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Abstract
PUMA is among the biggest suppliers of sport-lifestyle footwear, clothing, and accessories worldwide. The companies PUMA, Cobra Golf, and Tretorn are owned by the PUMA Corporation. The corporation has over 9,000 employees globally and delivers its goods in more than 120 nations. The report undertakes the marketing and strategic analysis of PUMA by describing the model of PESTLE, SWOT and Porter’s five forces in relation to the company. 
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[bookmark: _Toc111889524]1. Introduction
Established in 1948 in Herzogenaurach, Germany, PUMA is among the biggest suppliers of sport-lifestyle footwear, clothing, and accessories worldwide. The companies PUMA, Cobra Golf, and Tretorn are owned by the PUMA Corporation (PUMA SE, 2018). The corporation has over 9,000 employees globally and delivers its goods in more than 120 nations. By fostering innovation, conservation, and peace as well as adhering to the values of fairness, honesty, positivity, and creative thinking in choices and actions, it is devoted to working in ways that serve the world (PUMA SE, 2018). 
PUMA has consistently upheld its four pillars of legacy, sport, technical development, and innovation over the years. By fusing elements from sport, lifestyle, and fashion, the company is concentrating on offering unique designs and a global approach to each product range. Sports lifestyle is the name given to this confluence (PUMA SE, 2018). Sport, according to PUMA, is a lifestyle philosophy that stresses health, wellbeing, and leading an active lifestyle. Sport can mean various things to various individuals; thus, PUMA addresses it in the context of a broader culture while maintaining competitiveness. When the company uses the term "Sport lifestyle," it signifies exactly what it implies (PUMA SE, 2018).
[bookmark: _Toc111889525]2. PESTLE Analysis	
	Environment
	Factors

	Political
	Effect of political stability
New taxes and tariffs imposed by the government

	Economic
	Change in exchange rates
Increase in inflation
Economic slowdown

	Social
	Health-conscious customers
Increase in the market share of female customers

	Technological
	Increasing technological innovation
New technology adoption

	Legal
	Trade agreements and rigid business rules
Concerns about intellectual property rights

	Environmental
	Handling climate change
Achievement of sustainable goals



2.1 Political
The political factors that impact the company's operations include the countries' political stability. The political stability of the countries increases the success rate of expansion by 60%.   In political stable countries, it is easy for the company to expand. New taxes and tariff laws impacted the operations of the company (Chen,2021).
2.2 Economic 
The economic factors that impact the business include a change in the exchange rate influencing the business of Puma in different countries. The increase in inflation in the countries increases the cost of goods sold. The economic slowdown of the countries also impacted the revenue of Puma. UK saw a 0.3% decline in the GDP due to covid and the sales of Puma fell by 45.2% in 2020 (Allen et al.,2022). 
2.3 social
The preferences of the customer changed after the covid-19. A study shows that 93% of Customers prefer more health-conscious products and Puma is the epitome of a health-conscious lifestyle. There is a 4.7% Increase in the market share of female candidates that have positively impacted the operations of Puma (Chen,2021).
2.4 Technological 
Increasing technological advancement also positively impacts the operations of Puma. The company has introduced the concept of innovation to adapt the technology advancement. Puma has adapted to the dynamic technological changes in the environment to fully exploit the potential of new technologies such as artificial intelligence and machine learning (Allen et al.,2022) 
2.5 Legal
Trade agreements of different counties also impact the business of Puma. The U.S trade agreements pushed puma to shift its production from the U.S to China. The copying of the product by contract manufacturers is also a concern for the company (Chen,2021). 


