
Chapter 7: Conclusion 

After taking a closer look at the analysis of the survey results, this chapter briefly 

summarises the investigation process, recapitulates the main objectives and findings of the 

investigation, as well as giving recommendations for Cosmopolitan Cosmetics on how to 

improve the marketing strategy of Puma Fragrances, based on the results of this research.  

In the beginning of this paper, in the first chapter, the objectives and main elements 

of the investigation are introduced to give an overview over the whole project. The second 

chapter familiarises the reader with the companies, Puma and Cosmopolitan Cosmetics, 

their strategy and products, as well as with the peculiarities of the fragrance market. In the 

third chapter, the most important results of the secondary data collection are presented in 

the literature review. The fourth chapter, which deals with the methodology of the 

investigation, has the goal of explaining every single decision made during the research 

process, in order to give anyone the possibility of reconstructing the conducted research. In 

chapter five, the results of the primary research are presented and in chapter six, those 

results are analysed and connected to the most important aspects of the literature review.  

7.1. Objectives and Results of the Investigation 

One objective of this investigation has been to test the hypothesis that there are 

inconsistencies among the perception of the core associations of the umbrella brand, Puma 

and its brand extension, Puma Fragrances. Yet, although minor differences in the 

perception of the target group could be found, the hypothesis could not be substantiated 

because the majority of the attributes were perceived in a relatively homogenous manner.  

A further goal of this research was to find out how the target population judges the 

popularity of the brand, in order to see at which stage of the brand life cycle the brand is 
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placed by its consumers. The results showed that Puma is located in the majority or 

elaborating stage of its life cycle. According to strategic brand concept-image management, 

the consequences for Puma as an image brand at this point of its positioning strategy should 

be to focus on sustaining associations based on the group or the self-image of the brand.  

Concerning consumer behaviour, the main aim was to substantiate if there are any 

significant differences in perceptions within the target group. One has been able to find that 

female respondents and male respondents, as well as 14 to 19 year olds and 20 to 25 year 

olds, frequently have different perceptions on the attributes of Puma, the popularity of 

Puma, and the consumer behaviour.  

7.2. Recommendations 

Before this investigation was conducted, the expectations were that the core 

associations of Puma and Puma Fragrances would be perceived fairly distinctively among 

the target population. Therefore, the original goal was to find out which attributes vary the 

most, in order to propose a solution on how to minimise these differences. Yet the only 

association, which was perceived really differently for Puma than for Puma Fragrances, 

was self confidence. A lot more respondents agreed that Puma was self confident than that 

Puma is used by self-confident people. Therefore, the question for Cosmopolitan Cosmetics 

arises about what can be done to improve the perception of self confidence related to Puma 

Fragrances, in order to be in harmony with the master brand’s image.  

It is proposed that for the next fragrance development, self confidence should be 

one of the obligatory elements, which is to be included in the concept. Thus, self 

confidence will be one key ingredient of the communication, and with this, the target group 
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will start to connect the attribute of self confidence more closely to Puma Fragrances and 

therefore perceive the image of the umbrella brand, Puma and its brand extension, more 

harmoniously. On the other hand, it is important to include attributes that the target 

population already connects strongly to the fragrance brand in order for the new product to 

be successful. Thus, it is recommended to also include the associations of uniqueness and 

trendiness in the concept development, because those associations were perceived strongly 

by the target group and are closer related to Puma Fragrances than to the umbrella brand, 

Puma. Furthermore, these associations are key attributes that differentiate Puma from its 

competitors and therefore contribute to its competitive advantage. Additionally, the 

research of the Future Foundation, which examined major structural changes in society that 

will influence the demands of the consumer over the upcoming 10 to 15 years, found out 

that there is an increase in individualism. This piece of information, that more and more 

people prefer to stand out of the crowd, instead of fulfilling social norms, underlines the 

suggestion of focussing on the core associations of trendiness and uniqueness, in order to 

fulfil the needs and desires of the target population. 

Based on the normative framework of strategic brand concept-image management, 

the fact that Puma can be situated in the majority stage of its life cycle, and the condition 

that Puma is an image brand, imply that the brand should focus on shielding the target 

segment by making consumption more difficult for customers that do not belong to the 

target group. Through constantly marketing to both targeted and non-targeted segments on 

the demand side while de-marketing from the non-targeted segment on the supply side, the 

brand stays desirable but at the same time unattainable for the non-targeted segment.  
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Jochen Zeitz has already carried this recommendation out because one of the key 

elements of Puma’s current strategy is to keep a close eye on the distribution channels and 

to generate an artificial shortage, in order for the brand to stay desirable. The objective of 

Cosmopolitan Cosmetics concerning Puma Fragrances’ brand strategy is to the strengthen 

the worldwide star brand status of Puma Fragrances by reaching €100 million net sales in 

the fiscal year of 2007-2008 at the latest, and to be an international fragrance brand in line 

with the master brand’s image and activities. Yet the author suggests that it is important for 

Cosmopolitan Cosmetics not to focus too much on the short term brand sales but 

concentrate on being in line with the image of the umbrella brand and trying to maintain 

this image through putting the centre of attention on sustaining the core associations of the 

brand.  

