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[bookmark: _Toc235455669]1. Introduction
[bookmark: _7f2t4lpqigks][bookmark: _Toc235455670]1.1 Background of the Study
Digital advertising has become one of the most significant marketing communication tools in the business environment. The growth in social media platforms, e-commerce, smartphones and internet technology has transformed the ways in which companies interact with consumers to promote their products (Antczak, 2024). Digital advertisements allow companies to deliver interactive, measurable and personalised marketing campaigns to platforms including TikTok, YouTube, and Facebook. It has been found that the market for global digital advertising has reached nearly USD 567.9 billion in 2025, which is expected to exceed USD 1,692.9 billion by 2033 (Grand View Research, 2026). This demonstrates an increase in dependence of companies on digital platforms. The use of digital channels in marketing communication has increased opportunities for companies to communicate with their consumers. Brand image is a significant aspect of brand equity, which is considered the ability of consumers to identify a brand through its colour, slogan, logo, or name. High levels of brand recognition improve consumer trust, strengthen customer loyalty and increase purchase intention, which allows companies to develop sustainable competitive advantages.
[image: ]
Figure 1: Digital Advertising Market
(Source: Grand View Research, 2026)
[bookmark: _dk577i7o3or6][bookmark: _Toc235455671]1.2 Research Problem
Despite the increase and investment in digital advertisement, there has been Limited comparative research on the ways in which digital advertisement influences brand recognition among sportswear brands. The existing studies examine the effectiveness of digital marketing from a broader perspective or focus on individual companies, which provides a limited understanding of the effectiveness of different digital advertising strategies. This shows the gap in the existing studies in terms of impact of digital advertisement strategies of Puma or New Balance on their brand recognition. 
[bookmark: _73beafbviybv][bookmark: _Toc235455672]1.3 Research Aim
The aim of the study is to examine the influence of digital advertising on brand recognition through a comparative study of Puma and New Balance. 
[bookmark: _12skral874gq][bookmark: _Toc235455673]1.4 Research Objectives
Following will be research objectives for this study: 
· To investigate digital advertising strategies adopted by Puma and New Balance. 
· To evaluate the relationship between brand recognition and digital advertising. 
· To compare the efficiency of digital advertising in improving brand recognition for Puma and New Balance. 
· To suggest some strategies to improve the efficiency of digital advertising strategies in Puma and New Balance. 
[bookmark: _9maxqtr7elc][bookmark: _Toc235455674]1.5 Research Questions
Following will be the research questions for the study: 
1. What digital advertising strategies are adopted by Puma and New Balance?
2. How is brand recognition related to digital advertising?
3. What are some strategies to improve the efficiency of digital advertising strategies in Puma and New Balance?
[bookmark: _c5k5rfbsrymn][bookmark: _Toc235455675]1.6 Significance of the Study
The study will contribute to the literature related to brand management and digital marketing by offering a comparative analysis of two globally recognised sportswear brands. The finding will offer valuable information for marketing managers focusing on improving brand recognition through digital advertising strategies. By accumulating information from different sources, this study will provide evidence-based recommendations supporting strategic decision-making as well as contribute to a better understanding of digital advertising effectiveness within the global sportswear industry.
[bookmark: _qx0hhl4o4cxp][bookmark: _Toc235455676]2. Literature Review
[bookmark: _snv2kgo012qo][bookmark: _Toc235455677]2.1 Concept of Digital Advertising
Digital advertising refers to the promotion of brands, products and services through internet based platform including social media, mobile applications, online video channels and search engines. According to Sharma and Ashfaq (2023), it helps companies to communicate with the target audience in an interactive, measurable, as well as personalised manner, which differentiate it from traditional advertising techniques. However, the study conducted by Sinha, Arora and Singh (2025), the increasing expenditure related to digital advertising demonstrates increasing dependency of companies on digital channels for consumer engagement. Digital advertising includes various forms such as social media advertising, influencer marketing, search engine marketing (SEM), and email marketing. It has been identified by Theodorakopoulos and Theodoropoulou (2024) that digital advertising improves consumer engagement by allowing companies to deliver tailored content based on consumer interests, demographics and behaviour. Therefore,  digital advertising has become a significant element in Integrated Marketing strategies in competitive Industries such as sportswear.
[bookmark: _wixxx3c6k4vr][bookmark: _Toc235455678]2.2 Brand Recognition
A study conducted by Kwarteng-Amaniampong, Potgieter and Tait (2025) shows that brand recognition is one of the key elements in brand equity, which is considered the ability of an organisation to identify a brand through its logos, names, slogans, colours, or advertisements. Strong brand recognition contributes to positive consumer trust, purchase intentions and perceptions. In the opinion of Bukhari and Bukhari (2025), brand salience is the foundation for developing strong consumer relationships according to the Customer-Based Brand Equity (CBBE) Model. A high level of brand recognition helps companies to differentiate themselves from competitors by improving consumer loyalty. In the sportswear industry, consumers are presented with various competitive brands in the market. Therefore, brand recognition plays a significant role in influencing the purchase decisions of consumers within the industry.