2.6 Environmental
The environmental factors that impact the company include handling the climate change challenges. It also includes the achievement of sustainable goals as the customers are more attracted to sustainable companies. It causes the company challenges because the possibility to fail remains (Allen et al.,2022).
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	Environment
	Factors

	Strengths
	Strong brand image
Provide innovative, comfortable, high-quality products
Efficient marketing and distribution strategies

	Weaknesses
	High prices
Economic slowdown
Low financial strength

	Opportunities
	Sports lifestyle
Wide customer base and customer loyalty

	Threats
	Competition
Copying of the products



3.1 Strengths
The strengths of Puma are that it enjoys a strong brand image and it is one of the leading sportswear brands in the world. It also produces high-quality and comfortable products for its customers. It has partnerships with leading companies such as Ferrari, BMW and others (Djellabi et al.,2021). It also has a sponsorship with various popular athletes and teams in the sports industry. It has an endorsement by various popular celebrities such as Usain Bolt for $10 million, Rihanna for $25 million and others. Puma also has efficient and effective marketing and distribution strategies (Djellabi et al.,2021). 


3.2 Weaknesses
The weaknesses of Puma include High prices. The products of the company are unaffordable for middle-class customers. With the fall in economies, the company is unable to reduce the prices of the products due to competition and pricing strategies. The company operates in a competitive market with and low share in the market. The financial strength of the company is lower than its competitors (Ahmad,2021). 
3.3 Opportunities
Puma has the opportunity to sponsor popular international sports events. It can also expand its customer segments and introduce a new product design. The company enjoys a large customer base and customer loyalty that enables the company to increase its efforts in conducting loyalty programs to increase its market reach (Djellabi et al.,2021)
3.4 Threats
One of the major threats that puma faces are heavy competition from its competitors such as Adidas and Nike. The competitors have better financial strength than a puma. The profit of Puma in 2021 was 6.8 billion euros while the annual revenue of $21.4 billion and Nike made $11.64 billion.  Imitation of the products is another threat to the company (Ahmad,2021). The fake and cheap copies of the products can damage the company’s brand image in the market. The decline in the economies, government restriction, covid-19 pandemic also poses a major threat to the company. It can have an adverse effect on the operations of the company (Ahmad,2021). 
Customer Journey Map of Puma
The qualities of Panther are that it partakes in major areas of strength for a picture and it is one of the main athletic apparel brands on the planet. It likewise delivers excellent and agreeable items for its clients. It has organizations with driving organizations like Ferrari, BMW and others (Djellabi et al.,2021). With the fall in economies, the organization can't decrease the costs of the items because of contest and valuing procedures. The organization works in a cutthroat market with and low offer in the market and likewise has a sponsorship with different well-known competitors and groups in the games business. It has support by different famous VIPs, for example, Usain Bolt for $10 million, Rihanna for $25 million, and others. Panther additionally has productive and viable advertising and dissemination techniques.

