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Abstract 

In an ever-global society, with the World in a constant state of information sharing through new 

technologies, the way in which consumers interact with both each other and companies has forced 

the latter to think and behave internationally. In parallel to this technological development that 

facilitates internationalization, the small size of the national market also creates incentives for 

companies with high growth expectations to internationalize. Inserted in the ever-growing group of 

Portuguese companies looking to expand their business abroad is Futah – the Portuguese towel 

brand. In order for this to occur, Futah has to implement a well-defined internationalization strategy. 

This study aims to, based on previous literature on a myriad of internationalization strategies for  

brands and companies, analyze the strategy lined out by a Small and Medium Enterprise (SME), 

concretely the Portuguese brand Futah. Small and Medium Enterprises have characteristics that lead 

to strategies, including internationalization strategies, that have to be adapted, since their resources, 

skills, and opportunities determine that the way of competing differs from large companies. This 

thesis intends to, based on the Futah case study, illustrate an internationalization strategy. 
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Introduction 

The internationalization process of small and medium-sized enterprises (SMEs) has been studied in 

recent years (Meyer and Gelbuda, 2006). Before the globalization of markets and industries, there 

was a clear division: large multinational corporations competed internationally, while small firms 

competed locally or even regionally (Etemad, 2004). 

However, there are a number of challenges for SMEs to expand internationally: if on the one hand 

the literature agrees that internationalization benefits many firms, this relationship becomes less 

evident in the specific case of an SME. As several studies indicate, an SME is not only a small version 

of a large enterprise, since management systems are different as well as resources and the entire 

organizational structure (Pangarkar, 2008). 

What this work intends to add to the literature is, more than an analysis to the internationalization 

of SMEs, a study on the internationalization of a Portuguese brand, since there are few Portuguese 

brands with international projection (Diário de Notícias, 2011). "The development of national brands 

is a key element in adding value to national production. It is that the brand is always a central 

element of a successful growth strategy based on a sustainable presence in national or international 

markets. " 

In this sense, the case study will be the Portuguese brand Futah, which since 2016 has taken its first 

steps towards brand globalization. 

Case study: Futah Beach Towels 

Created in 2014 by three cousins, the Portuguese brand Futah Beach Towels appears on the market 

as a way to present a solution to a need identified by the founders: the lack of a beach towel that 

could serve more purposes than those offered in the market. 

Vision: Futah has as its vision "to be a benchmark in the main summer markets" 

Mission: Futah's mission is, being a company aware of its value and betting on the quality of its 

products: “to make Futah an indispensable accessory during summer”. 

Currently Futah has nine models of towels, ranging in price from 20 euros for child size, 30 euros for 

individual model and 40 euros for large towel model. The sales outlets are located a bit around the 
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country and the first flagship store of Futah was opened in Campo de Ourique, in one of the most 

emblematic neighborhoods in Lisbon. 

The towels are designed in Portugal and manufactured in Tunisia, and they have in its manufacturing 

process all the know-how and ancestral knowledge of the Tunisian craftsmen in the handling and 

processing of Egyptian cotton. 

 

State of the art 

Small and Medium Enterprises (SME) 

The term Small and Medium Enterprise covers a variety of companies, and most authors do not use 

this term much (Analoui and Karami, 2003). 

Small and Medium Enterprises are, in general, very different from large companies in terms of 

organizational structure, reactions to the environment, management styles and how they compete 

with other companies (Neves, 2014). 

According to Neves (2014), SMEs are more linked to their business partners and the local 

community, which is reflected in informal relationships with key stakeholders (customers, employees, 

suppliers, environment and community). While in a large company the information is all processed, 

in small companies personal observation is usually sufficient. SMEs are also different in terms of 

control, according to Neves (2014): an SME is much less demanding whereas a large company uses 

many control measures. 

