
 

Chapter 5: Survey Results 

This chapter summarises all the important results of the primary research that has 

been conducted. Given that there is a very large amount of information, the complete 

information will be presented in graphs in the appendix of this paper and this chapter will 

serve to highlight the most important points learned from the investigation.  

In order to be able to interpret the results correctly, the main objectives of the 

investigation are to be recapitulated briefly: 

• test the hypothesis that there are inconsistencies between the core 

associations of the umbrella brand, Puma and its licensee brand, Puma 

Fragrances and explore which attributes vary the most  

• find out how the target group judges the popularity of the brand and at which 

stage of the life cycle the brand is placed by its consumers 

• validate which criteria play the most important role for the target group in 

their purchasing decision of perfumes 

• substantiate if there is any significant difference of perception or consumer 

behaviour within the target group 

In the following, the results related to these objectives are going to be presented, but 

before that some general comments about the research results are to be made. 

Since one of the research objectives was to find out about the brand awareness of 

Puma among its target population, the people that were approached by the interviewers and 

matched the characteristic of the target group, but did not know the brand, were written 

down by the interviewers, to be able to calculate the brand awareness. It turned out that 
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only three people out of 143 did not know the brand Puma, which equals 98 percent brand 

awareness within the target population.  

The attributes of the umbrella brand, Puma, as well as the attributes of the license 

brand, Puma Fragrances, have all been analysed and examined for differences among the 

different sample units, divided into age and gender. The responses regarding the umbrella 

brand, Puma have also been compared with the responses relating to the license brand, 

Puma Fragrances.  

The first notable result in analysing the data is that there are more valid responses 

for the umbrella brand than for the licensee. The valid percentage of responses is the 

frequency distribution that includes the relative percentage of times each value of a variable 

occurs in a given sample, excluding any missing data. (Babbie et al., 2003, p. 514)  

The average of the valid percentage of all responses for the attributes of Puma is 92 

percent, while for the attributes of Puma Fragrances the valid percentage only averages 74 

percent. This result can be connected to the fact that the umbrella brand, Puma, has a long 

history and higher brand awareness than Puma Fragrances therefore, a greater majority of 

people is able to give statements about Puma than about Puma Fragrances, which is still 

relatively young in the market. This should be kept in mind when looking at the following 

results.  

5.1. Attributes Puma 

In question five, the respondents were asked to rate certain statements about 

attributes of Puma on an ordinal scale, which was divided into four different categories that 

expressed levels of agreement and one category for the respondents that could not evaluate 
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the question. So the respondents had to indicate in how far they agreed or disagreed with 

the statements about Puma and these results were divided into age and gender, in order to 

explore if there was any significant difference between the different sub groups of the target 

population.  

As mentioned above, all of these results are illustrated in graphs at the end of the 

paper in the appendix; however, since the important question that was to be analysed is 

about the differences between the attributes of Puma fashion compared to the attributes of 

Puma Fragrances, we only want to summarise briefly some significant observations 

concerning the individual attributes and the results of the different age groups and gender.  

The attitude rating scale which was used included the subsequent statements about 

the brand, Puma and the respondents had to decide if they strongly agreed with the 

statement, agreed somewhat, disagreed somewhat or disagreed strongly. They also had the 

possibility of saying that they could not evaluate the question, which was counted as a 

missing value because it did not give any information about the degree of agreement by the 

respondent.  

Although it can be interesting to contrast how many responses out of the whole 

sample unit one attribute as compared to another, the following presentation of results 

concentrates on the percentage of valid responses, meaning the percentage of times each 

value of a variable occurs in a given sample, excluding any missing data. Therefore the 

percentage of valid response is always given in the text and in parenthesis the percentage is 

given counting the missing data, in order to see differences in the quantity of valid answers 

between the attributes, for instance 60 percent (54%). It is logical that the percentage of 

valid responses always has to be higher than the responses of the overall sample since the 
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valid percentage excludes any missing data and therefore relates to a smaller number of 

people. 

The statements about the attributes of Puma are ranked in the subsequent table in 

order of strongest agreed on to least agreed on, taking all answers that agreed strongly and 

somewhat together in order to calculate how many percent of all valid responses they 

account for.  