[bookmark: _Toc111889527]4. Porter’s Five forces
4.1 Bargaining power of buyers
The bargaining power of the buyer is high due to the high competition in the market. The competitors have the same target market and pricing strategies as Puma. Due to technological advancements, it is very easy for the consumer to know the prices of the company and its competitors (Flehantova,2021). 
4.2 Threat of substitute
The threat of substitutes is high for Puma. Due to the competition, it is easy for the customer to switch to substitute products. The innovative products introduced by competitors seem to attract the attention of the customers (Ullah,2021). 
4.3 Bargaining power of suppliers
The bargaining power of suppliers of Puma is low but the bargaining power of retailers is high. Puma has more than 180 suppliers all over the world. The retail outlet of the company is not increasing. It has many multi-brand stores such as Jeye, Kmart, David jones, and others (Flehantiva,2021). 
4.4 Threat of New entrants
Puma is a well-established brand in the market. The threat of new entrants in the market is low due to the high investment and high level of competition that makes it difficult for the new companies to enter the market. The market has lots of potentials to satisfy the needs of the customers but it thrives under heavy competition (Ullah,2021). 
4.5 Threat of competitors
The level of competition that Puma faces is high. It faces intense competition from its competitors like Adidas, Nike, Reebok, and others. The barrier in the exit market is also high due to the high level of entry costs. The competitors of the company are endorsing top athletes and players to compete with Puma (Flehantova,2021). 
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5. Marketing Mix
5.1 Product
The product marketing strategy of puma focuses on providing the best quality to the customers, innovative products, and providing warranty on the products in case of damage (Nikbin et al.,2021). Puma aims to provide better quality products to its customers and to provide a warranty to gain the loyalty of the customer. It also aims to come up with an innovative variety of products to meet the requirements of the customers of every segment, age group, and gender (Singh,2021).  
5.2 Price
Puma provides premium and competitive prices for its products. It also provides various kinds of offers and discounts to its customers to increase the sales of the company. Puma also undertakes other price marketing strategies such as gifts, and buy 4 get 1 free to gain the attention of the customers (Nikbin et al.,2021). 
5.3 Place
Puma plans to establish more stores that will carry all of its most recent styles and goods in areas with steady pedestrians. Additionally, it tries to educate our clients via mobile devices about the most recent special offers and product offerings. Anyone may easily obtain info about Puma at any time and any place. This will undoubtedly bring in more people to Puma locations and help the company establish a strong brand reputation (Singh,2021).
5.4 Promotion
Puma undertakes various promotional strategies to promote its products such as endorsements and packaging. Puma is a highly reputed brand. It can hire popular celebrities to promote the brand on a global level. It increases the brand image of the company (Nikbin et al.,2021). Telecasting the products through advertisements and commercials on television, websites, magazines, and others also helps the company in gaining the attention of the customers. Attractive graphics on the packaging is also an important promotional strategy of the company to gain customer attention and influence customer perceptions toward the brand (Singh,2021).
[bookmark: _Toc111889529]6. Segmentation, targeting, and positioning of Puma
6.1 Segmentation
The market segmentation of Puma is divided into 4 categories including geographic, psychographic, demographic, and behavioral factors. EMEA (Europe, Middle East, and Africa), Americas (North and "Latin America), and Asia/Pacific are the territories covered by Puma's geographic segmentation, which divides the market-oriented into countries, states, provinces, cities, and other geographical location (Cortez,2021). The demographic segmentation includes the age, gender, size, income, class, occupation, education, religion, and other factors of the customers (Lupi,2020). The psychographic segmentation includes the lifestyle and personality of the customers such as energetic, sport-oriented, and others. The behavioral factors include response, knowledge, and attitude of the customers such as preferences based on quality and comfort (Cortez,2021). 
6.2 Targeting
Puma has been redefining itself reaching out to a wider audience with its products. As a result, it is no longer a brand that focuses on professional sports. to now promote its goods to everyone who wants to buy them. Youngsters between the ages of 20 and 35 thus make up the majority of the brand's client base (Cortez, 2021). Elite consumers that wear Puma, are concerned about maintaining a balanced and healthy lifestyle. The company target health-conscious individual from the upper-middle class for its products and aims to provide a high-quality experience to its customers (Lupi,2020). 
6.3 Positioning
Positioning is a process of offering the products and services of the company in the different places of the target market. Puma has positioned itself as an international brand that focuses on innovativeness, creativity, quality, performance, comfortable, energy, and sportswear products in the sportswear lifestyle of individuals that are concerned about living a healthy lifestyle (Lupi,2020). It provides its products to its customers at a premium price with high quality. It is positioned as an innovative combination of sports and lifestyle that aims to contribute to a better world (Lupi,2020). 
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7. Recommendations
· Puma is a widely known company that is heavily dependent on outsourcing its products. It can have its distributors increase the sales of the company. 
· It should also undertake marketing strategies to increase brand awareness in the international market. It should also increase the number of outlets globally (Thomas et al.,2018). 
· Puma should also focus on increasing sponsorship with popular athletes to increase the brand image. 
· It should also focus on other popular sports such as basketball and hockey to expand its operations and product range (Thomas et al.,2018). 
· Puma should adopt differentiation strategies to gain a competitive advantage over its competitors such as Nike and Adidas. 
· It should also adopt the concept of sustainable products to reduce the impact of business on the environment (Thomas et al.,2018). 
[bookmark: _Toc111889531]Conclusion
Puma is one of the leading sportswear brands worldwide. The report undertakes the factors of the external environment t that impact the operations and the management of the company. The report also undertakes the strength, weaknesses, threats, and opportunities of the company. It describes the model of porter’s five forces to analyze the market of the company. The report describes the segmentation, targeting, and positioning of the company and the marketing mix strategy that it undertakes. It is followed by recommendations for the company.
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