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Introduction 

Marketing is an operational feature and collection of processes for developing, communicating and providing value to consumers and for managing customers interactions in ways that support the company and its stakeholders (AMA,2020). Marketing is everywhere surround us shopping mall, TV, magazines, newspapers, mailbox. In this year and especially this 2020 with Covid-19 marketing is more in social media, online tutorials, influencers, mobile apps and web site. We know that marketing starts with the consumer desires and wants to do so.  Nowadays the people need everything food, water, air, clothing and traveling. Beyond this, people have a high need for entertainment, jobs and other programmes. The wants are part of people’s needs, but demands are the peoples wants. Marketing strategies for any company has to be strong and powerful to provide value and retain and expand new customers by providing satisfaction (Kotler & Armstrong 2016).
In this report, I will analysis the customers end-to-end journey for Havaianas which is including communication model, IMC, Keller’s Brand equity model, customer touchpoints and total engagement model. 



Company background 

The first pair of Havainas was born and patented in the summer 1962. Owned by Alpargatas SA company it was inspired by the ‘Zori’ typical Japanese sandals made of fabric straps and rice – gain texture and soles made by vulcanized rubber. The rubber carries other secrets, a global reference of quality lightweight and resistant, heat-resistant, comfortable, water resistant and durable. In the search of the name back in the years Hawaii was the most popular and dream holiday destination for many people. Havaianas means ‘Hawaiians’ in Portuguese that’s how the name has been created. Practically every worker wore a pair in Brazil, because there are cheap, comfortable and stay longer. Havaianas become essential item for the life of Brazilian as part of the groceries shopping. For 32 years, the model produced by the brand was the same and was composed only two different colors in blue and white. Production error by producing a batch of green Havaianas, which hit the marketplace actually get positive feedback and good opportunity to start producing different colours. After the repositioning the brand in the 90th Havaianas focus for the innovation and aspirational positioning to increase the grow of the company. In 1998 Havaianas create new collection for the World Cup, featuring a small Brazilian flag on the strap. Brazil did not win in this year, but Havaianas become emblems with this product around the world. In 2003 Havaianas was in the Oscars, with the latest models given to all nominees. In 2012 they lauded in the biggest consumer market in the world China. In the same year Havaianas achieved the milestones of 230 million pairs sold and 30 million pairs exported. Nowadays the brand is worldwide success present in 106 countries launching 400 new models every year and 10 pairs of Havaianas are produced every second (Havaianas, website).



Communication 

The communication is one of the key parts in our life to transfer information between each other. In 2020 with the Covid-19 impact the communication has changed completely to telecommunication when most of the people was in lockdown. This new way of communication did not change the function of the marketing communication to get in touch with consumers direct or indirect to persuade them to buy the product or service the company sell (Kottler 2016).
The marketer uses marketing communication to increase the brand awareness among the prospective buyers, which ensures that some impression of the brand is built in their minds that help them to make the purchase decision.
Havaianas company use the Marketing communication mix, which is including advertising, sales promotion, personal selling, direct marketing to create and sustain strong customers relationship (Kotler & Armstrong,2016).




Shannon and Weaver model of communication 

According to Kotler and Armstrong (2016) to develop effective marketing communication, you must first understand the general communication process. In 1948 Claude Shannon and Warren Waver was created transmission model to show the different stage of the buying process. Communication process involves the nine elements which has to work effectively to understand customer’s experience (Figure 1). The sender (information sources) is who decides what to say and how to say the message. The encoding(transmitter) transfers the message into the signal which can be distributed in the TV advertising, telephone or words write. The message is sent, transmitted and the media as a communication channel to reach to the receiver, but before that the decoding is actually thoughts which means the symbols encoding by the sender.  The receiver gets the message now he can response for it and give feedback back to the sender. The noise part is when the messages sent to the receiver could be misunderstand or completely different message that the sender wants.  One of the main purposes for those who use this theory is to recognise the sources of noise and attempt to minimize them in order to increase the consistency of the message (Kotler 2016).
         


