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Introduction:
This essay is being presented with the intention of providing an comparative analysis of the shoe brands Adidas and Puma. This research facilitates comparison of the strategies of the dual companies with respect to marketing communication and mix. Adidas and Puma are undoubtedly popular brands in the global market and are being sold in almost every nation of the world. These two brands besides completion with each other are in competition with a multitude of brands such as Nike, Converse, and Reebok etc. The very fact that there are a good number of brands functioning successfully in the international market makes it necessary for these to brands i.e. Adidas and Puma to adopt different strategies with respect to pricing, product lines, marketing mix, promotional techniques and importantly advertising as good advertising helps a product to attain the much required attention of every potential consumer.

My research would focus on presenting the similarities and differences in these two brands’ market communication mix approach and provide recommendations for the same.

Business Research tools to be used are as follows:

Primary Research: Questionnaires to attain direct feedback from the general populace

Secondary Research: Access of vital data form Books, journal and Websites and application of business theories for the purpose of analysis of compiled data.
Business Analysis Tools:
Marketing mix

S.W.O.T analysis.
History:
It is a widely accepted fact that Adidas and Puma are worldwide recognized brands but an important fact is the historical aspect of how these brands came into existence. Two brothers Adolf and Rudolf from a very little know Village in Germany are credited with the creating of the multinational shoe brands which is famously known as Adidas and Puma. Adolf was a sports fanatic who devoted hours to designing shoes in his workshop while Rudolph was a fun loving salesman. The bitter rivalry and lack of agreement on any issues led to the estrangement of Rudolf from Adolf. Rudolf went on to create Puma while Adolf was making History with Adidas.
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Market and Literature Review:

Adidas:
Adolf Dassler of German Origin could be credited with the creation of this currently popular sport shoe brand Adidas. Adidas is at an enviable position being second after Pumain the sports segment market selling in almost every nation of the world. Adidas though was in existence for quite some time but the brand gained immense popularity and the sales sky rocketed since the seventies. Sports stars have been using Adidas shoes since the thirties. An example of this would be Jesse Owens who wore Adidas shoes during the Olympic games assisting the brand in garnering recognition.

Stars like David Beckham, Kaka and Zindane are spotted wearing this brand creating a star of this brand itself.

From the very onset Adidas has been sponsoring sports events such as the Olympic Games, Soccer Matches at international levels with intent to this brand the much required international exposure and has been successful in doing so. The team of Adidas could be credited with bringing this brand on the forefront. Adidas has a certain aura around itself which is primarily created by the creative advertising and promotional campaigns. (Strauss 2009)
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Adidas has grown into a large multinational corporation. It possesses a distinctive logo and the catchy advertising slogan “Impossible is Nothing” further cement the brand image and popularity.
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The Adidas Slogan catapults the minds of the consumer tremendous amount of self-confidence. Since the product is a sports footwear product, a sense of competing relentlessly in the prospective consumer is creating which results in a driving force to buy the product. The product delivers highly in terms of performance. (Belch 2007)

Adidas by making way through a dozen of other competitors has reached the second position adding credibility to their advertising punch line which is as follows:
“Impossible is nothing”

PUMA:
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Puma came into existence in the year 1948 after Rudolf Dassler broke free from the company of his brother Adidas over several disagreements.

Currently Puma designs footwear, apparels and accessories and has gained repute of being one of the leading sports lifestyle companies. The organization functions on principles of creativity, safe sustainability and peace. The values projected by the organization are Honesty, Integrity, Positivity and Fraternity. Puma is well understood as commencing with sports and ending with fashion. The Company has Sports Lifestyle and Performance labels such as:

Football

Running

Motorsports

Golf

Sailing

This brand collaborates with designers such as Alexander McQueen, Yasuhiro Mihara and Sergio Rossi. The Puma Group is in ownership and control of primarily Puma, then

Tretorn, Hussein Chalayan. Puma has a distribution network of more than 120 nations and has an employee strength of 9000 people worldwide. Puma has headquarters in Germany, London and Hong Kong. (Kotler 2007)
Methodology:
In order to carry out research successfully primary research was very vital. A questionnaire of 10 questions was presented to consumers randomly in Shopping Malls which housed retail outlets of Adidas and Puma. Questions drafted were primarily on Adidas and Puma in a comparative mode with intent to bring out responses towards the dual brands. This primary research method presented in all clarity the different aspects in the thought processes of consumers while buying branded footwear such as Adidas or Puma. Specific questions were asked regarding the two brands and responses for the same were received.