In the book by Analoui and Karami (2003) called "Strategic Management in Small and Medium 

Enterprises" a qualitative definition is mentioned for an SME, indicating three characteristics: the 

managers are usually the owners of the company; the capital of the company is held by a person or a 

small group; the area of operations is mainly local, workers and owners of the company work within 

the same community, without the markets where they operate necessarily have to be located in the 

same place. 

Typically, in SMEs the owner-manager is responsible for many areas at the same time, and may be 

less aware of long-term issues (Neves, 2014). The author also points out that it is very common for 

small businesses to distrust bureaucracy, which makes them less susceptible to institutional pressures. 
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In addition, the financial resources of SMEs are often non-existent (Neves, 2014). The small size of 

SMEs implies less bargaining power and more difficult access to capital (Neves, 2014). 

On the other hand, companies of this size tend to be more flexible, which means that they can react 

quickly to changing market situations (Neves, 2014). 

Internationalization strategies 

It can be said that the decision on the choice of the method of entry in an international market is 

very complex (Silva et al., 2010). It is a decision that requires a lot of complexity because it will 

directly affect other decisions, such as product, price and positioning. The decision on the most 

appropriate internationalization strategy must take into account various elements such as the place of 

production, the risk and the level of control required by the operation to be carried out. 

The main modes of entry are summarized below (Silva et al., 2010): 

Export: a direct way to internationalize the activity of a company, with less costs 

 Direct: the company sells directly to an importer from a foreign country. 

 Indirect: the company sells to an intermediary in the destination country. 

Contractual arrangements: These include various agreements, which normally involve cooperation 

between companies wishing to internationalize. 

 Licensing / Technology Transfer: One company gives another the right to use technology 

within an established area in exchange for royalties. While licensing has to give up patent rights, the 

transfer applies to technological knowledge without a patent. 

 Franchising: a type of license or aid contract through which a company ("franchisee") obtains 

from another ("franchisor") the right to exploit, under certain conditions, a product, service, name or 

registered trademark . 

 Management Contract: an agreement with which a company guarantees the creation, in 

whole or in part, of an economic unit in a foreign country, offering management to a company in the 

country of destination. 
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 International sub-contracting: the main or subcontracted company purchases the 

subcontracted products, parts of products or simple operations performed on those products, based 

on pre-established specifications. 

 Strategic alliances: includes several situations of commercial relations between companies in 

a given (often rival) market and companies from different countries. 

Foreign Direct Investment: includes all investments made for the purpose of acquiring a strong 

position in the company where the investment is being made, with effective decision-making power 

over that company 

 Joint-venture: It consists of the participation of several companies (legally independent) in an 

economic fund, with the purpose of carrying out a productive and / or commercial activity, thus 

allowing them to share ownership, profits and businesses. 

 Partial property: the company has a share of the capital, with decision-making power, from 

one company in another market. It has the advantage of being faster and overcoming some legal 

problems. 

 Total property: involves the creation / acquisition of a company abroad, fully owned (100%) 

by the company, which requires a larger initial investment. 

Internationalization strategy of a global brand: Havaianas 

The international path of Havaianas began in the nearer countries with fewer psychological barriers 

(Silva et al., 2010). The company has gone from an indirect export model to a direct model, and thus 

attempted to increase the sales potential of the markets. This made the company take a giant leap and 

therefore decided to launch the brand in the most important cities of the fashion world - Paris and 

New York - with direct exports through distributors resident in those cities. In 2007, Alpargatas  (the 

name of the company who owns Havaianas) chose New York to have its first overseas sales 

subsidiary. The company realized that the acquired knowledge about the market was fundamental in 

the construction of the internationalization process. The last step in the internationalization process 

according to the company's managers will be to establish a factory in China which will happen very 

soon. (Silva et al., 2010).  
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It is important to emphasize that in terms of internationalization process, the company followed a 

known model (Silva et al., 2010). In fact, the strategy of internationalization occurred gradually and 

sequentially (Johanson and Vahlne, 1977; Johanson and Wiedersheim-Paul, 1975), as the company 

initially tried to serve the most sophisticated consumers in the domestic market, and then moved to 

other markets "psychologically" coming to Latin America. With this move to nearby markets, the 

company gained the necessary expertise that grounded its future moves to more distant markets. 