       

    Figure 1: Shannon and Weaver model of communication process (Kotler 2016)
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Integrated Marketing Communication (IMC)
According to Philip Kotler, the integrated marketing communications process includes designing, interacting and providing value for consumers. Integrated marketing communications is a simple concept by all the touch point of the customer connected to the company and the brand. It brings together all communication into a message which the organization give to the consumer. The brand mean point is to send positive message at each contact. IMC integrates all promotional tools (Figure 2) work great together in harmony to ensure clear brand messages (Paul Smit 1996).

                    Figure 2: IMC Promotion tool mix (Kotler 2016)
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Havaianas current promotional concept 

The communication and promotional strategy are one of the key elements drive the Havaianas brand during all those years to be more visible and recognizable by the consumers. 
Havaianas launch every year (February in UK market) 400 new models of flip flop, sandals and apparel. In 2020 the new collection has been launching in all UK store with so many ideas with advertising the products in all the social media. 
This is year is born on new style Tradi Zori inspirited by the traditional design of the flip flop and Zori the Japanese sandals. The collaboration with the fashion label Mastermind Japan actually creates the match between Brazilian and Japanese roots (Havaianas 2020). Havaianas steps into New Era collaboration during 2020 as part of the 100 years anniversary (Havaianas 2020). The collaboration between Havaianas and Eastpak in this year is the inspiration of the Brazilian spirit (Havaianas 2020).
As the year 2020 is more home interaction Havaianas introduce to the market more colour of slides with socks comfortable for the winter season. In the winter the brand has 50% off on selected lines good chance to get gift for friends and families or new pair for summer (Havaianas website). 




 Building brand awareness of Havaianas – Recommendation 

The customers to recognize the brand by the name and logo is good reputation which the brand achieved, but awareness of the brand is the step further. Havaianas with his long history and the mean concept of the ‘story telling’ they achieved the feeling of the business. The information each customer received about the products will touch them emotionally to actually purchase from the brand. 

As the effected of the impact of Covid-19 this year the business should invest more on digital marketing ideas create platform of try on your pair of Havaianas and feel the summer spirit. Buzz marketing is good strategy to spread the information of product or new service the company planning to do and get the actual consumers to be brand ambassadors (Kotler 2016). Story telling about the brand for each customer will created awareness and positioning of the Havaianas in great direction. The brand can use world-of-mount influence with   bloggers and vloggers by tutorials and photoshoots to show the how great is the products, especially when you have some new collection. Havaianas can use also celebrity endorsers to build the brand awareness to pick the celebrity to represent the brand is very important. Havaianas as Brazilian brand will be more common to choose any Portuguese, Spanish or Brazilian celebrity, but for the UK market will be really great ideas if they choose for example Anthony Joshua or Lewis Hamilton different face of the brand with potential of new targets and great PR strategy. 

Havaianas use sales promotion to encourage the consumers to purchase the products they offer. This summer Havaianas use Chilli’s water bottle as free gift for each customer if you purchase more than £40, which actually had good impact for all the costumers during the hot months. Sale promotion I can recommend in the future could be up to £50 purchase will received free mini beach bag, beach towel or beach hat this promotion will build awareness of the brand. Havaians use guerilla marketing strategy every summer in different country in the beach create events or parties with Havaianas inflatable or showers. The brand can build strong brand awareness in the UK market if in the summer create Brazilian Carnal with Havaianas flip flop and apparel in central London or any shopping centres (Havaianas website).
In 2019 Havaianas celebrate 15 years collaboration with Arlin Graff and IPE   in London created spray painting a whole wall of a building to commemorate his work. These activities concentrate mainly on limited edition IPE collection of flip flop designs, which will donate a percentage of sales back to the Amazonian rainforest (Havaianas, Wonderland 2019).I would like to recommend more of this collaboration between the brand and international artist will delivery more brand highlighting worldwide.

