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[bookmark: _Toc133550809][bookmark: _Toc133550855][bookmark: _Toc133551177]Introduction:

Puma is a well-known, international sportswear company that has been in business for more than 70 years. To ensure optimum client happiness in the age of e-commerce and social media, Puma must provide a smooth customer journey across all touchpoints. Content that concentrates only on touchpoints can cause people to lose sight of the entire client experience. To manage the client journey across numerous communication channels and increase brand awareness, Puma must concentrate on developing creative marketing strategies. (Puma)

This critical analysis will examine how Puma can use a variety of marketing techniques, including influencer marketing, social media advertising, and experiential marketing, among others, to provide great customer service. The study will use pertinent research and real-world examples to inform recommendations for Puma on how to improve its marketing initiatives and meet the expectations of both present and potential stakeholders.

[bookmark: _Toc133550856][bookmark: _Toc133551178]Company Background:

A multinational company based in Germany called Puma creates and produces sports and everyday footwear, clothing, and accessories. Adolf Dassler, the creator of Adidas, launched the business in 1948 with his brother Rudolf. With offices throughout more than 120 nations, Puma has its global headquarters in Herzogenaurach, Germany. (Puma, history)

Puma has a lengthy history in the sportswear sector. The company has a strong background in athletics and is known for making high-quality clothing and gear. When the "Formstripe" was first incorporated into Puma's athletic footwear in 1958, the brand quickly established a reputation for cutting-edge product design and technology. (Puma, history)

Puma has widened its selection of goods over the years to include garments for a variety of lifestyles and fashions, as well as partnerships with famous people and fashion designers. Collaborations with Rihanna, Selena Gomez, and Karl Lagerfeld are a few of the most prominent for the company.

Puma had a global workforce of about 20,000 employees as of 2022 and generated approximately 8.47 billion euros in revenue each year. The business is a member of the MDAX index and is listed on the Frankfurt Stock Exchange.



[bookmark: _Toc133551179]Communication:
The process of exchanging or sharing meanings among individuals or groups using a shared set of symbols, such as words, signs, or gestures, is known as communication. In the context of marketing, communication refers to the creation, delivery, and exchange of messages between a business and its target customers to establish and preserve customer connections as well as attain marketing goals.

According to Philip Kotler and Kevin Keller, marketing communication is the exchange or sharing of meanings using a common set of symbols. It includes identifying the target audience, developing compelling messaging, choosing effective communication channels, and assessing the success of communication activities. (Kotler and Keller, 2015)


[bookmark: _Toc133551180]Shannon and Weaver's model of communication:

Claude Shannon and Warren Weaver first presented the Shannon and Weaver model of communication in their book "The Mathematical Theory of Communication" in 1949. By dissecting communication into its five fundamental components—the sender, the message, the channel, the receiver, and the destination—the model offers a foundation for comprehending how it works. The model describes communication as a straightforward linear process in which a sender encodes a message, which is then conveyed across a channel to a receiver, who decodes it.
To aid researchers in better comprehending the core components of communication and developing more effective communication strategies, the model has drawn considerable interest and has been used in a range of fields, including marketing. The fact that it is extremely simple and inadequately captures the nuances of communication in real-world contexts has also criticism.

[image: ] 	
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[bookmark: _Toc133551181]Explanation of the model used by Puma:
We can define each element of the Shannon-Weaver communication model as follows and apply it to the sports footwear and apparel retailer Puma.

· Sender: The sender in this instance is Puma. When a corporation creates and sends a message to its target audience, it starts a conversation.
· Encoder: Encoder is the process through which Puma transforms the initial message into a format that can be communicated across the selected communication route. For instance, Puma might use a commercial, a social media post, or a product booklet to encode its message.
· Channel: The channel is the means through which Puma transmits the message that has been encoded to the target group. The channel could be a physical or digital platform, such as a website or social media platform, or it could be a print or billboard advertisement.
· Decoder: The decoder is the mechanism by which the message sent by Puma is received and understood by the target audience. This procedure could entail comprehending the message's linguistic and cultural context as well as any visual or audible signals that are employed to communicate meaning.
· Receiver: The target market that receives the message sent by Puma is referred to as the receiver. Customers, partners, shareholders, or the general public may all be considered in this.
· Noise: Any interference or disturbance that interferes with Puma's message's transmission or receipt is referred to as noise. Several types of noise exist, such as physical noise (for example, poor sound quality), cultural noise (for example, varying cultural interpretations), and psychological noise (for instance, Personal concerns).
· Feedback: Feedback is the procedure by which the recipient offers a response or reaction to Puma's message, which can be utilized to alter further communication attempts. Puma can make sure that its communications are pertinent, effective, and well-received by integrating feedback into its communication strategy.
Puma can get the most out of its communication plan by carefully weighing each of these factors and ensuring that its message is heard and interpreted as intended. Also, you can alter future communication efforts to improve their effectiveness based on the receiver's input.