Table 5.1 

Ranking of Puma Attributes 

Puma is a self confident brand 55 42% 63 48% 10 8% 3 2% 131 100%
Puma is authentic and true to itself 48 38% 64 50% 11 9% 4 3% 127 100%

Puma is a lifestyle brand 59 45% 53 40% 10 8% 9 7% 131 100%

Puma is cool 59 44% 51 38% 17 13% 7 5% 134 100%

Puma is a brand for trendsetters 59 43% 51 38% 19 14% 7 5% 136 100%

Puma is creative and surprising 40 30% 70 51% 19 14% 7 5% 136 100%

Puma is independent 33 29% 49 43% 21 18% 11 10% 114 100%

Puma is diversified and entertaining 28 21% 64 48% 33 25% 9 7% 134 100%

Puma is spontaneous 19 17% 54 48% 31 28% 8 7% 112 100%

Puma is unique and differentiates 
itself from others 23 17% 55 41% 38 28% 19 14% 135 100%

Puma is wild and untamed 19 15% 48 39% 45 36% 12 10% 124 100%

Ranking of Puma Attributes
agree 

strongly
agree 

somewhat
disagree 

somewhat
disagree 
strongly

number of 
respondents

 

(Source: own elaboration) 

The statement which was most agreed on by all respondents was that Puma is a self-

confident brand; ninety percent (84%) of all valid responses agreed with the statement, then 

42% strongly and 48% somewhat. Eighty-eight percent of all valid responses (80% 

respectively), agreed with the statement that Puma is authentic and true to itself, followed 

shortly after by the declaration that Puma is a lifestyle brand, which 85 percent (80%) of 
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the respondents agreed on. Lifestyle can be defined as “a way of life or style of living that 

reflects the attitudes and values of a person or group”. (Online dictionary)  

Eighty-two percent of the respondents (78% respectively) approved of the claim that 

Puma is cool, followed directly by two statements that 81 percent (78%) of the people 

agreed on: Puma is a brand for trendsetters and Puma is creative and surprising.  

It comes to ones attention that there are more than 80 percent valid responses, 

without counting the missing values, which agreed to each of the first six statements. Yet 

not as many respondents approved of the other statements which can be seen in the 

following numbers: only 72 percent (58%) supported the idea that Puma is independent; 

followed by 69 percent (66%) which stated that Puma is diversified and entertaining. The 

claim that Puma is spontaneous was approved by 65 percent of all valid responses and 52 

percent respectively.  

The last two statements at the bottom of the table which were least agreed on are the 

claims that Puma is unique and differentiates itself from others, as well as Puma being wild 

and untamed. Only 58 percent (56%) responded that Puma is unique and differentiated, 

while even fewer respondents, 54 percent and 47 percent respectively, thought that it was 

wild and untamed.  

Having now taken an overview of the general agreement on Puma’s key attributes, 

the next step is to see if any significant differences between the different age groups or the 

gender could be found. Therefore, a statistical significance called Chi-square was applied, 

which approximates the probability that the relation between variables is a consequence of 

random chance or sampling error by means of comparing the actual or observed 
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distribution of answers with the distribution of answers that would be expected if there 

were absolutely no relationship between two variables. (Babbie et al., 2003, p. 305)  

Running the Chi-square test in SPSS, we get different so-called degrees of freedom, 

which represent the likelihood that an observed relationship reflects a similar relationship in 

the population rather than arising from sampling error. P, which always has a value 

between 0 and 1, and is the probability that the observed relationship could result from 

sampling error, therefore, the smaller the value of the p, the more likely it is that the 

relationship is not based on a sampling error, but that it has statistical significance and 

probably reflects a similar relationship in the target population. There are three commonly 

distinguished levels of significance: p < 0.05; p < 0.01; p < 0.001. It is widely accepted by 

social scientists that relationships with a significance level of 0.5 or less are so unlikely to 

have happened by accident that they can be called significant. It applies that the lower the 

probability, the more statistically significant is the relationship. Therefore, a relationship 

that is significant at the 0.001 level carries more certainty that the conclusion applies for the 

target group than if it is significant only at the 0.05 level. (Babbie et al., 2003, p. 305)  

The next step now is to apply this significance test onto the attributes of Puma, 

divided by gender and age, in order to see if any statistical significance between the 

associations comes up, so that the results could be generalised to the target population. 

Taking a look at the graphs in the appendix, what comes to one’s attention right away is the 

fact that generally more females agreed on the statements than males did. It also seems that 

generally the younger sample group agrees more that the attributes of Puma fit to the brand 

than the older target group and the older target group rather disagrees. Running the Chi-

square test for each single attribute, it turns out that no statistical significance could be 
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found for any of the attributes related to age, yet for the majority of the attributes, a 

statistical significance regarding the gender could be established. The following table ranks 

all the attributes related to gender and their statistical significance from most significant to 

least significant.  