Branding and Brand Equity of Havaianas  

According to the American Marketing Association (AMA), brand is a ‘name, symbol, logo or variation of them the brand is used to describe the products and service of single seller or group of sellers. The brand is actually more than just a name is a reputation, awareness, promises on the marketplace. If the consumers perceive and have some image of the brand, they do not have to participate in a lot of extra analysis interpretation of information to make a product decision (Keller 2013).
Branding helps consumers memorize the product and service of the organization Branding can change the way people view the brand, it can attract new companies and raise brand recognition. Brand equity is important marketing concept which has the control of the brand name in the minds of consumers and value of the brand identity. Brand equity can create positive experience of the consumers to continue choose the same brand over the competitors (Keller 2013). Havaianas is well-known brand in the market build positive brand equity for all these years. The consumers of the brand believed on the products willing to spent more vs. other brands in the market. Havaianas build the awareness in the consumer to become loyal for the brand and give them great experience with the product or service they provide. Havaianas has 6 months guaranty for all the products which is common mainly with the luxury brands. Havaianas knows they had good quality products which is last for long years, but with this strategy they create customer value and loyalty. 




Keller’s Brand Equity Model 

Keller’s brand equity model is also known as the Customer-Based Brand Equity (CBBE) concept is to build strong brand in order to achieve brand equity the company has to shape the customers thinking and feeling about the product you offer (Kettler 2013). Analysing through 4 stages of the pyramids follow by six blocks identity, meaning, response and relationship will build strong brand equity, but also will answer all the customers question about the brand to continue develop successful. 
In the first step, achieving brand identity or salience with customers to be easy recognized and built correct brand perception. In the step two, creating brand meaning or brand image, which is means how the brand stand out in the customers minds. Brand meaning has two categories: performance is the product satisfaction of the customers needs and imagery is the brand satisfaction of the customers’ needs direct or indirect. In the step three, customers response to the brand fall in two categories: judgments are about quality and consideration of them needs and feeling how the brand make you to feel. The step four is the top level every brand willing to achieved, because is the most difficult and desirable. According to Keller, brand resonance is the relationship with the customers by loyalty (repeat purchasing) active engagement. 


                      Figure 3: Keller’s Brand Equity Model (Keller’s 2013)
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     Havaianas build its brand identity during the years of originality of the products and relate them with the name and quality of the best flip flops in the market. Havaianas   performance already in the mind of the customers even since the begging of the brand use by workers is highlighted with the great quality.   Havaianas imagery is from all the customers own experience through the years, but also through the advertising such as word of mouth. The smart strategy after 90s to repositioning the brand using famous actor as advertiser the new fashionable products the brand show to take them out of the first image only beach flip-flops brand. Havaianas in the judgment category had directed response from the consumers as the most comfortable, water resistant and non-slip flip flops, which is built trust and customers are satisfied more than competitive brands. The feeling Havaianas reach not only with the famous people, but with the any customers which is in direct touch with the products. The emotions each customer will feel as the brand is inspired by the sun, fun, beach and summers    will secured the company to achieve the top level. Havaianas created an active engagement with the customers built this relationship with each one of them doesn’t matter of nationally, country or religion the customers are loyal to the brand and they will not change easy (Havaianas, website).


Advantages and disadvantages of the Keller Brand Equity Model 

Keller’s brand equity model lets the businesses grow and reach high-value brand potential (Jobber and Ellis-Chadwick,2016). As an efficient strategy for creating brands, the benefits of this model lie in the potential to create brand loyalty and to participate in proactive partnerships with companies and their customers (Kotler 2019). The strong brand equity which the marketers have to achieved is the expand of the marketing communication tools to increase profits (Keller 2009). 
 According to Keller, if the brand has positive CBBE response from the customer this is directed advantages, because the customers react more favourably to the 
product and services of the company and hit the competitor’s market. The consumer will be accepting easy any new changes of the brand as new distribution channel, brand extension and price increase. If we analyse this model advantages into Havaianas brand, we can see since the repositioning the brand and expanded internationally the loyalty of the consumer has become more and more during the years which has the directed negative impact for the competitors. The disadvantages of CBBE with the company is requires high-cost investment, partially in promotion. If the company is depending only on the loyalty of the regular consumer, they will losses the new potential targets. The company has to innovated with using the advertising, especially social media to improved perception of product performance.  


The Customer Journey and Customer Touchpoint 

The customer journey is one of the key elements in the business is important to create customer journey map to understand customer experience within your brand. The mean point of the customer journey map is to improve customers satisfaction before, during and after the purchase with your brand. That’s where the touchpoint will be created between the consumer and the company (Transformation,2019).