[bookmark: _Toc133551182]Integrated Marketing Communication:
To deliver a consistent and coherent message to the target audience, multiple communication channels and instruments are coordinated and integrated as part of an integrated marketing communication (IMC) strategy. IMC entails "integrating the parts of the marketing mix, marketing communications, and all other marketing activities to provide a cohesive and consistent message about the business and its products or services," according to Keith J. Tuckwell's book "Integrated Marketing Communications." (Tuckwell, 2018) IMC is a key idea in contemporary marketing since it enables businesses to develop a consistent and compelling brand experience across all touchpoints and communication channels.
[bookmark: _Toc133551183]How Puma is using IMC strategy:

It is well known that Puma uses IMC techniques to establish a consistent brand message across all communication channels and touchpoints. Puma's dedication to innovation and sporting performance is demonstrated, for instance, by its "Forever Faster" advertising. To give consumers a consistent and interesting brand experience, the campaign makes use of several communication platforms, including television, social media, and events.
Puma's associations with well-known people and influencers, like Rihanna and Kylie Jenner, are another illustration of how it uses IMC. Puma can tap into these well-known people's fan networks and generate buzz for their products by collaborating with them. Many platforms, including social media, events, and advertising, are frequently used to publicize these partnerships, which helps to send a clear and compelling message regarding brands and products.

[bookmark: _Toc133551184]New Marketing Strategy for PUMA:
Puma can stand out from its rivals and more successfully target its consumers by implementing a new marketing plan. Puma can increase brand awareness and stay at the forefront of consumers' minds by experimenting with new channels and methods. A new marketing plan can also assist Puma in creating a more genuine and socially conscious brand image, which may draw customers who value products that are ethical and ecologically friendly. a strong and persuasive statement about Puma's products and brand. Here are some online and offline strategies for Puma to raise brand awareness.

[bookmark: _Toc133551185]Online:

Gamification: Puma might use gamification to enhance the interactivity and client engagement of their marketing campaigns. This can entail developing contests or activities that offer prizes to clients who interact with the brand or make purchases. For instance, Puma may design a mobile game that offers discounts or specialized goods to gamers who complete tasks or advance to levels. Puma can improve consumer engagement and produce an enjoyable and memorable experience using gamification, differentiating them from rivals. Voice Search Optimization: Improve the Puma websites and product listings for voice search inquiries. As a result, voice assistants like Alexa and Google Assistant may see a boost in visibility and traffic to Puma's website.

Social commerce: Selling Puma's goods to clients directly through social media channels like Facebook and Instagram. Customers will be able to buy products without leaving the social media platform, accelerating the purchasing process. Companies might promote their items and increase sales by utilizing social media influencers. Puma can broaden their audience and improve their visibility by utilizing social commerce to give clients a seamless purchase experience.

Chatbots: Employ chatbots to offer customers individualized assistance on Puma's website and social media platforms, such as product recommendations, and sizing details and to solve issues faced by the customer. Giving customers timely information would help to enhance the customer experience and boost sales.

Micro-influencer marketing: Along with collaborating with social media influencers, Puma may also think about working with micro-influencers, who have more modest yet active followings. The legitimacy of their influencer marketing initiatives will rise as a result of their ability to reach niche audiences.

Email marketing automation: Software is used to automate email campaigns and personalize messages based on user behavior and preferences in email marketing automation. Email marketing automation may be used by Puma to increase customer loyalty and engagement, advertise fresh merchandise, and boost earnings.



[bookmark: _Toc133551186]Offline:

In-store events: Puma might hold in-store activities like exercise classes, or celebrity meet-and-greets to draw clients and advertise their goods. Social media, email marketing, and in-store advertising could all be used to promote these events to raise awareness and increase foot traffic.
Guerilla marketing: To generate attention about their brand and products, Puma might employ guerrilla marketing strategies like street art or pranks. These strategies, which can boost word-of-mouth advertising and brand awareness, can be very innovative and unexpected.
Loyalty programs: Puma might develop customer-rewarding loyalty programs that encourage repeat business or other desired behaviors. Offering special discounts, first access to new products, or other benefits are a few examples of this.
Branded events: Puma might organize their own branded occasions, such as fashion displays, product debuts, or athletic competitions. This would provide them the chance to highlight their goods and give clients a memorable brand experience.
Samples and giveaways: Potential buyers might receive free samples of Puma's products or marketing materials like t-shirts or bags. They would be able to use this to provide potential consumers with a better tailored experience and build talk about their brnd.


