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INTRODUCTION

As many people are aware of, when it comes to high quality sport products – shoes, clothing, equipment etc., one of the best brands out there, that specializes in selling that type of stock, is the brand named Puma. Puma is one of the most famous clothing and shoes brands in the world that has an average revenue of over 8 billion euros annually. Many people choose and prefer this brand for many different reasons – better prices, quality sportswear, prestige and much more. Being one of the most successful brands there is, it is very interesting to see how does this enormous company mange to operate throughout the world. How does it achieve the success that it has? What does the marketing process of this brand look like? How has it grown so much, and is there any room for even more success? In this report we are going to look, in more depth, into the external analysis of this company and how it operates. In the report, it is also going to be demonstrated the marketing process, and all the aspects related to it. Moreover, analysis like PESTLE and Porters 5 Forces will be included to examine the marketing process of Puma and to give more clarity into the way the company functions.



WHAT IS MARKETING?

Generally speaking, when we talk about marketing, one of the most important things that comes to most people’s minds is that marketing is an activity that is related to the selling and promoting of different products (Silk, 2006). This also includes the processes of making marketing research and advertising of particular stock. In other words, marketing can be described and explained as the action of different companies that try to promote their particular products or services to the public. Most companies are aiming to achieve good customers service, to provide quality products, and to attract loyal customers, in order to boost the selling of their products even more. One very good and effective way to achieve more success, when speaking about marketing and owning a company, is to constantly research the customers and conduct surveys. By doing this type of analysis, companies can figure out what percentage of customers is generally interested in what type of products or services the brand offers, thus being able to produce and focus more on those particular things. Simply said, marketing is the process of which companies get people to be interested in their products, which allows the bands to able to sell what the people need in terms of services or objects. The term marketing was first introduced in the 1950s, when people for the first time started to use forms of messaging and ways of advertising to boost the sales of their own products. After the innovation and the beginning of major usage of TVs, the entire process of marketing started to get much more popular and wide-spread. As a matter of fact, there are many different types of marketing, nowadays. Some of them include: internet marketing, blog marketing, social media marketing, video marketing and many more. As many people can guess, one of the most, if not the most common type of marketing these days is the social media marketing. Platforms like Instagram, Facebook, Twitter, etc. are used daily to promote different types of products and services. Puma has official profiles in all types of social media applications, and has boosted it sells increasingly after promoting their products, not only on TV, but on electronic devices as well, like phones and computers, which everyone uses. Internet marketing is related to the social media one, as it also promotes products that are available to every single person, just a few clicks away. The Internet has played a crucial role of the development of Puma, having allowed the brand to have its own official online shop, and many different types of advertisement of its products as well. 



THE MAIN STAGES IN THE MARKETING PROCESS

After discussing what marketing is, the next very important thing to talk about is what the marketing process is, and what strategies can be used for it to operate. By definition, marketing process is the steps that brands use in order to promote and advertise their products and services, thus increasing their sales and overall success. Marketing process involves many things such as: identifying and examining the customer’s needs, creating marketing strategy, and following the previously made marketing plan. Example to that is the brand Puma, which firstly identifies its target of customers, that are all related to people interested in sports. Secondly, Puma creates a marketing strategy for attracting customers such as sponsoring big sport events and collaborating with world renounced sport athletes. And finally, Puma develops a marketing plan related to the advertisement on social media, as well as having more partnerships and collaborations with other brands or famous people (Wood, 2007). The plan also includes things like making sure that the company establishes good relationships with its customers, thus making more and more people become loyal to the brand (Cespedes, 1996). After discussing the signification of the term - marketing process, we are going to look at the actual steps that companies like Puma follow for optimal advertising and promoting of their products. The first step is to understand the customers on the market, as we mentioned previously. By having done the analysis on its customers, Puma has established many different sections of products, some of them made for serious athletes, others made for general interested in sports people, also sections for kids and so much more (Daft, 2016). The second step is to create the strategy that convinces people to believe that the products of a particular company are a better match for them than the ones of competitive companies. Puma is a very preferred choice to buy sportswear rather than companies like Adidas or Nike, because it offers same type of high-quality products but for a much more affordable price. The third step is to create and sustain long-term customer relationships, by making offers, seasonal deals and many other things as Puma does. The last and final step of the marketing process is to capture value from customers. By capturing value, it is meant that the company ensures that customers have high ratings for the brand, stay loyal to it, and also take value from the brands and their services, allowing companies, on the other hand, to take value from the relationships of their customers.