1. The Customer Journey 

Customer Journey in the marketing refers to the various action taken by the consumer and decision is reached through before the purchase (Ryte,2020). Customer end-to-end journey can be lengthy, extending through several platforms and touchpoints usually can take days or weeks. The organization has to provide for the customers best experience they can have from the begging till the end of the journey should be expected to customer loyalty, boost revenue and retention, minimise end-to-end service cost, and strengthen employee satisfaction (McKinsey & Company 2016). The end-to-end journey relates to decision-making process, which means customers to be unaware of the company but will become aware, checking about it, buying it, using it, though become an advocate to tell others to buy it and use it. There is 5 stage which cover the end-to-end customers journey in the map (Figures 4).

1.1 Awareness
 The first stage of the customer journey, which involves the spreading of the information about your products or service consumers needs and the first impression to your target audiences. The consumers have a needs or problem they research information to solve your first step to understand them (even to put yourself in them shoes) is to build the trust they expect (Zubak,2017)

1.2 Evaluation & Consideration  
The second stage of the customer journey, which the consumer is already slightly familiar with your products or services, the problem or needs is not yet solved. The mean goal in this stage is to evaluate the problem when you show the best solution and benefits if the choose your products or services vs. other competitors (Zubak,2017).
      
          1.3 Decision 
The third stage of the customer journey is the decision- making when the consumers complete the research and based on that they are ready to make the purchase. This stage is important to prove for the consumers they made the right decision to become your clients to avoid any critical reviews in the future (Zubak,2017).

1.4 Retention
The fourth stage of customer journey is the actual loyalty of your regular customers within the business. This stage is important to keep your already client happy and continue inform them for any innovation to maintain the trust. During this point, the company has been monitoring clients to get input on the product or service that they bought from you (Zubak,2017). This is the time when most of the company use the CRM (Customer Relationship Management) software tool to build the relationship with the customers to improved sales and profits. The platform is work when is collecting data from each customer records of emails, telephone numbers, addresses and social media profiles (Investopedia,2020).


1.3 Advocacy 
In this final stage of customer journey is when the consumer is become influencer of the product/service your company offer the hardest stage to achieve in the business. They’re saying wonderful things about you and your brand, they’re referring friends and family to you, they’re creating the most effective method of marketing your company will ever get, which is word-of-mouth (Zubak,2017).

2. The Customer Touchpoint 

The customer touchpoint is any connection of the prospective customer or customer with the company before, during, or after the buying something from the brand. In basic terms, the touchpoint of the customer is any point of contact between brand and the customer. These connections take place at different sites (online and offline) and at different hours. Customer touchpoint has three type depend on the customer journey decision (Pahwa,2020).
2.1 Pre-purchase 
All contact between the brand and the buyer before the sale has been made. This could include advertising, influencers promotion in social media, reviews and word of mount (Pahwa,2020).
2.2 Purchase 
This is the interaction of the brand and the buyer during the sale. This is important touchpoint which can be include website, the actual store and customer service team of the company (Pahwa,2020).
2.3 Post-purchase 

This is the contact of the brand with the buyer after the sale has taken place. This includes emails, customer service team, a consumer’s satisfaction event, gift cards and thankful letters (Pahwa,2020).


Customer Journey and Customer Touchpoint for Havaianas 


Havaianas use the customer journey as a point to understand how the brand stand in the mind of the consumers. Havaianas as international brand since the begging they have to use customer journey and customer touchpoint, especially after the repositioning of the brand. The brand awareness Havaianas has built during the years is help them to be recognizable and made the customers to make easy decision of purchase. The innovation of new products the collaboration with different brands helps the increase sales and create loyalty with every single customer. The events and beach party’s marketing strategies they campaign in the summers help the company to have word -of-mouth.  
Havaianas customers touchpoints with every single client is really more advertising in social media like Facebook and Instagram. The company strategies to advertising Havaianas products in Instagram platform in particular area Europe, USA, Indian, Middle East this idea help them to increase consumers in the different regions. Havaianas use CRM software tool to increase loyalty touchpoint with each customer and to build trust and value to each one of the clients. 

Havaianas Customer Journey Map 

A customer journey map is a graphic image of any encounter your customers have with you. It can tell the tale of a customer's engagement with your company from an initial interaction and ideally a long-term relationship (Lucidchart,2020).