[bookmark: _Toc133551187]Branding and Brand Equity:
[bookmark: _Toc133551188]Branding:
An explanation of branding is "the act of imprinting a distinctive brand name and picture of a product in the minds of consumers, usually through advertising campaigns with a recurring theme. Establishing a big and distinctive presence in the market that draws in and keeps devoted clients is the goal of branding " (American Marketing Association,2017). In other words, branding is the act of giving a product or service a distinct identity that sets it apart from the competition and increases customer recognition and desire.

[bookmark: _Toc133551189]Brand equity:
According to the definition of brand equity, a product's brand name adds value to it above and above its basic functions (Keller, 1993, p. 3). In other words, brand equity refers to the value that a brand brings to a product or service above and beyond its functional attributes, depending on consumers' opinions of the brand.

Brand equity is a multifaceted concept that includes several facets of a brand's identity and performance, such as brand loyalty, awareness, perceived quality, associations, and other intellectual brand assets. The frequently used definition of brand equity by Aaker is "a combination of brand assets and liabilities associated to a brand, its name, and symbol, that adds to or subtracts from the value offered by a product or service to a business and/or to that firm's consumers" (Aaker, 1991, p. 15). Marketing professionals and company executives must have a thorough understanding of brand equity in order to create powerful, valued brands.
The value of Puma's brand equity is predicted to be around $6 billion (sportsbrief, 2022). The brand's excellent reputation for innovation, quality, and design is the foundation of the company's brand equity and has contributed to its position as a global leader in the sports and leisure sectors. To boost its brand equity and establish a solid emotional bond with its customers, Puma has made use of a variety of marketing methods, such as sponsorships and partnerships with prominent athletes and celebrities. The company's emphasis on environmental sustainability and moral business conduct has also boosted its good brand equity over time.

[bookmark: _Toc133551190]Keller’s Brand equity model:
A well-known theoretical framework for comprehending the components of a brand's equity is Keller's Brand Equity Model. According to a model created by Kevin Lane Keller, a marketing professor at the Tuck School of Management at Dartmouth College, brand equity is created through several interrelated elements, such as brand salience, brand performance, brand imagery, brand judgments, and brand resonance (Keller, 1993).
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Brand Salience:  Due to the jumping Puma logo's frequent use in Puma's product ranges, advertising campaigns, and sponsorships, the company has elevated its degree of brand salience. The logo has gained quick notoriety and is connected to premium sporting apparel and footwear. With a global distribution network and a presence in several sports categories, Puma also has a significant market presence, which further boosts the salience of its brand.
Brand Performance: Puma has become a market leader because of its dedication to creating high-performance athletic footwear and apparel. To make sure that its goods are long-lasting, comfortable, and useful, the business has made significant investments in research and development. Puma has also collaborated with elite athletes to create and market goods that satisfy the stringent requirements of professional sports, further solidifying its reputation for excellence.
Brand Imagery: The advertising campaigns, merchandise designs, and sponsorships for Puma all include the company's logo. The company is well renowned for its modern, edgy look that combines fashion and utility. Puma's marketing promotes the value of keeping active and pursuing one's hobbies, portraying the firm as more than just a provider of athletic clothing. Further enhancing its brand image and drawing in a larger audience has been made possible by Puma's partnerships with prominent designers and celebrities.
Brand Resonance: The devoted client base of Puma attests to the brand capacity to forge deep emotional bond with customers. Using social media to interact with customers and encourage them to share their experiences, the company has created a community around its products. In order to further cement its links with its target market, Puma sponsors several sports teams and competitions. Puma has been successful in building a brand that has a strong emotional connection with customers by constantly producing high-quality goods and encouraging a sense of community and belonging.
[bookmark: _Toc133551191]Advantages and disadvantages of the Keller brand equity model
The Advantages of Keller brand equity model:
· Puma has a high brand salience, which implies that when customers are looking for sports apparel and shoes, they are likely to think of the company first.
· A high social media presence enables the brand to interact with consumers more intimately and engagingly, which may assist to enhance brand recognition and loyalty.
· Puma's emphasis on functionality, style, and innovation has contributed to the development of a good brand perception, which may boost consumer satisfaction and brand loyalty.
· With operations in more than 120 nations, Puma has a significant influence across the world. This enables the business to appeal to customers from many cultures and geographical areas and reach a large audience.
Disadvantages of the keller brand equity model
· In a very cutthroat market, Puma competes. Due to this, it could be challenging to distinguish the brand from competitors and keep customers.
· Puma's pricing policy can reduce some customers' attraction, especially price-sensitive ones.
· The company must have a highly competent team to remain in the market.






