[bookmark: _yypjgqf6b954][bookmark: _Toc235455679]2.3 Relationship between Digital Advertising and Brand Recognition
There is a positive relationship between brand recognition and digital advertising. Digital advertising improves brand visibility by exposing consumers to marketing messages on various online platforms. Higher consumer engagement is encouraged through influencer marketing, personalised advertisements, and interactive content, which results in enhanced brand recognition and recall (Giombi et al. 2022). Repeated exposure to digital advertisements improves the potential of consumers to identify brands and influences purchase intentions in a positive manner. Digital platforms help companies to monitor campaign performance with the help of real-time analytics, which allows continuous optimisation of advertising strategies (Emma, 2024). 
[bookmark: _m49c2umoc07a][bookmark: _mnukcy1w7xs3][bookmark: _Toc235455680]2.4 Digital Advertising Strategies of New Balance and Puma
New Balance uses a unique digital marketing strategy based on authenticity, performance, and lifestyle branding. In contrast to other brands that focus on celebrities as their main tools for promotion, New Balance focuses on community building, collaborations with athletes and authentic storytelling with an emphasis on the quality and innovation in craftsmanship (Miller, 2024). The company actively engages in promoting its products via social media channels, through digital video ads and partnerships with fashion designers and athletes. Puma makes use of social media channels like Instagram, TikTok, Facebook, X, YouTube, and LinkedIn to reach out to its audience around the world (Puma, 2024). It makes visually interesting content with athletes, celebrities, and influencers as well as encourages user-generated content by using campaign hashtags.
[bookmark: _yfh8kgogu3f1][bookmark: _Toc235455681]2.5 Literature Gap
While various studies have been carried out to explore the impact of digital advertising and brand management, some gaps can be seen in the existing literature. Most of the past research was based on the overall effectiveness of digital advertising or was conducted on one particular organisation, rather than making a comparative analysis of competing sportswear brands. Very few past studies explored the impacts of different digital advertising strategies used by Puma and New Balance on brand recognition. In addition, many studies in the past have used primary survey data while providing very little information based on secondary sources. Hence, this research aims at addressing these gaps through a comparative analysis of Puma and New Balance using secondary data.
[bookmark: _mhh93sgi3ti6][bookmark: _Toc235455682]3. Methodology
[bookmark: _pzx6lqzeoboe][bookmark: _Toc235455683]3.1 Research Philosophy
Research philosophy is considered the set of beliefs guiding the procedure of accumulating, analysing and interpreting data (Bergmann, 2023). Positivist research philosophy will be adopted in the study, which assumes that knowledge is sourced from observable evidence as well as objective facts. Positivism is suitable for studies depending on factual information instead of subjective interpretations or personal opinions (Ali, 2024). Since this study evaluates the influence of digital advertising on brand recognition, the positivist philosophy will offer an objective as well as systematic framework to analyse the existing evidence.
[bookmark: _gqmrdzkaila][bookmark: _Toc235455684]3.2 Research Approach
deductive research approach will be employed in this study, in which existing concepts and theories related to brand recognition as well as digital advertising will be used to examine the research problem. The deductive approach starts with established theoretical knowledge as well as analyse whether the existing evidence supports these theories (Fife and Gossner, 2024). This approach is suitable for the study since it seeks to evaluate the relationship between Digital advertising strategies as well as brand recognition. By evaluating existing literature, this study will compare the efficiency of digital advertising practices implemented in the two companies and determine with marketing theories.
[bookmark: _9wi9bc7133aj][bookmark: _Toc235455685]3.3 Research Design
A comparative research design will be adopted in this study. Comparative research allows the systematic analysis of similarities as well as differences between two companies functioning in the same industry (Borboni et al. 2023). The comparison between Puma and New Balance will allow the study to evaluate the ways in which differences in digital advertising activities impact brand recognition. The comparative design will offer a structural framework to accomplish the research aim as well as address the research questions.
[bookmark: _f2y1xx3x9pfa][bookmark: _Toc235455686]3.5 Data Collection
The study will rely on secondary data collection for the accumulation of required information. Secondary data will be suitable since it will offer extensive confirmation from published and credible sources, as well as decrease the requirement of financial and time resources. Qualitative data will be accumulated from academic databases including Google Scholar, Scopus, ScienceDirect, Emerald Insight, and SpringerLink to select peer-reviewedd articles for the study. Additional information will be gathered from annual reports, official company websites, industry reports, Statista, Grand View Research, Brand Finance, DataReportal, and Euromonitor. These sources will offer reliable information related to social media activities, brand recognition, market performance and digital advertising strategies. The use of various sources will improve the breadth of evidence appropriate for comparative analysis. 