Table 5.2 

Statistical Significance of the Relationship between Attributes and Gender 

p < 0.05
Puma is creative and surprising 0.000
Puma is cool 0.001
Puma is independent 0.001
Puma is diversified and entertaining 0.003
Puma is wild and untamed 0.003
Puma is a lifestyle brand 0.011
Puma is authentic and true to itself 0.014
Puma is a self confident brand 0.019
Puma is unique and differentiates itself from others 0.049

Relationship attributes and gender

 

(Source: own elaboration) 

The significant difference between male and female respondents regarding the 

statement that Puma is creative and surprising is that many more women totally agreed to 

the statement than the male respondents, with 45.59 and 13.24 percent respectively, 

whereas more male than female respondents agreed somewhat to the statement, with 63.24 

and 39.71 percent respectively. The male respondents disagreed more with the statement, 

14.71 percent somewhat and 8.82 percent agreed totally, than the female respondents did, 

with 13.24 and 1.47 percent respectively.  

The statement that Puma is a cool brand was also significantly perceived differently 

by male and female respondents. Female respondents agreed to the claim a lot more, 54.55 
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percent totally and 40.91 percent somewhat, than the male respondents did, 33.82 percent 

agreed totally and 35.29 somewhat. Consequently, the male respondents disagreed with the 

statement more than the female respondents, 30.88 percent of the male respondents 

disagreed somewhat or totally (20.59 and 10.29 percent respectively), while there were 

only 4.55 percent of female respondents that disagreed somewhat and not one single one 

that disagreed totally.  

The rest of the results of the statements look really similar in so far that in all of 

them the female respondents rather agree to the statement and the male respondents rather 

disagree. Therefore, they are summarised in a table in order to get a better overview. 
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Table 5.3 

Significant Puma Attributes Divided into Gender 

agree 
strongly

agree 
somewhat

disagree 
somewhat

disagree 
strongly

male 13.24% 63.24% 14.71% 8.82%
female 45.59% 39.71% 13.24% 1.47%

male 33.82% 35.29% 20.59% 10.29%
female 54.55% 40.91% 4.55% 0.00%

male 22.95% 34.43% 27.87% 14.75%
female 35.85% 52.83% 7.55% 3.77%

male 16.67% 39.39% 30.3% 13.64%
female 25.00% 55.88% 19.12% 0.00%

male 12.31% 30.77% 38.46% 18.46%
female 18.64% 47.46% 33.9% 0.00%

male 35.29% 41.18% 11.76% 11.76%
female 55.56% 39.68% 3.17% 1.59%

male 30.16% 49.21% 14.29% 6.35%
female 45.31% 51.56% 3.13% 0.00%

male 30.30% 54.55% 10.61% 4.55%
female 53,85% 41.54% 4.62% 0,00%

male 16.18% 3382,00% 27.94% 22.06%
female 17.91% 47.76% 28.36% 5.97%

Puma is creative and surprising

Puma is cool

Puma is independent

Puma is diversified and entertaining

Puma is unique and differentiates itself from others

Puma is wild and untamed

Puma is a lifestyle brand

Puma is authentic and true to itself

Puma is a self confident brand

 

(Source: own elaboration) 

After taking a look at the attributes of Puma, the next section will expand on the 

results of the attributes of Puma Fragrances. 

5.2. Attributes Puma Fragrances 

Question 10 in the survey dealt with the attributes of Puma Fragrances. Although 

most attributes where exactly the same as for the umbrella brand, there were also three 

questions specifically for Puma Fragrances. Looking at the attributes of Puma Fragrances, 
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one has to keep in mind what has been mentioned above. Due to the lower brand 

awareness, the overall amount of valid responses is a lot smaller, which is reflected by the 

lower overall percentage that is presented in parenthesis. For this reason, the valid 

percentage of answers is taken so that the results can be compared to the results that were 

obtained with reference to the umbrella brand, Puma.  