The secondary method of compilation of data especially from websites, journals and books proved to be highly useful as all the data required for analysis were available.

On basis of compiled data through Primary and Secondary Research Techniques analysis was further carried out to comprehend the comparative aspects of the dual brands i.e. Puma and Adidas. Post analysis conclusions have been drawn and recommendations made.
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Analysis and Discussion:

Competitor Analysis:
Puma undoubtedly is a rival competitor of Adidas. Besides Pumawhich is a frontrunner, Adidas does have several small competitors but Puma stands parallel to Adidas in the competitive world of athletic shoes. A S.W.O.T analysis would help comprehend the position of Adidas in the global market.
S.W.O.T Analysis: (Kotler 2001)
A S.W.O.T Analysis in context of a business organization assists us in comprehending the strengths of the organization, the weaknesses it possesses, the opportunities the organization could explore and the threats which could harm its growth and existence.
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Strengths:

Puma:

The business house is extremely competitive and is positioned in the global market competing with many other brands.

It has registered huge financial growths

Puma has a wide array of Shoe wear

Puma has made a few good acquisitions proving to be strategically beneficial

The brand is symbolic of quality, up graded technology and prestige

Puma’s management is market oriented and majority of the key personnel are from a competitive marketing background. (jobber 2004)
Adidas:
Adidas possesses the largest international portfolio of sports ambassadors.

The brand is placed at being the second best in the world. Adidas is closing competing with Pumawith is placed at the top most position.

Despite recessional factors the business is witnessing good growths.

Adidas’s market strategy for it brand recognition and growth is to sponsor football teams and resultantly Adidas has a high fan following particularly in U.S.A and India.

India is the nation where statistics and surveys reveal that Adidas has the maximum level of growth in sales, revenue and repute. (Armstrong 2001)
Weakness:

Puma:
In comparison to Adidas, Puma’s advertising strategy and promotional strategies are far less resulting in the brand not be as projected to consumers as Adidas.

Though Puma has a diverse product line, the company’s revenue mainly emerges from the footwear market.

It is an established fact that the retail sector is highly price sensitive yet most of its incomes is form retailers.
�

Adidas:
The pricing of Adidas product which is rigid poses rigidity. Rigidity in the current economic scenario which is under duress and crisis, lack of price variation in an economy which is price conscious leads to a situation of weakness.

Adidas is plagued with a close competitor in the form of Pumathe global market.

Adidas though very popular in India, Adidas has yet not performed well.
Opportunity:

Puma:
The brand has the opportunity to open up more stores.

Puma can expand in markets with more revenue potential

It has the opportunity to work towards better and improved global recognition

Puma should create opportunities such as participation in events like the World Cup.
Adidas:
Adidas should indulge in making exploration of new market and further add on its positioning in the global market.

There is the trend of being health conscious and this could help in further marketing of products.

Adidas should create more sales opportunities by effective advertising employed in continuity.
Threat:

Puma:
The very high level of existing competition presents a threat to Puma.

Research and Development costs would continue to go higher on account of competition.

In the global trade, fluctuating currency value poses a threat as profits are consequently affected.

Certain weak market in the global sector could prove to be a threat.

Consumers are increasingly becoming price sensitive.
�
Adidas:

Brands like Puma, Reebok are posing competition to Adidas. Besides, statistic indicate that Nike, a competitor of Adidas has a large market share and allocates a much larger sum for market communication strategies. This proves to be a threat which is growing for Adidas.

Additionally, new brands such as GAP, CAT are posing serious threat as they are eating into the market share of Adidas which is in existence.
�

Revenue: (Frost 2009)
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Adidas

Puma
Revenue -$15.6 billion (2009)

Revenue- US$ 7.67 billion (2009)

Operating income- $1.5 billion (2009)

Operating income -US$ 0.5 billion (2009)

Profit- $933 million) (2009)

Net income- US$ 334 million (2009)
ADIDAS

Puma
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The above figure statically indicates the fact that Pumahas a large share in comparison to Adidas. Pumastands tall at 31% while Adidas at 16% which is almost half of Nike.
Brand Awareness:
Puma mainly produces shoes for driving enthusiasts. Formula One and NASCAR have Puma as their main producers. Puma met with great success by winning rights of FIFA World Cup Sponsorship in 2006 and his resulted in creation of a high degree of brand awareness for Puma. In the Italian National Football team, the clothes worn by the team was sponsored by Puma. Puma has further created a good deal of brand awareness by its partnership with Ferrari and BMW and has launched Puma-Ferrari and Puma-BMW shoes. In 2007, Puma launched uniforms for a Brazilian Club named Gremio employing laser sewn technology.