PESTLE ANALYSIS RELATED TO THE COMPANY

[bookmark: _GoBack]After having discussed what marketing and marketing process is, and how it takes place, we are going to look into the PESTLE analysis of the famous sports brand – Puma. To begin with, there are various factors that need to be taken into account when dealing with such type of analysis. Those factors or aspects of the analysis are the following; political, economic, social, technological, legal and environmental (Christodoulou and Cullinane, 2019). In this section, we are going to look at each one separately and pay close attention to all the aspects regarding every single particular factor. The first one that will be discussed is the political factor of the brand. The first thing about this section is the lobbying or, in other words, the importance of the good relationship with the governing parties of the countries where Puma has chosen to operate. When talking about global brands like Puma, it is evident that the globalization process of a starting company cannot be done, if not that company has agreed to cooperate, and be on good terms with its governing parties. In recent times, Puma is gaining more access and influence on the Indian stock market, which has definitely made a difference for the company, considering the country’s huge population. That is why the brand has initiated the lobbying process with the Indian government, in order to establish a well-made online channels so that Indian customers can have access and purchase Puma’s products. The second factor is the economic factors that affect Puma. The global presence of Puma has made it clear that the production of the company has insanely high levels, but in order to manage with the production cost, Puma has been manufacturing its products in China, where the cost is seemingly cheaper and more affordable (Morgan, 2019). Another thing related to the economic factor is that a lot of people from different backgrounds have different average financial possibilities. That really affects the brand by causing particular people not to be able to buy their actual products, but to buy fake ones with the same or relatively similar logo and appearance. When looking at the social factors, on the other hand, many people throughout the world have reached the mindset of health consciousness by the messages and the motto of the company. All the different adds and famous sports people collaborating with Puma have spread the message that sport is important for our general health. Many people are educated on the positive effects of sport in our everyday lives, as well as proper eating habits and much more. Puma has managed to motivate people, at first place to start engaging in sports in order to make their lives better, and secondly – to use their sportswear and equipment throughout their journey for a better life. Also information is a key factor regarding the social aspect of Puma, because social media is the best way to provide customers with more detail on different products, deals and many other things. The next factors that are going to be discussed are the technological factors regarding the company. As Puma is one of the most famous sport brands, its technological researches have allowed the brand to stay on top of all modern trends in order to provide customers with more trendy and latest products. The advancement of the technologies worldwide is another factor that place a role in the production of the company’s products. Puma is a top-quality serving brand because of its innovation style and a constant search for improvement. Many designs of shoes and clothing have been created by the brand, that aim to be efficient, comfortable and stylish at the same time. An example of an innovation that Puma has is the so-called smart shoes that change their size according to the person’s foot, ensuring extra comfort. The next factor is the legal one, and that is a very important aspect of owning a company. All brands, no matter if international or not, must follow well-established rules, and must be aware of the legal restrictions of a country. In 2018, as an example for a legal factor playing out an important part of Puma, Nike decided to file a patent against Puma, with the accusation that Puma had used their technology without formal permission. And finally, the last factor that is on the list is the environmental aspect of the analysis. One of the most famous topics regarding the environment nowadays is the subject of the climate change. Puma is an example of a brand caring for the environment, as it has completely changed its manufacturing by using only sustainable raw materials. Also Puma has made many more efforts to contribute to the environment, as they have reduced their use of harmful materials like BCI cotton, polyester and other materials.



