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In the fast-paced world, and in our modern day society, everyone is doing their best to live a healthy lifestyle, and to manage to be as fit and healthy as they can be. However, our busy schedules and various tasks of the day prevent us from having an actual time, in which we can finally take care of ourselves and our own bodies. The life of a normal person consists of many responsibilities, duties and work that makes us forget the real, important things, that make us vitally and happily enjoy our lives, and feel good in our own bodies. That is the major topic, and a key factor, related to the creation of the brand ‘Puma’, which as many people are aware of, is a sports brand selling quality sportswear and equipment. The motto and main purpose of ‘Puma’ is to provide people with top quality products in order to allow them to experience, and enjoy being active, the best way possible. But to reach the level of fame and success that is visible today has not been a short journey. The history of the brand is rather intriguing and interesting as it dates back to 1948 when two brothers decided to start a revolutionary breakthrough in the industry of sport shoes. The German brothers Rudolf and Adolf Dassler founded a shoe factory in their own home town Herzogenaurach, Germany. Later on, it was one of the brothers – Rudolf that started his own brand, which first name was ‘Ruda’, an acronym of Rudolf and Dassler. Later on, however, he decided that the name should be something different, and then the name ‘Puma’ was born. The reason why he named his brand ‘Puma’ was because he aimed to create sports shoes that allow people to be as fast and agile as a puma when wearing them. He implemented the main purpose of the shoes into their name, and thus created one of the most famous brands in modern day history. Many of the most top-winning athletes have achieved their success in their fields of sports wearing no other but the exact products that this brand produces. Nowadays, ’Puma’ has collaborated with world’s most renounced and famous people of all time like the football legends – Neymar Jr., Pelé and Maradona. Moreover, the ‘Puma’ athlete - Lewis Hamilton has managed to win his seventh Formula One World Drivers' Championship, thus having a tie with Michael Schumacher for the most won championships of all time. In 2021, ‘Puma’ aimed to inspire customers, and to take them into the minds of its athletes, thus spreading a vision of hope, optimism, confidence and self-belief.
In order to dive deeper into the company and learn more on how it operates and what makes it as significant as it is, we should pay more attention on the topics of segmentation, targeting and positioning strategies that ‘Puma’ has. As it is known, the advantage of segmentation is that the needs of the customers can be easily made by doing an analysis on the types of people who tend to seek a particular product more than others, and are loyal to a company. The different market segments are based on demographics, geography, psychographics, commitment levels, usage patterns, benefits and lifestyles of customers. First of all, when it comes to demographics, ‘Puma’ targets customers of all ages (mainly around 25-34 year olds), both genders and people from all backgrounds, but the majority of the buyers are sports people or people who have a very active lifestyle. The company sells products that are priced higher than most other sports brands, yet its products are not as expensive as luxury brands. When it comes to demographics, ‘Puma’ has become a worldwide selling company, and it is available to people in more than 120 countries around the world. Secondly, when diving into the aspects of psychographics and lifestyle we can tell that ‘Puma’ is selling most of its products to highly motivated, active and healthy people who value their well-being. As that is the main type of customers who the company aims to target, apart from athletes and sports people, even normal people who value health and try to become a better version of themselves. Thirdly, the segmentations of usage, commitment and benefits of the customers relate to the people who are loyal to the brand, and take advantages of their selling products. The heavy users are again the ones that value the healthy and well-being lifestyle, who are looking for reliable and good products to achieve their ambitions in the health and sports industries, and on the contrary - nonusers are those who are not interested in these topics. The benefits of the products can vary from customer’s comfort and safety when training or doing sport activities to simply the prestige of wearing its good-looking and efficient shoes and clothes.
Another important thing to focus on is the effective positioning of ‘Puma’ which is based on the substance of the internal values of the brand. When it comes to positioning the three factors should be taken into account, and those factors are the benefit, user and competitive positioning. The perceptions of the brand have stayed the same over the years and they are related to the advertisement of products made for victory, as worldly renounced people have won championships using them. The values of the company are all related to the winning mindset and power that people have over their lives, and how nothing is impossible when you believe in yourself. About the competitive positing, a key factor is the distinctive feature of the ‘Puma’ products which is that they are designed for serious sport activities unlike other sports brands. As it has been mentioned, ‘Puma’ designs products for winners and top athletes, and for people aiming to go on that path as well.
When it comes to targeting, after the process of segmentation, a company can clearly identify specific and more obvious factors and information about who their customers are, and what they look for. There are three targeting strategies and they are as it follows: undifferentiated, differentiated and concentrated marketing. It can be determined that ‘Puma’ focuses on one marketing mix for one group of customers, who share the same values as the company.          The group of customers who know what health and fitness mean to them, and the ones who have got the fighting spirit to achieve their goal like the symbol of the company – a brave and strong predator ready for all challenges.
The current marketing mix strategies of ‘Puma’ consist of the 4P’s or, in other words, the products, place, prices and promotions. First of all, the product strategy of ‘Puma’ is the collaboration with many big designers like for example - Alexander McQueen. Puma has a very wide range of footwear and accessories, and the most sold ones are in the footwear collection, especially shoes designed for games like football. As we have mentioned, very famous football players like Naymar Jr had collaborated with ‘Puma’, contributing to its rapid development as a company. The established image of ‘Puma’ is that it sells supreme quality products that even the biggest athletes today use and approve of. Second of all, the promotion strategy leads to spending a lot of money on advertising including on television and social media, billboards etc. Another thing that the company focuses on is sponsoring games and tournaments worldwide. Third of all, when it comes to place and distribution, ‘Puma’ is one of the most widely distributed brands across the world expanding from North and South America all the way to Europe, Africa and Asia. Another thing is the huge online search of customers which expands its reach and availability even more. And finally, the pricing strategies of ‘Puma’ is to offer a huge range premium priced products for a more affordable price, as the competition with other sports brands is extremely high. ‘Puma’ sells products that are less expensive, much more affordable for the majority of people and with the best quality compared to two of its biggest competitors – ‘Nike’ and ‘Adidas’. Regardless of its more affordable prices, though, ‘Puma’ still sells premium products with premium prices higher than companies like ‘Action’, for example.
The vast range of products is one of the major reasons why ‘Puma’ has achieved so much success, and has won so many loyal customers from around the world. Some of the products sold by this company include shoes, apparels, t-shirts, tracksuits, boxers, helmets and many different kinds of accessories like water bottles, for example. Not only the number of products, but also the premium quality of every single one of them, contributes to its overall success. The design is also made by top world designers which makes the products premium quality, good-looking, comfortable, safe, reliable and suitable for the preferences of everyone, and all of that at the same time.
In conclusion, ‘Puma’ has established itself very well amongst the top earning and most famous brands around the world, selling premium products, and, at the same time, maintaining its affordable price. Customers from all over the world have given their trust to the company, and many reviews of their products and services have shown that it all pays off. The reputation of the company is increasing more and more, and the marketing strategies are the key factor responsible for the raise of the name of this brand. And finally, apart from all the benefits of their products, one thing stands out. The motto and the clear message and values of ‘Puma’ which say that nothing is impossible if you have faith in yourself. 
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