Adidas too creates brand awareness by sponsoring teams, global events of a higher magnitude, sub-brands and sports clubs and associations.

The dual companies i.e. Adidas and Puma are indulgent in creating brand awareness and have been employing sponsorship strategies for retention of brand image and loyalty amidst their consumers. The aspect which presents a similarity in mode of approach of Puma and Adidas is the fact that the dual organizations emphasizes on sponsorship of events and teams. For the sake of illustration, Adidas has sponsored several times the Olympic Games and different World Championships besides national teams and huge sports event. The ideology behind adoption of this strategy by Adidas is to create a greater sense of awareness for their product through different forms of media.

Similar to this, Puma has sponsored clubs, teams and gone into partnership with automobile giants like the Ferrari and the BMW (Petittt 2003)
Advertising:
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Puma does not engage heavily into advertising as Adidas does. But the aspect to be noted that though Puma has a limited advertising budget, the execution of advertisements especially press advertisement are significantly impactful. Adidas on the other hands spent tremendously in advertisement campaigns.

To compete with brands like Nike, Adidas elevated its advertising funds to such a substantial level that it was almost at par with Pumaand enabled Adidas to compete on the a higher plain

Both Adidas and Puma devise varied advertising strategies to arrest consumer interest and attention.

Adidas now just does not advertise innovatively but makes the much required impact with executions which are brilliant. Television and other forms of advertising are in regularity employed and the organization successfully conveys their characteristics of innovation and technology coupled with huge success stories with personalities such as Emil Zatopek and Mohammad Ali to name a few. (belch 2004)

Marketing Mix: (Harrison 2000)
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Product:
ADIDAS: Comfort and fashion appeal are the inert quality of the product. The Shoes are much preferred by sports stars. They last long and this brand stands in the second position after Nike. The grip which the sole provides is on account of good design and is useful especially in hiking. They go with ease on the legs and prevent any kind of twist or sprain.

Puma: Puma is a relatively good sports shoe and is ranked fourth in the world as a brand. The shoes have an aesthetic design and are also worn as a fashion assessor. The product has proven to be durable and is mostly manufactured as a shoe for driving.
Place:
Adidas and Puma are available in almost all the nations of the world. The dual companies do not have their own retail chain but sell through other stores in the market. They follow the common link of producer, wholesaler, retailer and final consumer.
Price:
Puma shoes are not priced higher than Adidas and on account of popularity Adidas shoes commands a higher market share. Puma shoes have a starting range of 55$ while Adidas shoes price range starts at 110 $.
Promotion:
Adidas: Sponsoring large scale sports events, adverting through different forms of media.
Celebrity endorsements are very minimalistic.
Puma: The promotional technique employed by Puma is primarily sponsoring clubs, teams and employing media. Its advertising expenditure is much less than that of Adidas. Celebrity endorsements are practically non-existent.
Conclusion:
Puma has a global market share of 7% while Adidas enjoys a commanding position at 31%. Irrespective of his fact, Puma has gained immense popularity. Adidas indulges in high level of advertising while Puma does not. The dual enterprises share in common the aspect of sponsorship of teams with the intention of creating brand awareness.

Each brand is continuously in the process of product improvement and introduction of new product lines to cater to an ever growing competitive market. Adidas has attained a second position in the global footwear segment while Puma stands fourth in this segment. (Senemik 2000)
Recommendations:
Puma should increase its advertisement activities by devising new strategies to make the consumer repeatedly aware of its existence and through persuasive advertising should aim at increasing the volume of sales and market share. Puma should work towards increasing it market share from a meagre 7% to a more acceptable market share percentile.

Adidas, on the other hand should focus on new product lines. Since the organization stand second in position after Nike, it should attempt to reach the first position by putting in a dedicated effort to do so.

The market communication of Adidas could commence with celebrity endorsement as sports and movie personalities command a high level of popularity and Adidas products could benefit on account of celebrity endorsement. (Bowee 2003)