Table 5.4 

Ranking of Puma Fragrances’ Attributes 

Puma Fragrances…

...is authentic and true to itself 29 31% 51 55% 10 11% 3 3%

...is hip and trendy 34 33% 52 51% 10 10% 6 6%

...is more of a daily fragrance 43 43% 40 40% 12 12% 5 5%

...fits to the brand 44 44% 37 37% 12 12% 6 6%

...is cheaper than the rest of the Puma brand 45 47% 32 34% 14 15% 4 4%

...is creative and surprising 32 32% 46 46% 16 16% 5 5%

...is a lifestyle perfume 36 36% 41 41% 18 18% 6 6%

...is diversified and entertaining 25 26% 45 47% 19 20% 7 7%

...is unique and differentiates itself from others 22 22% 46 46% 24 24% 8 8%

...conveys independency 16 17% 43 46% 25 27% 9 10%

...is spontaneous 14 15% 44 47% 26 28% 9 10%

...is used by self confident people 19 19% 41 41% 28 28% 11 11%

...is wild and untamed 22 23% 33 34% 31 32% 10 10%

Ranking of Puma Fragrances' attributes
 agree 

strongly 
 agree 

somewhat 
 disagree 
somewhat 

 disagree 
strongly 

 

(Source: own elaboration) 

The attribute of Puma Fragrances that most respondents agreed on was that it is 

authentic and true to itself; 86 percent (57% respectively) of the valid responses approved 

of this statement, 31 percent (21%) strongly and 55 percent (36%) somewhat. The second 

strongest claim was that Puma Fragrances is hip and trendy, which 84 percent (61%) of the 

valid answers agreed to, followed by the declaration that Puma Fragrances is rather a 
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fragrance for the day with 83 percent (59%). Eighty-two percent (58%) believed that Puma 

Fragrances fits to the umbrella brand, Puma, yet also 81 percent (55%) stated that Puma 

Fragrances was cheaper than the rest of the brand.  

The statement that Puma Fragrances is creative and surprising was agreed to by 79 

percent (56%) of the valid responses, while 76 percent (55%) agreed with the claim that 

Puma Fragrances was a lifestyle fragrance. Still 73 percent (50%) thought that Puma 

Fragrances was diversified and entertaining, whereas only 68 percent (49%) of the valid 

responses agreed to the claim that Puma Fragrances was unique and differentiated itself 

from other fragrances. Sixty-three percent (42%) claimed that Puma Fragrances conveyed 

independence, followed by 62 percent (41%) that agreed with the declaration of Puma 

Fragrances being spontaneous.  

The two statements that where least agreed on were that Puma Fragrances is used by 

self confident people, with 61 percent (43%), and that Puma is wild and untamed, with 57 

percent (39%).  

After looking at the ranking of the attributes of Puma Fragrances, the same Chi-

square significance test was applied for each attribute linked to gender and linked to age, 

just like with the attributes of Puma. Yet, unlike with the attributes of Puma, no statistical 

significance could be established between none of the attributes of Puma Fragrances and 

gender or age. The most interesting part will now be to compare the results of the attributes 

of Puma and Puma Fragrances in the next section and search for similarities as well as 

discrepancies. 
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5.3. Comparison between the Attributes of Puma and Puma Fragrances 

After presenting the results of the individual attributes of Puma and Puma 

Fragrances, this next section has the objective of contrasting the answers of the respondents 

concerning the brand and its extension in order to discover possible inconsistencies but also 

similarities.  

Figure 5.1 

Self Confidence 

 

(Source: own elaboration) 

The topic of relating self-confidence to the brand, Puma and the brand extension, 

Puma Fragrances, was perceived extremely different among the target group. While the 

statement that Puma is a self confident brand was the claim that was strongest approved by 

the respondents (90% of valid responses), the declaration that Puma Fragrances is used by 

self confident people was only approved by 61 percent of the respondents, which made it 

the second least-approved statement of all. This fact is illustrated in the graph, where one 

can clearly see that a lot more people agreed that the umbrella brand, Puma is a self 

confident brand than that the brand extension, Puma Fragrances is used by self-confident 

people. Actually, this statement was the one that provoked the most distinctive answers of 

all presented statements. This interesting result, that there is such a big discrepancy 

between the responses of the two statements, will be analysed in the next chapter and an 

explanation will be sought.  

Figure 5.2 
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Lifestyle 

 

(Source: own elaboration) 

The next claim that the target group had to evaluate was in how far the umbrella 

brand, Puma is a lifestyle brand and the brand extension, Puma Fragrances a lifestyle 

perfume. As already stated above, lifestyle can be defined as “a way of life or style of 

living that reflects the attitudes and values of a person or group”. (Online dictionary) 

The answers of the target group were more homogenous on this attribute. Only a 

few more respondents agreed on Puma being a lifestyle brand than Puma Fragrances being 

a lifestyle perfume. Generally, the attribute was ranked among the highest, it took the third 

strongest place associated to the umbrella brand, with 85% agreement among the valid 

responses, and the fourth strongest placed connected with the brand extension, with 76% of 

all valid responses.  