[bookmark: _Toc133551192]Customer Journey:

A consumer's interaction with a business or brand, from first being aware of it to their post-purchase experience, is referred to as their "customer journey." Numerous online and physical interactions and touchpoints with the business are involved. For organizations to provide their clients with a pleasant customer experience, it is crucial to comprehend the customer journey. A few books, such as "The Customer Journey: How to Design, Measure, and Improve Customer Experience in your business" by pennington (2016) and "Customer Experience: What, How, and Why Now" by P Peppers (2016), offer insights into the idea of the customer journey and highlight its significance in developing a client-centric business. Businesses may increase customer satisfaction, loyalty, and retention by optimizing every step of the customer experience.

A customer journey map generally has the following stages:
When a prospective consumer first learns about a product or service, this is known as the awareness stage.
Consideration: After learning about a good or service, a prospective buyer will start debating whether to buy it.
Once the customer has finished their investigation, they will decide whether to buy the good or service.
Purchase: The consumer will carry out the transaction once they have chosen to buy.
Post-purchase: After making a purchase, the client will interact with the item or service and develop a judgement about it.
Loyalty: The last step is loyalty when happy consumers stick with and promote the company.

[bookmark: _Toc133551193]Pre-purchase:

Puma provides customers with several touchpoints throughout the pre-purchase phase, such as their website, social media accounts, physical stores, events, and affiliate marketing. Customers can purchase products and get product information, reviews, and suggestions on the Puma website. With the help of influencer partnerships, promotions, and user-generated content, Puma also has a significant social media presence. Puma may interact with customers through in-store experiences by making tailored recommendations and promotions. Puma routinely arranges events so that clients may get to know brand ambassadors and learn more about the company. To reach potential clients who might not have encountered the brand through conventional marketing channels, Puma collaborates with affiliate marketing programmers to broaden its reach and promote items through influencers and publishers.


[bookmark: _Toc133551194]During the purchase:

Puma offers clients several touchpoints during the purchasing process, such as online shopping, brick-and-mortar locations, mobile apps, customer support, and payment alternatives. The Puma website, which offers a safe and convenient online shopping experience, allows customers to make direct product purchases. Puma offers a tactile shopping experience and product fittings at its physical stores. Customers may browse merchandise, follow orders, and get special offers via the Puma mobile app. To assist with purchases and address any issues or concerns, customer care is accessible through a variety of methods, including phone, email, and chat support. In order to increase client convenience and accessibility, Puma also provides several payment methods, including credit cards, PayPal, and After pay.   

[bookmark: _Toc133551195]Post-purchase:

For client interaction and communication after a purchase, Puma uses a range of touchpoints. Following a transaction, the business sends consumers order confirmation emails with a summary of the order and its specifics. Puma also regularly updates their shipment and delivery information, including tracking details and anticipated arrival times. For assistance with exchanges or returns, customers can call Puma's customer care number. On social media sites like Facebook, Twitter, and Instagram, the business interacts with customers by responding to queries and sharing information about new items and promotions. Puma encourages consumers to rate and review products so that other customers may make educated buying decisions and so that the firm can receive important customer input. Puma Select, the company's loyalty program, also rewards consumers for their purchases and provides members-only benefits and savings.

[bookmark: _Toc133551196]Product and persona:

Product name: Puma Deviate Nitro Elite 2
[image: Deviate NITRO Elite 2 Running Shoes Men | PUMA][image: ]
     
     
BACKGROUND
Occupation: Student 
Age: 24
Education: MSc in Mechanical Engineering
Goal: Businessman

HOBBIES
Cricket 
Football
Chess
Skydiving

He is a sportaholic as well as a fitness fanatic person by his nature.

REVIEW OF PRODUCT: 
He has bought the puma deviate nitro elite 2 and he is extremely satisfied with the product because it’s highly comfortable and also stylish.  