   Figures 4: Havaianas Customer Journey Map for Slim Sparkle 
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Slim Sparkle purchase in Selfridges with the amazing customer service by the Havaianas team with 6-month guaranty of the product and CRM data capture for e-receipt and VIP events. In Selfridges store exclusively Swarovski Glam crystals customization for any plain pair Havaianas something new for the customers. The team can customize your old pair of Havaianas for free so many variations of pins & crystals. 
                               

Happy Customer holding Slim Sparkle in the hand ready to show Brazilian summer spirit. She will be the advocacy for the brand as she is in Love with them.
[image: ]
The strengths and weaknesses of Havaianas customer journey map 

· Strengths 
Havaianas is the well-known brand the customers are aware of the quality of the products they provide, service and comfort they offer. Havaianas also know what the needs of each consumers with the range of different products they are have in the market. The customer loyalty is more value during the year Havaianas is only global brand who has inspired the Brazilian lifestyles over the world. 
· Weaknesses 
Havaianas has new collection once in the year which can affected customers journey map and decision- making. Havaianas is seasonal product specially for the UK market in this year as Covid-19 impact no tourist coming to the country and local customers was not able to travel abroad.  During this year they have less availability some store did not open in the summer season and the company did not increase kiosk in top location. 




Improve Havaianas customer journey map – recommendation 


To improve the customer journey map will be with more advertising, especially during the winter season to show the customers the brand is still innovated new products. This year concept of home comfort with slides and the new idea with socks could continue for the future with more products on the market. As Havaianas produce espadrilles this will be a good idea to create fluffy pairs or even fluffy strap of Havaianas. All this new style could evaluate the customers’ consideration by switching to other brands due to low styles availability in the winter seasons. Havaianas has to build more customer loyalty with points program for regular consumers (Havaianas loyalty card). In this summer the brand creates some promotions if you spent £50 will get Chill’s bottle of water for free, which was the good impact of the brand and customer has very attracted to purchase, because they need the flip flops, they need the water bottle. The promo promotion could increase brand awareness, especially in the summer the consumers need something to attached them more than other competitors’ brands. I can recommend spent more than £60 will received sarong wraps or beach bag for free or this promo could be applying only for your loyalty customer. The customer journey map could improve with the advocacy stage when the brand can use not only celebrity to influence the products and service you offer should be the actual customers who purchase today from anywhere in the world video capture in the store. 



[image: A person sitting on a bench

Description automatically generated]      Havaianas Personas 
                                                                

     Name: Juliana Santos    
     Gender: Female 
     Age: 25 
     Status: Single
     Country: Brazil/London 
     Occupation: Model/Blogger     
     Hobbies: Dance/Travel 
     Behaviour: Fashion blogger 
     Instagram addicted 
     Party girl and Salsa dancer 
     Goals: #nice quality 
     #comfort 
     #fashion lifestyle 
     #colourfull clothes 
    #easy and simple outfits 
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Name: Michele Rossi                    
Gender: Male
Age: 27 
Status: Single 
Country: Italy/London 
Occupation: Influencer/Model 
Hobbies: Scuba diving/Surfing 
Behaviour: Fashion vlogger 
Instagram addicted 
Beach party 
Goals: # nice quality 
#healty and fashion lifestyle
#comfort 
#easy and simple beach outfits 


                                     
The Total Engagement Model (Roberto and Alpert,2010)

The success of a company relies primarily on whether customers choose to buy their goods. It is well understood that, if an organisation takes actions beyond simply motivating consumers to make once-off sales and instead attempting to build engaged customers, they will significantly improve market success sale and growth included (Figures 5).
   
                  Figures 5 Total Engagement Model 
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Conclusion 

In this report I analysed customer end-to-end journey of Havaianas the utilise of communication model, IMC, Keller’s’ brand equity model and customer touchpoint. Havaianas main strategy moves is to make it a popular product in global markets as well. Havaianas was able to do by segmenting its market and varying its goods in order to match its prospective consumers. The slogan of Havaianas’ Everyone wears them, and Everyone loves them’ matches perfectly their communication strategy the products is for everyone from the poor to the rich, from the celebrities to the regular joe. Havaianas is proud to be the brand that represents the Brazilian lifestyle around the world. 
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