Figure 5.3 

Authenticity 

(Source: own elaboration) 

Authenticity was another attribute that was widely agreed with among the target 

population, as much for the umbrella brand, Puma as for its brand extension, Puma 

Fragrances. It is the strongest attribute linked to Puma Fragrances, with 86 percent of all 

valid responses, and the second strongest connected to Puma fashion with 88 percent of the 

valid answers. An interesting point is, that although authenticity was ranked number one of 

all attributes of Puma Fragrances, and only number two of the attributes of Puma fashion, 
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the percentage of agreement is still higher for the umbrella brand than for its brand 

extension.  

This example of authenticity could be an indicator that affirms the hypothesis that 

there are inconsistencies between the attributes of Puma fashion and Puma Fragrances and 

that the core associations of the brand are still not fully transferred to its extension. Yet in 

order to be able to give a valid statement on this, the results of all attributes have to be 

examined; therefore this point will be expanded on in the next chapter.  

Figure 5.4 

Trendiness 

 (Source: own elaboration) 

Trendiness is the first of the presented attributes, which more people of the target 

group related to Puma Fragrances than to Puma fashion. While 84 percent of the valid 

responses agreed on the fact that Puma Fragrances is hip and trendy, only 81 percent of the 

respondents thought that Puma fashion is a brand for trendsetters. This difference can also 

be seen in the ranking, where the claim that Puma is a hip and trendy fragrance is second 

most agreed on, while the declaration that Puma is a brand for trendsetters only takes fourth 

place among the other attributes.  

Figure 5.5 

Creativity and Surprise 

(Source: own elaboration) 

In this graph, one can see that the statement that Puma is creative and surprising, as 

well as the claim that Puma Fragrances is creative and surprising, were perceived relatively 

homogenously by all the respondents. Eighty-one percent of the valid responses approved 
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of the declaration that Puma is creative and surprising, as well as 71 percent that connected 

this same attribute to Puma Fragrances. Yet, even though more people agreed that Puma is 

creative and surprising, it only made fifth place in the ranking among Puma’s attributes, 

while the claim that Puma Fragrances is creative and surprising made third place among 

Puma Fragrances’ attributes. The fact that Puma Fragrances was ranked higher amongst its 

attributes than the umbrella brand, Puma, although fewer people agreed that Puma 

Fragrances matched the characteristic of being creative and surprising, supports the afore 

mentioned point that the target group links the presented core associations more to the 

umbrella brand than to its brand extension.  

Figure 5.6 

Diversification and Entertainment 

(Source: own elaboration) 

This association that Puma and Puma Fragrances are diversified and entertaining, is 

the second example where the valid percentage of respondents that agreed to the statements 

is higher for the brand extension, Puma Fragrances than for its umbrella brand, Puma. 

Whereas 73 percent of the valid answers agreed with the claim that Puma Fragrances is 

diversified and entertaining, only 69 percent thought so about the declaration that Puma 

fashion represents those attributes. While the associations, diversified and entertaining are 

ranked fifth among the attributes of Puma Fragrances, they are only ranked seventh among 

the attributes of the umbrella brand Puma.  

Figure 5.7 

Independence 

(Source: own elaboration) 
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In this chart, the results of the attribute independence linked to Puma and its brand 

extension, Puma Fragrances are illustrated. Seventy-two percent of the respondents 

believed that the attribute independent matches the brand Puma but only 63 percent thought 

that Puma Fragrances conveyed independence. The statement that Puma is independent was 

ranked the sixth highest among Puma’s attributes and the claim that Puma Fragrances 

conveys independence put it on rank six among all the other attributes of Puma Fragrances. 

Figure 5.8 

Uniqueness 

(Source: own elaboration) 

In this graph, one can see that the attribute of uniqueness is another association that 

the respondents rather linked to the brand extension, Puma Fragrances than to its umbrella 

brand, Puma fashion. Sixty-eight percent of all valid responses agreed with the statement 

that Puma Fragrances is unique and differentiates itself from others, which put it on rank 

number six among the other claims, while only 58 percent of the respondents approved of 

the declaration that the umbrella brand, Puma is unique and differentiates itself from others.  