 BACKGROUND








[bookmark: _Toc133551197]Customer journey map:

	

Customer journey map
	
Awareness
	
Discover
	
Purchase
	
Use
	
Bond

	

Website
	
	3)
Search for products and reviews
	
	
	6) Posted positive
     review on website

	

Store
	
	4)
Went to the store to try the product
	5)
Decided to        

buy the product
	
	

	
Call center
	
	
	
	
	

	

Facebook or Instagram
	
	
	
	
	

	

Web forums
	
	
	
	
	

	

Words of mouth
	2)
Heard from one of the friends
	
	
	
	7)
Recommend to friends and family.

	

Email
	
	
	
	
	

	

Post
	
	
	
	
	1)
Existing customers of puma


0. Customer journey map:



[bookmark: _Toc133551198]Critical analysis of Customer Journey map:

Strength Of Customer journey map:
1) Puma has Strong brand awareness, and because of this reason, people are engaging more than one time.
2) People are preferring to buy the product by visiting stores because they are providing an immersive shopping experience to the customers.
3) Website is very useful for the customers to evaluate about product.
4) Premium quality and uniqueness of the product is the primary reason behind customers' recommendation to friends and family.

Weakness Of Customer journey map:
1) Social media is to be considered an important touch point for pre-purchase, which is not working properly.
2) In the post-purchase stage, email is playing crucial role for attracting customers more than once time to purchase our product, puma is not doing this so it is considered a weakness of brand.


[bookmark: _Toc133551199]Recommendation to improve weak touchpoints:
1) They are doing well in advertisement on social media; however, they should improve this section for the customers.
2) They should greet customers for buying their product via email, so they become loyal to the brand.
3) They should also take follow up of the customers after purchase, this is very useful to strengthen the bond between customer and brand.
4) They should also work on solving customer queries not only on the website but also on social media platforms.

[bookmark: _Toc133551200]Total engagement model:
The Total Engagement Model in marketing is said to be composed of six components, including understanding, targeting, connecting, delivering, gratifying, and loyalty. These components form an all-inclusive strategy for customer engagement, one that focuses on understanding customer needs, selecting the right audience, connecting with customers through various channels, providing individualized and pertinent experiences, meeting customer expectations, and cultivating advocacy and loyalty. (paddle)
[image: The total engagement model ]









Source: Frank Alpert

The Total Engagement Model has been included in Puma's marketing plan to create a solid and devoted consumer base. By comprehending its consumers' tastes and behaviors, Puma works on generating personalized and pertinent experiences for them through the TEM. Customer happiness, loyalty, and advocacy have all grown as a result of Puma's engagement strategy. (puma)
· Puma's edgy, stylish brand image, which caters to a youthful, fashion-conscious consumer, is well-known. The jumping cat in the Puma emblem is instantly recognizable and emphasizes the brand's emphasis on agility and speed. Additionally, Puma works along with well-known fashion designers and celebrities to produce limited-edition collections that appeal to its target market. For instance, the Fenty Puma collection, which has daring and outlandish designs, was introduced by Puma in partnership with pop sensation Rihanna.
· Innovation and sustainability are deeply ingrained in the Puma culture. Using sustainable products, waste reduction efforts, and the promotion of renewable energy, the firm is dedicated to minimizing its impact on the environment. Puma promotes diversity and inclusion by sponsoring a range of programs including Black History Month and Pride Month. The company has been able to engage with socially conscious customers that appreciate ethical and responsible businesses because of Puma's philosophy of sustainability and inclusion.
· Through its website and mobile app, Puma provides its clients with a smooth and personalized buying experience. Customers may explore a variety of items like  shoes, clothing, and accessories, and can even use Puma's online customization tool to create bespoke items. Free shipping and returns are also provided by Puma, and the company has a loyalty program that rewards members with exclusive savings and early access to new collections.
· The core of Puma's consumer value proposition is its commitment to offering stylish, eco-friendly items at competitive prices. The demands and tastes of Puma's target market, which consists of athletes, fitness fanatics, and fashion-conscious people, are taken into consideration while developing its goods. The practical advantages that Puma's goods provide, such as comfort, durability, and performance, support the brand's emphasis on speed and agility.

[bookmark: _Toc133551201]Conclusion:
Building brand awareness is essential in order to recognize products in this competitive market, especially in the shoe industry. Puma is performing well in by utilizing available sources for marketing and undoubtedly, brand awareness of Puma and loyalty of customers is high for the brand. Puma is spreading information via an efficient mode of communication. The customer journey for the products is quite good however they need to work on some of the touchpoints to increase client satisfaction and brand loyalty. Some recommendation is stated in this study which should be applied by puma in the near future to increase brand awareness.
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