The recommendations for Cosmopolitan Cosmetics are, therefore, to follow the 

master brand’s strategy in so far that they also keep a close eye on their distribution and 

perhaps restrict the supply in department stores and consumer markets and concentrate on 

drug stores and perfumeries. This recommendation is based on the results that 42 percent of 

all the respondents primarily buy their fragrance products in perfumeries, followed by 26 

percent in drugstores, while only 13 percent go to department stores to buy their fragrance 

products and 6 percent to consumer markets. By restricting the distribution to the stores 

where the target group primarily buys their fragrance products, it can be secured that the 

brand sales do not suffer major declines, while the products stay desirable, because one can 

not get it anywhere. Furthermore, the idea of focussing on perfumeries can help the 

fragrance brand, Puma, to upgrade its image, since perfumeries primarily carry prestige and 

bridge fragrances, but not a lot of products for the mass market. This strategy might reduce 
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the brand sales of Puma Fragrances slightly in the short term, but in the long term, 

guarantee that the fragrance brand can sustain or even increase its success by maintaining 

its image and desirability.  

Concerning the results of the attributes of Puma, it has been established during the 

research that generally the female respondents agreed a lot more that the attributes matched 

the master brand than male respondents did. The same tendency could be observed in the 

question about Puma’s popularity, where a lot more female respondents believed that Puma 

is still growing or at the peak of its popularity and will stay there, while the male 

respondents rather believed that Puma is at the peak but will not be able to remain for much 

longer or that it is already declining.  

The source of this difference among the two genders can be found in Puma’s sports 

heritage in the German market that more male than female members of the target group still 

connect the name with the umbrella brand. Thus, it is very difficult to give 

recommendations on how to overcome this difference, since it is based on the legacy of 

Puma’s old brand image. The only suggestion that can be given is to concentrate on further 

enforcing the new core associations of the brand and thereby focusing the communication 

on the male target in order to change its perception of the umbrella brand, which will also 

have a positive impact on the brand extension.  

Concerning the question about the different criteria of a fragrance that influence the 

purchasing decision, it could be observed that females generally gave more importance to 

the characteristics than males, yet the features 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 piece of information, that the male 
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members of the target group give more importance to intangible properties, such as the 

image of the fragrance and the opinion of a close friend or girlfriend, can be used as an 

insight that can serve in the development for the next fragrance concept.  

In general, the differences among the two genders are especially important 

considering the product development, starting with the concept, the product itself and the 

communication. In particular, looking at the strategy of Cosmopolitan Cosmetics, which is 

to launch a new twin fragrance of Puma each year, it has to be considered that it is far more 

difficult to cover the needs of the male target consumers, as well as the needs of the female 

target population, launching a twin fragrance. Yet a twin fragrance launch also has the 

advantages of reducing communication costs, plus the last two fragrances, Puma Flowing 

and Puma Jamaica, have been twin launches, with considerable success, which leads to the 

situation that the idea of a twin fragrance can already be seen as a feature of the brand 

character. Thus, the only advice that can be given is to pay extra attention to the distinctive 

needs of the male and female target group from the beginning of the development process 

of the twin fragrance. The concept strategy must be chosen, including those distinctive 

needs, and those needs have to be considered in all stages of the execution.  

Summarising the recommendations given in this chapter, Cosmopolitan Cosmetics 

should consider the following aspects, in reference to their marketing strategy of Puma 

Fragrances: 

• For the next fragrance development, self confidence, uniqueness and 

trendiness should be one of the obligatory elements to be included in the 

concept strategy. 
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• Cosmopolitan Cosmetics should follow Puma’s strategy in reference to 

keeping a close eye on their distribution and restrict the supply in 

department stores and consumer markets, concentrating on drug stores and 

perfumeries. 

• In order to limit the different perceptions between the genders, Puma should 

further concentrate on enforcing the new core associations of the brand, 

focusing the communication on the male target, in order to change its 

perception of the umbrella brand, which will also have a positive impact on 

the brand extension. 

• The piece of information that the male members valued, intangible 

properties, such as the image of the fragrance and the opinion of a close 

friend or girlfriend, should be used as an insight for the next concept 

development. 

• The concept strategy must be chosen by Cosmopolitan Cosmetics on the 

distinctive needs of the two genders, considering them in all stages of the 

execution. 

If those recommendations are followed, there is a very good possibility that Puma 

Fragrance will not only be able to maintain its positioning in the market, but actually 

improve their positioning and brand sales in the long term.   

 