Figure 5.9 

Spontaneity 

(Source: own elaboration) 

The two statements that Puma and Puma Fragrances are spontaneous were 

perceived really homogeneously among the target group. Both statements made seventh 

place in the ranking among the other attributes, the umbrella brand, Puma with 65 percent 

and the brand extension, Puma Fragrances with 63 percent. Yet, although the perception of 

the two statements was really similar, the percentage of valid responses that agreed to those 



Significance of Brand Extensions in Managing Brand Equity  -17- 
 
 
 

two statements was relatively low. It is the claim that is third least agreed on of all the other 

declarations, for the umbrella brand Puma, as well as for Puma Fragrances.  
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Figure 5.10 

Wildness 

(Source: own elaboration) 

Wildness was another attribute that was agreed on relatively analogously among the 

sample unit, but it also was the association that from all statements, the respondents least 

connected to the brand as much as to the brand extension. Only 54 percent of the 

respondents agreed with the statement that Puma was wild and untamed and just three 

percent more connected these associations to Puma Fragrances.  

5.4. Puma popularity 

Analysing the core associations of Puma and Puma Fragrances, it is also important 

to see at which point of the brand life cycle Puma fashion is to be found, in order to 

implement the correct marketing strategies. The target group that was interviewed for the 

research of this paper had to judge the popularity of the umbrella brand, Puma and assign 

only one of the following five statements to Puma concerning its popularity: 

1. The brand is gaining popularity at the moment and approaching the peak 

level 

2. The brand finds itself at the peak of popularity and will probably stay there 

for a little bit longer 

3. The brand finds itself at the peak of popularity but will probably not be able 

to remain there for much longer 

4. The brand has already left the peak behind and the popularity is declining 

5. The brand has never been popular and probably never will 
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The results were divided into age and gender and interesting differences were found 

amongst the different groups, but first the overall percentage of all valid responses is to be 

presented. The results showed that 16.67 percent of all respondents believed that Puma is 

still gaining popularity at the moment and is on the way to approach its peak level of 

popularity. With 45.65 percent the majority of all respondents believed that Puma finds 

itself at this moment at the peak of its popularity and will probably stay there for a little bit 

longer, while 23.91 percent believed that although Puma at the moment is at the peak of its 

popularity it will not be able to remain for much longer. Only 10.14 percent of the 

questioned target population thought that Puma has already left the peak of its popularity 

behind and is declining at the moment, as well as 3.62 percent that believed that Puma was 

never popular and never will be. 
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Figure 5.11      Figure 5.12 

Popularity Gender     Popularity Age 

 

 (Source: own elaboration)     (Source: own elaboration) 

The two graphs illustrate very well how female and male respondents, as well as the 

two different age groups, had a quite different perception about the popularity of Puma. It 

can be observed that the female respondents, together with the 14 to 19 year olds, rather 

believe that Puma is already at the peak of its popularity and is staying there or on the way 

to getting there than the male respondents, together with the 20 to 25 year olds, who rather 

believe that Puma is at the peak of its popularity but will not be able to remain much longer 

or that Puma has already passed the peak and is declining at the moment.  

From all valid female responses, 18.84 percent thought that Puma is still gaining 

popularity at the moment and is on the way to approaching its peak level of popularity, 

while only 14.49 percent of the male respondents believed the same. From the 14 to 19 year 

olds also 18.97 percent supposed the same, in comparison to only 14.71 of the 20 to 25 year 

olds.  

The statement that Puma finds itself, at this moment, at the peak of its popularity, 

and will probably stay there for a little bit longer, was agreed by 56.52 percent of all female 

respondents and exactly half (50%) of all 14 to 19 year olds, while from the male 

respondents, only 34.78 percent approved of this claim as did 41.18 percent of the 20 to 25 

year olds.  

For the next declaration, the distribution of responses changed a little bit. While 

only 17.39 percent of the female respondents agreed with the claim that Puma at this 
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moment is at the peak of its popularity but will not be able to remain for much longer, 

30.43 percent of the male respondents did. Concerning this statement, the answers of the 

two different age groups were fairly homogenous, 24.29 percent of the 14 to 19 year olds 

and 23.59 percent of the 20 to 25 year olds approved of the claim.  

More male respondents and 20 to 25 year olds agreed with the proposal that Puma 

has already left the peak of its popularity behind and is declining at the moment, with 13.04 

percent and 16.18 percent respectively. Only 7.25 percent of the female respondents and 

4.29 percent of the 14 to 19 year olds thought the same way.  