[bookmark: _ak95x46bqui5][bookmark: _Toc235455687]3.6 Data Analysis
The secondary data will be analysed with the application of thematic analysis. This analytical method includes identification, organisation and interpretation of recurring themes within the accumulated literature as well as industry reports. The relevant documents will be used to identify information related to social media marketing, consumer engagement, brand recognition, influencer marketing and digital advertising strategies. Similar findings will be grouped into common themes to initiate comparison between Puma and New Balance. 
[bookmark: _5a8btdsxsldn][bookmark: _Toc235455688]3.7 Inclusion Criteria
The inclusion criteria are used to ensure that credible and relevant sources have been included in a study. In the study, peer-reviewed journal articles, books, company reports, market research reports, and reputable industry publications from 2022 to  2026 will be included. The sources which has been published in English and are related to brand equity ,sportswear industry, brand recognition, and digital advertising will be included in the study.
[bookmark: _at9cxzf88eh][bookmark: _Toc235455689]3.8 Exclusion Criteria
Sources which does not meet the research objectives will be excluded from the study. Opinion blogs, duplicate studies ,publications released before 2020, unverified websites and non-English publications will be excluded from the study. Studies which are not related to brand recognition or Digital advertising will also be excluded to maintain the focus of the study.
[bookmark: _a9mh94kpr2x9][bookmark: _Toc235455690]3.9 Ethical Considerations
Despite the absence of involvement of human participants in this research project, ethics will play an important role in conducting this study. It will maintain high academic standards by properly referencing all information in accordance with the Harvard referencing style of the University of Wales Trinity Saint David. The secondary information that is available publicly and authorised will be used for the purpose of this research and will strictly follow copyright policies in the  case of usage of corporate documents and journals.
[bookmark: _uxi3ud6kv92z][bookmark: _Toc235455691]4. Expected Findings
The study is anticipated to find that digital advertising createse a significant influence on brand recognition in the global sportswear industry. On the basis of existing studies, companies consistently investing in digital advertisement through search engine marketing, online video campaigns, social media platforms and influencer collaborations have chances of brand recall as well as consumer awareness. Digital advertising is expected to improve brand recognition and increase consumer engagement for the company. The comparative analysis is anticipated to show differences in the efficiency of digital advertising between Puma and New Balance. Puma is expected to illustrate stronger brand recognition among young users due to effective utilisation of athlete sponsorships ,highly interactive social media campaigns, and influencer marketing. In contradiction to this, New Balance is anticipated to accomplish strong brand recognition among consumers valuing quality, authenticity and lifestyle branding through its focus on strategic collaboration with fashion influencers and athletes as well as community engagement. Even though both companies are expected to benefit from digital advertising, the finding might show that differences in advertising strategies contribute to different outcomes related to brand recognition. 
[bookmark: _m029528b0o8p][bookmark: _Toc235455692]5. Limitations
The study is associated with several limitations. It depends only on secondary data, which will restrict the potential to accumulate consumer opinion and first-hand information related to digital advertising effectiveness. The research will focus only on Puma and New Balance, which will limit the generalisability of the findings in respect of the  wider sportswear industry. The quality of analysis will depend on the accuracy, credibility and availability of published academic literature, industry data and company reports. The differences in methodologies and reporting periods within secondary sources might affect the consistency of the comparison.
[bookmark: _amq1e4s0tve0][bookmark: _Toc235455693]6. Timeframe
This research is anticipated to be completed within a 12-week period. The research will start with confirmation of the topic and a review of relevant literature related to brand recognition and digital advertising. This will be followed by the accumulation of secondary data from the specified sources, which will be analysed with the application of thematic analysis. This will help in comparing the digital advertising strategies adopted by Puma and New Balance. In the final stage, writing the chapters of the dissertation, revising the document and proofreading the file for final submission will be done.
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Table 1: Timeframe for the study
(Source: Self-developed)
[bookmark: _4hxdmv4jlrhh][bookmark: _Toc235455694]7. Conclusion
Brand recognition is one of the key elements in brand equity, which is considered the ability of an organisation to identify a brand through its logos, names, slogans, colours, or advertisements. The existing studies examine the effectiveness of digital marketing from a broader perspective or focus on individual companies, which provides a limited understanding of the effectiveness of different digital advertising strategies. Secondary data will be suitable since it will offer extensive confirmation from published and credible sources, as well as decrease the requirement of financial and time resources. Since this study evaluates the influence of digital advertising on brand recognition, the positivist philosophy will offer an objective as well as systematic framework to analyse the existing evidence. The growth in social media platforms, e-commerce, smartphones and internet technology has transformed the ways in which companies interact with consumers to promote their products. High levels of brand recognition improve consumer trust, strengthen customer loyalty and increase purchase intention.
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