PORTERS 5 FORCES ANALYSIS RELATED TO THE COMPANY

Being one of the top-selling companies in the world has its own challenges, and Puma, being in that position, has to face with a big number of competitive brands, trying to take Puma’s place on the market. One of the most famous competitive brands to Puma are, as we mentioned, Nike and Adidas. All of those companies are making high-quality products, all of them have reached an enormous level of fame and popularity. An excellent way of getting more insight and understanding of the competitive position that Puma is in, is to look at the Porters 5 Forces analysis. The founder of this type of analysis – Michael Porter, has found out that there are several aspects that affect the competition, the profit, and other major parts of a business, and the 5 forces he claimed to be: the power of suppliers, the power of buyers, the threat of substitutes, threat of new entrants and the intensity of competitive rivalry. Each force has had a decent effect on Puma, and it is important to look at each one of them. First of all, the bargaining power of suppliers is an essential part of the first of the forces listed. There are many small brands all over the world that supply bigger brands like Puma with their products. In the shoe industry this power of suppliers is really low. That means that companies like Puma have higher control and bargaining power over to all of its suppliers. Generally, larger companies make sure to follow a specific set of rules regarding business ethics and human resources, and they try to find suppliers that do not go against that. That essentially limits the bargaining power of the suppliers, moreover, the raw materials that Puma uses mainly for its shoes, can come from many suppliers. The second force is the power of buyers, which is another thing that is relatively small in the shoe industry. Factors like the availability of information, for example, have led to the steady increase in the bargaining power of buyers. Other obvious things that limit the power of customers, when it comes to Puma, is the overall product quality, marketing and the popularity of the brand. The high competition with Puma, not only companies like Nike and Adidas, but also local brands, leads to higher focus on the quality of its products and the customer experience. Thirdly, the thread of substitutes in the shoe industry, and more specifically – for Puma, is moderate. As it has been mentioned, Nike, Adidas, New Balance and other local companies compete with Puma. A key factor of the company to lower the competitive pressure is the high awareness of the brand. In fourth place, the threat of new entrants for Puma is moderate, as well as the previous threat. Typically, the barriers of entry in the shoe business are not that high, which leads to many different shoe companies being established very frequently (Blythe and Megicks, 2010). Taking into account, however, the fame and popularity, as well as the overall well-established position in the market, most of the new entrants in the market do not have strong competition with Puma. Many challenges for new entrants on the market include financial difficulties, sales, distribution network and many more, which do not give them a very high chance of growing in influence. The final factor is the intensity of competitive rivalry, which on the contrary to the previous factors, is relatively high for Puma. The aspects that allow Puma, once again, to deal with the high levels of competition amongst the other shoe and sportswear brands, is the strong brand image of Puma, as well as the popularity of the individual products that the brand offers.



FUTURE RECOMMENDATIONS 

The future for the big brands like Puma, Adidas, Nike, etc. is a very interesting topic to look into, as these companies have already achieved so much when it comes to revenue, influence, expansion and many other things. An interesting question would be if there is still a major room of improvement, as they have already made their places on the list of most successful brands in the world. Puma, in particular, has a very long story of making shoes for the top-winning athletes in the world, and for over 70 years, Puma has extended its brand to over than 120 countries throughout the world. Puma has started its business mainly producing shoes, however, nowadays its products extend across running, fitness, football, basketball, training equipment and many more. Puma has also collaborated with world-famous people like Rihanna, Neymar Jr and others. That proves the enormous growth of the company and its improvements over the years, from back in time, when it was only a small shoe factory in a tiny town in Germany. When it comes to projects and plans, Puma believes that the development and improvement process never ends, and there are still ways to make their entire brand even better for their loyal customers. A plan that the brand has, is to make sure to have the right products to offer on the right time of the year when the demand of the customers is the highest (Baumann-Pauly, 2012). By doing this, they stay on top of things, because the company knows at what time of the year, what type of products are bought more often than usual. This requires a lot of time and effort of planning, as many things need to be considered. The first of them is that Puma should take into account how much time would be needed for the products to be delivered from production site to the destination of the delivery. The CEO of Puma has said that there are a lot of challenges that Puma should overcome like, for example, optimizing the planning processes, as well as making the delivery and distribution processes more effective and efficient (De Silva et al. 2020). Other reasonable suggestions for the overall improvement of the brand can be made by looking at the Ansoff Matrix. The Ansoff Matrix is a diagram that shows how businesses can improve by using different strategies such as market development, diversification, market penetration and product development (Rizwan et al. 2013). When talking about market penetration, as one of the strategies, companies like Puma can put extra effort and time into increasing production capacity and marketing investment. Other general examples of improvements that Puma can make are to introduce competitive pricing and decrease operational costs. The other strategy of development is through the sector of market development, and one of the most important and beneficial improvements that Puma can make is to develop more enhanced research, brand awareness and customer education. When talking about product development, modifications to existing products can be made, as well as launching new products. Those suggested factors are always leading to more growth and development, no matter how big and influential a given company has become.





CONCLUSION

In conclusion, Puma has become one of the most renounced and widely-known brands in the entire world, with a huge revenue and a continuously growing influence and popularity. It is a brand that not only sells shoes and sportswear, but also strives for spreading the message that caring for our health is an important thing, and we should make it a priority. In this report we talked about what the terms marketing and marketing process mean, how are they related to the sports brand Puma. Moreover, we also discussed the PESTLE and Porters 5 Forces analysis of the shoes company. After doing the analysis and evaluating the marketing process of Puma, the brand’s ways of operating and functioning are much more clear and justifiable. At the end, although Puma has accomplished many things and has been able to become one of the most famous companies, there are a couple of things that the brand can improve and work on, in order to continue to be as prosperous, and to advance in its future growth and development.
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