The last statement, that Puma has never been popular and probably never will be, 

was generally only agreed on by very few respondents and all of those respondents were 

male. There was not one female respondent that agreed with the statement and from the 

males there were more 20 to 25 year olds that agreed with the statement 14 to 19 year olds, 

with 4.41 and 2.86 percent respectively. After looking at the popularity of Puma and at 

which point of its brand life cycle it is ranked by its target population, the next part of this 

chapter deals with the important factors of the consumption behaviour of the target group. 

5.5. Consumer Behaviour 

The next section of consumer behaviour deals with the result of the questions seven, 

eight, and nine, which will be examined sequentially. First, how often the target population 

uses fragrances is explored, divided my age and gender. Then the places where the 

respondents most often buy perfume were examined and finally, the important criteria that 

influence the purchasing decision of perfume are analysed. 
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5.5.1. Fragrance Usage 

In order to be able to give some valuable recommendations to Cosmopolitan 

Cosmetics concerning their marketing strategy, it is very important to find out some general 

information about the behaviour of their target population when it comes to using and 

buying perfume. Question seven asked how often the respondents used perfume, if it was 

daily, several times a week, only on special occasions, rarely, or never. The results are 

presented in the two graphs below, one divided by age and one divided by gender.  

Figure 5.13 

Fragrance Usage Divided into Gender 

 

(Source: own elaboration) 

Dividing the results of the answers of the respondents into gender, it became clear 

that the user behaviour among young women and young men is different; 43 percent of 

females use perfume daily in comparison with only 25 percent of males, yet the same 

amount of males and females (30 percent) uses perfume several times a week. In total, 64 

percent of the respondents, 73 percent of females and 55 percent of males use fragrances 

several times a week or daily, which leaves only 36 percent of the respondents, 27 percent 

females and 45 percent males, which use perfume only on special occasions, rarely or 

never. 

Figure 5.14 

Fragrance Usage Divided into Age 

 

(Source: own elaboration) 
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Also very interesting are the results when dividing the sample into two age groups, 

14 to 19 year olds and 20 to 25 year olds. The results show that the sample unit of 

respondents between 20 and 25 uses perfume more frequently than the group of 14 until 19 

year olds. Forty-two percent of 20 to 25 year olds use perfume daily compared to only 26 

percent of 14 to 19 year olds. Therefore, 31 percent of the respondents between 14 and 19 

years old said that they use perfume several times a weak, in contrast to only 29 percent of 

the older sample unit. Altogether, 71 percent of the 20 to 25 year olds and 57 percent of the 

14 to 19 year olds, use perfume several times a week or daily and respectively only 29 

percent of the older sample group and 43 percent of the younger sample unit use fragrances 

only on special occasion, rarely, or never.  

5.5.2. Stores to Purchase Fragrance 

Looking at the stores where the majority of the respondents mainly buys their 

fragrance products (eau de toilette, eau de perfume, eau de cologne), it is interesting to see 

that 42 percent of all the respondents primarily buy their fragrance products in perfumeries, 

followed by 26 percent in drugstores, 13 percent department stores, 6 percent in consumer 

markets, 5 percent duty free and 8 percent buy their fragrance products in none of those 

stores.  

Figure 5.15 

Stores where Fragrances can be Bought 
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(Source: own elaboration) 

Since no significant difference could be found by either dividing into age or gender, 

the results are only presented for the whole of the valid responses. After looking at the 

places where the majority of the target population buys their perfumes, the next section will 

take a closer look at the different criteria that influence their purchasing decision.  

5.5.3. Purchasing Criteria 

One of the objectives of this investigation was to validate which criteria play the 

most important role for the target group in their purchasing decision of perfumes. The 

following section illustrates the factors which influence the buying decision of the target 

population the most. In order to find out which feature of a perfume influenced the 

purchasing decision the most, the respondents were given different properties of a 

fragrance: the scent itself, the price, the flacon, the folding box, the image, the designer or 

brand of the fragrance, and the opinion of a friend. Each had to rank the single elements on 

a scale of one to five, one meaning that the attribute was not important at all, and five 

meaning that the attribute was very important for their purchasing decision. The results 
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were gathered and the mean of each property was calculated. Afterwards, the results were 

split up into age and gender, in order to see if there was a significant difference between 

them. 
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Figure 5.16 

Purchase Criteria Gender 
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(Source: own elaboration) 

The graph shows that the scent itself influences the purchasing decision of the target 

group the most with a mean of 4.84 of all valid female responses, a mean of 4.54 of all 

valid male responses averaging an overall mean of 4.69. Price came out to be the second 

most important purchasing factor with a mean of 3.89, made up of the mean 3.83 of the 

male respondents and 3.96 of the female respondents. Yet it has to be mentioned that the 

comments of the respondents that were given during the interview underlined the 

knowledge that it is as important that the perfume not be too expansive as well as not too 

cheap.  