Internationalization strategy of Portuguese brands 

Portugal is the 50th largest exporting country in the world, and the 18th largest in Europe. However, 

more than exporting in the different Portuguese industries, this work gains importance by analyzing 

the national brands that have become international, or that intend to do so: it is in this context that 

our study case, the Futah brand, appears. 

A study on the internationalization of Portuguese SMEs carried out by SBI Consulting revealed that 

55% of the new Portuguese brands bet on internationalization right from their first year of activity, 

and 20% affirm that internationalization only took place after 10 years of the company in the market. 

This work intends to focus on Portuguese brands with a worldwide presence, and in this scope three 

brands were chosen for example in the fashion area: Salsa, Lanidor and Parfois. 

Global brands vs. Portuguese brands 

Havaianas, being a world-known brand present in the four corners of the World, is a great example 

to follow for Futah. In fact, Futah is comparable to Havaianas since they both sell a beach product, 

they also want to give the brand name to the product (they want to sell Futahs and not towels, like 

Havaianas sells Havaianas and not slippers), and they intend to sell as a Portuguese fashion brand 

and take profit of this extraordinary moment that Portugal is living in terms of international 

projection, just like Havaianas did with Brazil. 
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Conclusions and International Strategy for Futah 

After analyzing in what state is Futah’s internationalization process, we could see that the company 

operates in three different ways in different countries. In fact, the company has Distributors in most 

of the countries (Brazil, Angola, Cape Verde, Australia, Dubai, Mozambique, Chile), it also works 

with Agents (currently only in the United States) and Direct Selling (Spain, France, Italy, Switzerland, 

Germany, Dubai). The situation at greater risk for the representative is that of the distributor, since 

he commits himself to the payment of the product without knowing the success that will have. An 

agent is less risky because it does not make capital investment but has a smaller margin. For the 

company, direct selling presents the most attractive option in monetary terms but there may be the 

difficulty of adapting locally to each market, something that a distributor has a greater possibility of 

obtaining by the knowledge that it has of the external market. 

Considering the current situation of the company, a concrete action plan for Futah’s 

internationalization was described, with several stages being suggested to the company to execute. 

Namely with investments in the following areas: Participation in fairs; Prospecting trips; Digital 

marketing; Events and press relations in target markets; Elaboration of a Marketing Plan. 

This Master's Dissertation in Industrial Engineering and Management discusses the topic of the 

internationalization of companies, with a case study applied to the Portuguese beach towel brand 

Futah (whose founder is the author of this work). 

Companies internationalization is a subject widely studied in diverse literature, and what this work 

intends to add is, more than another generic work on internationalization of companies, a study on 

the internationalization of a Portuguese brand. 

In this sense, the case study was the Portuguese brand Futah. Futah is a Portuguese beachwear brand 

founded in 2014 that is currently evolving and taking the first steps in its international expansion. 

This thesis allowed us to describe in detail the company, to understand what supports the Futah 

brand and to describe the next steps of this young startup. Vision, mission and strategic objectives of 

the company were reviewed, as well as the competition of Futah and the market that covers were 

themes exposed in this work 
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A description of the state of the art was also made of the topics of interest for this work, namely 

internationalization of companies in a generic way, which converged to a review of the literature on 

four selected brands, a global brand and worldwide known as Havaianas, and three Portuguese 

brands that had the international seal well present: Salsa, Lanidor, and Parfois. This review allows to 

compare the case study of the young Futah to these four renowned brands, and to understand the 

way to go in the international adventure of Portuguese beach towels. 

In this Master's Dissertation the study case of Futah was further studied, detailing the steps and 

stages that the brand will have to travel to grow and gain international ground. A detailed 

international expansion proposal was presented for the Portuguese brand Futah, which could 

eventually be used by the founders as a basis for its internationalization strategy in the coming years. 
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