be continuously monitored. This is because the positioning is vulnerable to change such as like the impact of Covid-19 this year has changed customer behaviour, technological advances and the entry of new competitors. Havaianas is strong brand with great image and reputation with good strategy of the business. 

[bookmark: _Toc60989074][bookmark: _Toc60990011]Recommendation for Havaianas brand (Figures 4)

Market Penetration 

The brand can expand into the market with other collaboration with competitive brands. The brand has to innovated more the sales promotions with influencers on Facebook and Instagram. The new idea with loyalty gift card for regular customers will encourage them to increase the sales. Havaianas has to increase the franchisers and distribution channels to hit new target market. The mean strategy for the future will be online retailing with fast delivery service this all with increased market penetration.

Product Development 

Havaianas is renowned its long-lasting high-quality products, but the company should concentrate to identifying a difference in customer demands and the market supply. The brand innovation with the Lab stores should increase in the futures with more stores. Focus on new marketing strategies to increase the sales, but also the customers loyalty and to prevent the losses. 


Market development 

Havaianas as International brand they develop existing market and enter many new markets in different countries. They have to expand the brand to counties with hot weather more than before to increase brand awareness and limited seasonal production. 

Diversification 

Havaianas every year produced some new products in the market, but I would like recommended new product totally different for the brand image. The company has flip flop, espadrilles apparel and accessories they need something new like how they use to have in 2011 Wellington boots. This time compering to the business needs for the winter season scarf with gloves with leather   espadrilles. The brand has to target new group of consumers to expand its portfolio.  

 
              Figures 4: Ansoff Matrix for Havaianas Brand [image: Diagram
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Alpargatas/Havaianas
https://www.alpargatas.com.br/#/conheca-empresa

Are Havaianas helping to solve Brazil’s Corruption Problem?
https://theculturetrip.com/south-america/brazil/articles/are-havaianas-helping-to-solve-brazils-corruption-problem/


Taxation law in GCC 
https://www.mondaq.com/withholding-tax/820786/taxation-laws-in-the-gcc

Gross Domestic Product (GDP)
https://www.investopedia.com/terms/g/gdp.asp

Consumers and the new reality 
https://assets.kpmg/content/dam/kpmg/xx/pdf/2020/06/consumers-and-the-new-reality.pdf

Coronavirus: What is recession and how could it affect me?
https://www.bbc.co.uk/news/business-52986863

What is the UK’s inflation rate?
https://www.bbc.co.uk/news/business-12196322

Havaianas launches Let’s Summer! Campaign in China 
https://www.brandinginasia.com/havaianas-launches-lets-summer-campaign-in-china-via-mediamonks/

[bookmark: _Toc60989076][bookmark: _Toc60990013]HAVAIANAS ENCOURAGES CONSUMERS TO PLAY WITH ITS BRAND IN 
Havaianas encourages consumers to play with its brand in new testing lab store concept 
https://adage.com/creativity/work/havaianas-new-store-concept/2226976

Havaianas releases pride collection and agree to stop labelling products by gender 
https://www.theindustry.fashion/havaianas-releases-pride-collection-and-agrees-to-stop-labelling-products-by-gender/

Havaianas IPE sustainability 
https://www.havaianas-store.com/en/sustainability

Havaianas store isay weinfeld 
https://www.archdaily.com/33691/havaianas-store-isay-weinfeld
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