In third place of important purchasing factors is the flacon, with a mean of 3.36, 

which is more important to females (3.84) than it is to males (3.42), followed by the next 
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most significant characteristic, which was the opinion of a friend, with a mean of 3.42. 

However, this characteristic was rated more important from the males (3.54) than from the 

females (3.3). The feature of the packaging was ranked in fifth place with a mean of 3.14; 

this characteristic was given more weight from the females (3.3) than from the males 

(2.97), unlike the following characteristic of image, which the male respondents again gave 

more weight (3.17) than the female respondents (3.03), averaging a total mean of 3.1. The 

least important attribute influencing the purchasing decision was the designer or brand of 

the perfume with a mean of 3.08. The female respondents averaged a mean of 3.19, while 

the males only averaged 2.97.  

Interesting to note is that females generally gave more importance to the 

characteristics than males did, and that the feature of the opinion of a friend and the 

characteristic of the image were the only two properties of a fragrance that were more 

important to males than they were to females. This fact is appealing in so far that those two 

attributes are more intangible than the others and are more related to emotional reasons than 

to practical ones. Overall, it has to be considered that, although the respondents stated that 

the scent of the perfume is a lot more important to them than the brand or the image, they 

might not even be aware that their purchasing behaviours are guided more by subconscious 

influences than tangible facts that they are actually aware of like price or scent.  
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Figure 5.17 

Popularity Age 
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(Source: own elaboration) 

Dividing the answers into age, a similar picture could be found as with the results 

above, dividing the answers into gender, only that the answers of the two age groups were 

even more homogenous than the two different gender groups. One observation that can be 

made is that the older age group of 20 to 25 always gave more weight to each feature than 

the 14 to 19 year olds. If the ranking were to be adjusted for each age group, it would 

basically stay the same as above, only that for the 14 to 19 year olds, image is slightly more 

important than packaging and would therefore switch places, whereas for the 20 to 25 year 

olds, the designer and brand are a little bit more important than the image and would also 

switch their places in the ranking.  
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5.6. Puma Positioning 

After talking about consumer behaviour, this next section takes a closer look at the 

positioning of Puma. In question three, the respondents were asked with what product 

category they connected Puma and they had the possibility to give multiple answers. The 

product categories they could choose from where: sportswear, fragrances, street wear, bags 

and purses, watches and jewellery, other accessories, and shoes. The answers to this 

question can give valuable information about the positioning of Puma in so far that it can 

demonstrate if people still associate Puma mainly with sportswear or if the tendency has 

shifted towards street wear, bags, accessories etc. Furthermore, it can be seen how far Puma 

is associated with fragrances in comparison to the other product categories, which tells us 

something about the awareness of Puma Fragrances.  

The category that was most related to by all respondents was shoes, with 91.43 

percent, followed closely by the category sportswear with 87.14 percent. After those two 

categories there was a big gap and afterwards fragrances was the third most associated 

category with 49.29 percent. Fragrances was followed closely by the category bags and 

purses, which 46.43 percent of the respondents connected to the umbrella brand, Puma. 

Street wear was only the fifth most mentioned category with 39.29 percent, followed by the 

last two categories, watches and jewellery, and other accessories with 11.43 percent and 

13.57 percent respectively.  

 After looking at the results of the whole sample unit, in the next step, the responses 

were divided into gender and age, of which the results are presented below.  
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Figure 5.18 

Product Categories Associated with Puma in Percent (Divided into Gender) 
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As can be seen in the figure, the only two categories where a major difference between 

male and female respondents can be seen are fragrances, and bags and purses, which a lot 

more female respondents related to Puma than male respondents did. Out of the female 

target population, 31.43 percent related Puma to fragrances and 32.86 percent linked it to 

bags and purses. On the contrary, only 17.86 percent of the male respondents related Puma 

to fragrances and just 13.57 percent related it to purses. Since the division into the two 

different age groups did not bring any new valid information, the graph is not going to be 

illustrated and discussed in this part.  

After presenting the most important results of the investigation in this chapter, the 

next chapter has discusses these results so that valuable information for the company and 

the reader can be drawn from it. 


