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Brazil

with straps that stayed in place and rubber that 
wouldn’t smell. If anything, that should mitigate 
against repeat purchases, shouldn’t it?

In fact, the genius of Havaianas is the genius of soft 
power, explains Marcello Serpa, partner and creative 
director at the brand’s ad agency, AlmapBBDO. He says 
the brand’s strategy - taking the essence of Brazilian 
style, humour and lifestyle and tying those qualities 
into an affectionately self-mocking global campaign - 
is a model for the country’s cultural ambition.

‘Havaianas has a huge resonance and huge affection 
in the memory for everybody. It connects Brazilians 
to our youth, and to the beach,’ Serpa says.

Customisation began on the streets. The shoes 
originally came in black, blue or yellow soles with 
a white top. Kids were constantly turning the shoes 
over, mixing and matching, creating their own pairings.

‘We started working on the campaign in 1994, 
and at that time Havaianas were very well known 
in Brazil but they were cheap and were used on 
building sites or for going to the beach,’ Serpa says.
‘It was a poor man’s shoe - the least expensive thing 
before walking barefoot. We took it and made it 
glamorous and aspirational around the world.’

Parent company Alpargatas hired designers to 
revamp the colour schemes and started a two-tier ad 
campaign, pitching the new designs to both the top 
and the bottom of Brazil’s social pyramid. ‘We had one 
TV ad with a lot of Brazilian celebrities making fun of 
themselves and wearing Havaianas,’ Serpa says. ‘Then 
we used print campaigns and fashion shows to put the 
new Havaianas, the colourful Havaianas, on the map.’ 

The campaign’s cheek appealed to Brazilians’ sense 
of humour. By 2007,8jo pairs of Havaianas were 
sold for every 1,000 people in Brazil - international 
expansion was the only way to grow.

High-end fashion ads were already wooing Brazilian 
models, who took extra pairs to Europe and the US 
to hand out to friends. ‘The first two or three magazine 
ads outside Brazil we ran in Portuguese,’ Serpa says. 
‘There was nothing in English, and I think it was a very 
bold move. In Brazil, our advertising has to be local 
or it doesn’t work. The most difficult part was, do the 
French, English, Germans or Australians understand 
what we’re doing here? And we realised that, yes, 
people like Brazil as an expression of a way of life.’

With global sales topping $167 million, jewellery 
label H Stern creating limited-edition pairs with 
diamonds, and Missoni customising pairs with the 
brand’s trademark zigzags, Serpa is permitted a 
quiet smile. There’s one final issue to resolve, however.
If you’re not Brazilian, it’s almost impossible 
to samba in flip-flops. ★
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Caixa de texto
Fonte: Wallpaper, London, n. 177, p. 151-152, Dec. 2013.




